Burnett Holds 
Inside Track in 


Pahst Idea Derby 


Bidding Continues, but 
Pabst Officials Root 
For Incumbent Agency 


Cuicaco, March 7—What some 
agencies took to be a wide-open 


"BH&G’ Sues Better 
Home Builder Co. in 
Trademark Dispute 


BurFraLo, March 7—A trademark | 
and unfair competition suit was 
filed Monday in federal court here 
against Better Home Builders Inc. | 
of Tonawanda, N. Y., by Meredith | 
Publishing Co., Des Moines. 

As publisher of Better Homes & 
Gardens since 1924 and a period- 
ical called Better Homes since 
1954, the plaintiff said, the Tona- 
wanda home building company in- 
fringed on its trademark and un- 


race for the $8,000,000 Pabst Brew- 
ing Co. account iost some of its 
drama this week as the client lined 
up powerfully behind the incum- 
bent, Leo Burnett Co. 

A still-uncounted list of other ad 
agencies is being heard on the 
Pabst account, but during the past 
week the advertiser has been at 
some pains to point out (a) that it 
is not dissatisfied with Burnett, 
and (b) that any bids on the ac- 
count it may be hearing now are 
“unsolicited” and do not imply any 
intention to change agencies. 

In an interview yesterday in 
New York, Marshall S. Lachner, 
president of Pabst, told Apverris- 
ING AGE that many agencies “ev- 
idently interpreted our dissatisfac- 
tion with the recent Blue Mask 
campaign as dissatisfaction with 
Burnett. There’s more to an agency 
than just one campaign.” 


s Mr. Lachner said that Pabst is 
looking at other agency presenta- 
tions, but added that if anybody 
has an edge in getting the account 
it’s Burnett. “Burnett’s a good 
agency and we'd rather stay with 
them. None of the presentations 
were solicited,” he emphasized. 
Burnett—which will make a 
pitch along with the others—“may 
offer the best presentation in the 


fairly competed by using the term 
“Better Home” in its name, adver- 
tising and other printed matter. 


It asked that Better Home Build- 


ers be enjoined from using “Better 
Home” in its name, that it be held 
accountable for damages and that 
it deliver for destruction its ad- 
vertising and printed matter using 
the term “Better Home.” 


Advertising Age ; 
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THE NATIONAL NEWSPAPER OF MARKETING. 


‘Bob Watson Is R&R’s New Chairman 


QuizziT—This puzzle-ad promoting 
Old Crow bourbon will be run by 
National Distillers Products Corp. 
in the March 18 Life. Lawrence 
Fertig & Co. is the agency. 


"Your Time Is My Adjacency’ .. . 


business and we hope they do,” 


ABC Writes No More 
‘Mickey’ Straitjackets; 
NBC Eschews Categories 
By Maurine Christopher 
New York, March 8—Network 


tv is beginning to chop away the 
tangle of product protection re- 
strictions that frequently have had 
the effect of forcing tv salesmen to | 
work in straitjackets. 


All three networks have been 
working quietly to solve this prob- 


lem, which CBS Television’s pres- 
said Mr. Lachner. “No one agency | ident, 


Merle S. Jones, a few 


has a more intimate understanding | months ago described as “one of 


(Continued on Page 8) 


‘our biggest” (AA, Dec. 10, ’56). 


U.S. Postal Plan: Ist Class Up l¢, 
dnd Class 15% a Year, 3rd Class 2'44¢ 


Administration Offers 
Compromise; Congress 
May Buy It (or May Not) 


WASHINGTON, March 7—The long 
delay in drafting the administra- 
tion’s postal rate program ended 
today with a decision to go easy 
on third class. 

Instead of plunging for the 5¢ 
first class rate—which postal of- 
ficials consider the only effective 
way of getting their finances in 
order—the department asked Con- 
gress for a 4¢ letter rate and 
stiff increases for other types of 
mail. 

The 4¢ letter rate had been in- 
cluded in the bill which passed 
the House last year but died in a 
Senate post office committee pi- 
geonhole. 

In addition to the 4¢ letter 
rate, the administration program 
includes a 7¢ airmail rate and 
5¢ rate on airmail postcards; a 
3¢ postcard; a 60% hike for sec- 
ond-class in four annual 15% 
stages, and a 2%¢ rate for bulk 


third class in two annual stages, 
with a 2¢ bulk rate the first year 
and an additional half-cent in- 
crease 12 months later. 


® The rate on controlled circula- 
tion publications would be ad- 
vanced from 10¢ or 11¢ per Ib., de- 
pending on weight, to 12¢ per Ib., 
regardless of weight. 

Rep. Tom Murray (D., Tenn.), 
chairman of the House post office 
committee, 
support. Noting that major fea- 
tures of the bill are similar to 
legislation approved by the House 
last year, he said he expected to 
have hearings under way in a 
week or 10 days and to fight for 
quick House action. The situation 
was more confused in the Senate, 
where the post office committee’s 
chairman, Olin Johnston (D., S.C.) 
has demanded approval of a rate- 
making formula before rate ad- 
justments are considered. 


® By abandoning its plan to re- 
quest a 5¢ letter rate the bill 
(Continued on Page 99) 


quickly pledged full) 


P&G-Lever Pact Is ‘Break-Through’ 
for CBS in Product Protection Snarl 


The broadcasters are moving 
very cautiously in attacking the 
tentacles of multi-product protec- 
tion, which have been made more 
binding by the steadily lengthen- 
ing list of co-sponsored shows and 
by the epidemic of business mer- 
gers in recent months. 

So far there has been no formal 
announcement of any policy 
changes; revisions are being made 
without fanfare in direct negotia- 
tions with advertisers. But there 
are signs of progress in the net- 
works’ efforts to arrive at what 
they consider a more reasonable 
policy for themselves and their 
customers. 


s Gone—and undoubtedly forever, 
if the networks have their way— 
are the days of blanket protection. 
This is an obvious impracticality 
as long as the big tv spenders have 
an arm-long list of products to sell. 
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as Paul Watson, Barry Ryan Retire 


F. G. (Moon) Mullins 
Takes Over Accounts as 
Agency Leaves Seattle 


New York, March 8—A new 
team took over at Ruthrauff & Ry- 
an this week, intent on regaining 
the ground (and $11,000,000 in 
billings) lost since 1952. 

In the East the new team would 
be Robert M. Watson and F. Ken- 


Curtis Integrates 
Newly Acquired 
Lentheric Unit 


Gidwitz, Factor Add 
Duties with Subsidiary; 
Mohr Moves to P&T 


New York, March 6—Helene 
Curtis Industries, Chicago, has 
swept its Lentheric slate clean. 

Helene Curtis is bringing its 
Lentheric operation more closely 
under its own wing. The division’s 
executive lineup now corresponds 
to the executive lineup of the 
mother company: Williard Gid- 
witz, president, and George M. 
Factor, executive vp. Marketing 
and advertising operations for 
Lentheric will be handled by the 
appropriate offices within the 
corporate management of Helene 
Curtis. 

Following its acquisition of the 
former Olin Mathieson division 


(Continued on Page 99) 


neth Beirn in top management, 
James Briggs on creative, C. F. 
Willis on administration, and Rob- 
ert Durham, senior vp, on new 
business. 

In the West it would be H. B. 
Groseth, Roswell Metzger and 
W. D. Watson, a triumvirate op- 
erative for the past nine months. 

But before the East-West teams 
could be fielded for R&R, which 
last year closed a Toronto office 
and has about 200 fewer employes 
than it did in 1952, several steps 
were taken: 

Paul E. Watson, board chairman 
of Ruthrauff & Ryan and a major 
power in the agency for more 
than 35 years, retired this week 
as the agency’s top executive. He 
was succeeded by his nephew, 
Robert M. Watson, vice-chairman 
of the board, whom he brought 
into R&R 17 years ago. 


® A short while later, it was dis- 
closed that F. B. (Barry) Ryan Jr., 
chairman of R&R’s executive com- 
mittee and son of the late F. B. 
(Fritz) Ryan, one of the agency’s 
founders, also was retiring from 
the agency, effective April 1. It 
was the fourth major management 
realignment at R&R in the past 
two years. 

Mr. Ryan will be succeeded by 
R. W. Metzger, an exec vp in the 
Chicago office, who will carry out 
his new duties from that office. 
H. B. Groseth, also an exec vp in 
Chicago, was named to head up 
the management of that office. 
William D. Watson, a vp in Chi- 
eago and son of Paul Watson, will 
be vp supervising client service. 

Mr. Metzger, Mr. Groseth and 
William Watson, functioning as a 

(Continued on Page 98) 


‘Sell’ to Combat Ad Fund Diversion 
to Co-op, ABP Business Papers Urged 


New York, March 7—More ad- 


Nowadays a contract that guar-| vertising funds are being diverted 


anteed a diversified company the 
traditional 15-minute separation 


(Continued on Page 95) 


from business papers to coopera- 
tive advertising. This is becoming 


|an increasingly serious problem to 


Last Minute News Flashes 


Allstate Insurance Appoints Leo Burnett Co. 

CuIcaco, March 8—Allstate Insurance Co., auto insurance subsidiary 
of Sears, Roebuck & Co., has appointed Leo Burnett Co. to handle its 
advertising. Burnett will succeed Christiansen Advertising, which has 
had the account since 1951. Allstate also announced plans to enter the 
life insurance field this summer, offering policies through its present 
agents, through Sears stores and perhaps eventually through the Sears 
catalog. Three years ago the company added fire insurance to its basic 


auto line. 


Rutledge & Lilienfeld Gets Webb Coffee 

Cuicaco, March 8—Thomas J. Webb Co., a division of Continental 
Coffee Co., has named Rutledge & Lilienfeld to handle its advertising, 
effective April 1. 21 agencies pitched for the account. Arthur Meyer- 


hoff & Co. is the current agency. 


Eye-Gene Gives Donahue & Coe All of Pearson 


New York, March 8—Donahue & Coe has been appointed by Pearson 
Pharmacal Co. to handle advertising for Eye-Gene, effective April 1. 
The agency already handles Ennds and Sakran for Pearson and the 
new product gives it the complete account. Al Paul Lefton Co. is the 


present agency on Eye-Gene. 


(Additional News Flashes on Page 99) 


many merchandising publications. 
The only way to meet the problem 
is by more aggressive and intel- 
ligent front-line selling. 

In line with this, business papers 
will have to step up their sales 
training programs, and do a better 
over-all promotion job if they are 
to hold their place in the media 
picture. 

These were some of the out- 
standing points stressed here today 
at the annual eastern conference 
of the Associated Business Publi- 
cations, which was highlighted by 
an address by H. E. Humphreys 
Jr., president of U.S. Rubber Co. 

Mr. Humphreys, whose company 
was the tenth largest advertiser in 
business papers in 1956, reported 
the results of a recent survey made 
of the business paper reading hab- 
its of management people in U.S. 
Rubber. 

The company’s New York office 
has 286 subscriptions to 163 busi- 
ness publications. For the company 
as a whole it has about four times 
that number of subscriptions to 
business papers, he said. Of the 163 


publications surveyed in New 
(Continued on Page 95) 
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Car Makers 
Made Money in 


56—but Less of It | 


Big Three Had 13%-23 % 
Sales Dips Under ‘55; 
Earnings Off 9%-80% 


Detroit, March 6—Despite a 
drastic drop in new car production 
and sales in 1956, the Big Three 
auto companies managed to make 
money, even to turn in their 
second-best (in Chrysler’s case, 
third-best) sales year. 

General Motors continued to in- 
crease its share of the auto market, 
while Chrysler lost some ground 
and Ford held its own. Here are 
the rundowns based on the com- 
panies’ 1956 annual reports: 


Ford Motor Co. suffered a 17% 
decline in sales from the recerd 
1955 year, with 1956 sales totaling 
$4.647 billion. Net income came to 
$237,000,000—46% below the ’55 
figure. As a percentage of sales, in- 
come came to 5.1%, compared with 
7.8% in 1955. 

Unit sales of cars and trucks de- 
clined from 2,613,000 in °55 to 1,- 
964,000 last year, leaving Ford 
with a 28.4% share of market, as 
against 28.5% in 1955. 

A year after its first public stock 
offering, Ford reported that it has 
about 300,000 stockholders, more 
than 90% of whem are individuals. 
A survey showed that nearly two- 
thirds of these are men, and that 
their gross family income averages 
$11,000 a year. 


Chrysler Corp. turned in its third 
highest sales year in 1956, but fell 
23% below the dollar volume of 
the record 1955 year. 

The figures were $2,676,334,431 
last year and $3,466,222,350 in ’55. 
Earnings were drastically down— 
from $100,063,330 in 1955 (2.89% 


(Continued on Page 97) 


Sanitized Sets 
2-Year Tie-in Push 
for Bacteriostatic 


New York, March 7—An invisi- 
ble product is going to get a $20,- 
000,000 promotional push this year 
and next. 

The product is Sanitized. The 
name designates a process which 
uses a bacteriostatic chemical said 
to be capable of inhibiting the 
growth of odor-causing bacteria 
and of molds in rubber, plastics, 
paper, leather or fabrics. 

According to Sanitized Sales Co. 
of America, the $20,000,000 will 
be put on the line by Sanitized 
Sales and its licensees and man- 
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BARE FACTS—A determined moppet 
keynotes this Sanitized Sales Co. 
ad scheduled for The New Yorker. 


ufacturers. Sanitized Sales said 
its own promotional expenditure 
would be more than $1,000,000 


(Continued on Page 100) 


Why it’s wise to select 
ROCK LOBSTER TAILS 
with utmost care... 


FOr tmOw FORTUNATNY SOUTH APEECAm  . 


(ONT OF rma saa 


REASONS WHY—This is one of the 

color ads which will be used by the 

South African Rock Lobster Assn. 
in its forthcoming campaign. 


‘Competitive Era’ 
Led Cement Assn. 
to JWT’s Offices 


Cuicaco, March 6—The dawn 
of a “competitive new era” in the 
road surfacing business and the 
appeal of J. Walter Thompson’s 
string of regional offices were be- 
hind Portland Cement Assn.’s 
switch to JWT last week, after 22 
years with Roche, Williams & 
Cleary (AA, March 4). 

Charles W. Reene, the associa- 
tion’s director of educational serv- 
ices, told ADVERTISING AGE today 
that Portland Cement was think- 
ing more about its future competi- 
tive advertising needs than any- 
thing else in making the agency 
switch. He said that JWT’s region- 
al office setup was a major factor 
in the choice, since the association 
encompasses 32 regional offices of 
its own, each of which exercises 
considerable autonomy in its ad- 
vertising activities. 

The appeal of JWT’s creative ca- 
pacities was another big consider- 
ation, Mr. Reene said, though he 
noted that Roche, Williams has 
“done a very creditable job for 
us.” The association was “not look- 
ing for any creative ingredient we 
did not already have” in Roche, 


(Continued on Page 100) 


Lobster Group 
Steps Up Ads to 
Move Big Catch 


New York, March 5—The South 
African Rock Lobster Assn. will 
launch a new advertising campaign 
starting in May, to run through 
August in ten Sunday newspaper 
magazines, 51 daily newspapers 
and two magazines, Gourmet and 
The New Yorker. In addition, 
eight business publications in the 
frozen food field will be used in 
March, April and May. 

This is the largest advertising 
the association has undertaken 
since it officially introduced South 
African quick-frozen rock lobster 
tails here in the spring of 1950. 
Last year, advertising was con- 
fined to the two magazines men- 
tioned, the New York Times Mag- 
azine and car cards in ten cities. 

A spokesman for the association 
said that the amount of its adver- 
tising depends on the crop avail- 
able. The lobster catch has been 
increasing during the past few 
years, he said. If it continues as 
anticipated, advertising also will 
be stepped up. Because of the in- 
creased demand for frozen rock 
lobster, a part of the crop, formerly 
canned, is now being frozen and 
shipped to this country. 


® Rock lobster is shipped here in 
bulk and then packaged by indivi- 
dual importers. All current adver- 
tising will feature the 11-oz. 2-tail 
package, which is popular with 
consumers and also with retailers, 
because it simplifies their stocking 
and display problems. 

Extensive use -of point of sale 
materials this year will back up the 
newspaper and magazine schedule. 

Charles W. Hoyt Co. is the 
agency. ° 


Toronto, March 6—-Advertisers 
spent $19,495,891 in Canadian 
magazines in 1956, the Magazine 
Advertising Bureau of Canada re- 
ported this week. 

The total was a gain of 12% 
over the $17,434,225 spent in 1955. 
Twelve magazines are covered in 
the report. 

Breakdowns of the figures show 
that the blue chip advertisers are 


accounting for an_ increasingly 
larger proportion of the total ex- 
penditure. 


In 1955 there were 28 advertisers 
who spent more than $100,000 in 
magazines, and their combined ex- 
penditures of $6,065,303 accounted 
for 34.8% of the total. In 1956, 36 
advertisers invested more than 
$100,000 in the medium, and the 
$7,808,311 they spent represented 
40% of the total. 

The 1956 figures show that 7% 


2-Wheeled Hand-Drawn ‘Plymouth’ Model 
Is ‘Unveiled’ in L.A. Television Commercial 


Los ANGELES, March 5—What 
happened on the Paul 
“Confidential File” on KTTV last 
week might have looked like a 
parody of Plymouth’s “Forward 
Look.” But it wasn’t—not inten- 
tionally, that is. 


California—agency 
|LaVene, McKenzie—called for a 


Plymouth dealer has the model you 


‘by the hundreds, week 


| week.” 


Coates 


live announcement ending: “Your | 


want right now—because the Los 
Angeles factory is turning out cars 
after 


| At this point the script called for 
jeut to film showing Plymouths 
jrolling off the production line, 
with the announcer saying: “With 
| preduction doubled at the Los An- 
geles Plymouth factory, thousands 
of new Plymouths are rolling off 


At one point, the commercial of | the line every week.” 
the Plymouth Dealers of Southern | 
Stromberger, 


|@ Film control, however, cut to 
the wrong film. What appeared 
next was a coolie pulling a rick- 
shaw. Explanation: The coolie- 
rickshaw scene was part of a 
film taken in Hiroshima for Mr. 
Coates’ program, a report on the 
H-bomb. 


Ads Bust Out All Over 


Makers Enter Britain's 


By Mark Random 
Lonpon, March 7—Competition 
|is keen here these days in the 
foundation garment field. 

Much of the brisk bidding for 
business stems from the invasion 
by American firms of the British 
market. Britain’s foundation gar- 
ment makers have long been pro- 
gressive and advertising-minded. 
And with sales and advertising ap- 
propriations rising, they have been 
swift to accept the American chal- 
lenge. 

Among the brand names to be 
featured in widespread press ad- 
vertising in the next few months 
are Playtex, Exquisite Form, Ev- 
erlastic, Silhouette, Little X, Tri- 
umph and Hidden Treasure. 


e Some of the advertisers are also 
moving into commercial television 
for the first time. One of these is 
Exquisite Form Brassiere (Great 
Britain) Ltd., which reports it will 
be the first in the field to advertise 
brassieres on television. Spots will 
feature the Festival bra in all three 
tv areas—London, Midlands and 
Northern England. 

Scott-Turner & Associates, the 
agency, has booked tv spots from | 
March through May, coinciding 
with a press campaign in national | 
and provincial newspapers and use 
of short advertising films in movie 
houses. 


e Playtex Corp. is using national 
newspapers, women’s magazines 
and trade publications to boost its 
Trimline Living girdle. S. H. Ben- 
son Ltd. is the agency. 

Playtex moved in on the British 
foundation garment market last 
season and quickly established it- 
self. It sold nearly 1,000,000 gar- 
ments in a short time. 


e The Silhouette Co. (Corsets 
Silhouette Ltd.), already well es- 
tablished here, was quick to follow. 


Canadian Breweries Lid. Displaces 
GM as Canada’s Top Magazine User 


Its agency, R. S. Caplin Ltd., pro- 


of the 1,208 magazine advertisers 
accounted for 56.6% of all ex- 
penditures. 


® General Motors of Canada was 
displaced as the leading magazine 
advertiser by Canadian Breweries 
Ltd. Another brewer, Molson’s, 
climbed frem 11th place to sixth. 

Imperial Oi] Ltd., increasing its 
expenditures by nearly 500%, 
jumped from 74th to 12th. Thos. 
Adams Distillers Ltd. increased 
its magazine spending from $37,- 
378 in 1955 to $127,257. 

The following were the top 15 
magazine advertisers in 1956, com- 
pared with 1955: 


Advertiser 1956 1955 
Canadian Breweries 

BEE Witincentiinanntedd $655,635 $361,895 
General Motors of Canada 

ltd. (automotive & diesel 

GSO ©. ccccticrerresses 650,446 592,983 
Jos. E. Seagram & 

2 eee 492,856 331,349 
Chrysler Corp. of 

Canada Ltd. ............ 471,529 524,052 
John Labatt Ltd. ........ 346,291 290,978 
Molson’s Brewery Ltd. 292,206 239,376 
Canadian General Electric 

Ge, GE ition 291,710 249,313 
Ford Motor Co. of 

Canada Ltd. ............ 267,940 243,776 
Canadian Industries 

IE sectnsitihiehteiemnmenees 264,174 298,335 
General Foods Ltd. 239,835 217,745 
Distillers Co. (Canada) 

ree 233,304 249,895 
imperial Oil Ltd. .... 230,247 47,135 
Hiram Walker & 

| 217,925 135,096 
Coca-Cola Ltd. ........ 188,818 212,790 
Imperial Tobacco Sales Co. 

of Canade ........... 184,351 241,591 
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as U.S. Foundation 
Tight Girdle Market 


moted the Little X girdle with a 
record expenditure. 

The ads featured a girl dressed 
in a black leotard and a white 
girdle. She was jumping in the air, 
arms and legs outstretched to form 
an “X.” The copy theme—“Exu- 
berantly young.” More tv advertis- 
ing is being planned for this prod- 
uct. 

Hard on the heels of this cam- 
paign for the girdle, Silhouette in- 
troduced the Little X Pantee, ad- 
vertised as giving “real tummy 
control.” New advertising for both 
the girdle and panty gets under 
way in April, to continue through 
the peak selling period. 

Also in the works is a campaign 
for Hidden Treasure bras, by Sil- 
houette, using national news- 
papers, women’s magazines and 
point of sale material. 


e The Auger & Turner agency re- 
ports plans for a press and poster 
campaign linking up with televi- 
sion advertising for Triumph 


exciti ing as falling in love 


ee ee ee ae 


SOPHISTICATED—A model and two 
borzoi promote Triumph founda- 
tions. 


Foundations (London) Ltd. The 
theme running through the whole 
campaign will be emphasized in 
two slogans, “The. continental 
touch” and “It’s as exciting as fall- 
ing in love.” , 

These are tied up with the visual 
gimmick, a foundation-wearing 
model with two huge  borzoi 
hounds on the leash. The agency 
also has designed special packag- 
ing, point of sale material and dis- 
play units. 

A&T’s public relations section 
has arranged corsetry parades in 
provincial cities linking up with 
the advertising campaign. 

(Other corsetry parades have 
been planned for London by Wo- 
men’s Wear News for trade buyers 
and by Selfridge’s for the general 
public. Among manufacturers tak- 
ing part are Gossard, Lily of 
France, Youthline, Berlei, Silhou- 
ette and Warner Brothers.) 


e Saward, Baker & Co. Ltd., which 
handles the Everlastic Ltd. ac- 
count, will advertise in women’s 
magazines and the trade press in 
the coming months. - 


Union Switch Names Hansen 
John W. Hansen has been ap- 
pointed manager of sales promo- 
tion and advertising of the Union 
Switch & Signal division of West- 
inghouse Air Brake Co., with 
headquarters in Pittsburgh. Mr. 
Hansen was formerly manager, 
advertising and publicity. 
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‘Heek’ or ‘Eek?’ ... 


‘Hawkeye’ TV Film Is 
Diplomatic Adventure 


Dealing with CBC, Censor, 
Subsidiary, Immigration 
Rules Is TPA Worriment 


New York, March 6—Once 
upon a time, the world and tele- 
vision buyers were simpler. A 
film series was likely to be redo- 
lent of sagebrush, teen age antics 


Frenchmen Spent 


$3 Billion on 
Drink in 1955 


By Mostyn Mowbray 

Paris, March 5—The French 
public spent some 1,100 billion 
francs ($3 billion) on alcoholic 
drinks and non-alcoholic bever- 
ages during 1955. The average 
Frenchman spent almost 10% of 
his income on this category of 
products in that year. 

These figures emerge from a re- 
cent survey of consumer spending 
published by the Centre de Re- 
cherches et de Documentation 
sur la Consommation. The survey 
deals at length with the subject 
of drinking in general, and the 
consumption of alcoholic drinks in 
particular. 

In addition to the Frenchman's 
favorite vin ordinaire, sales of vin- 
tage wines and champagne are 
also on the increase; 26,000,000 
bottles of champagne were drunk 
in France in 1955. Aperitifs made | 
from wine or spirits show a drop | 
in sales, chiefly because they are 
heavily taxed, compared with oth- 
er categories of drinks. France’s 
annual per capita consumption of 
pure alcohol amounts to four and 
a quarter U. S. gals., states the 
survey. 


® Non-alcoholic drinks, especially 
mineral waters and fruit juices, 
are also being consumed in in- 
creasing quantities; over 860,000,- 
000 bottles of soda-pop and nearly 
(Continued on Page 100) 


Lysol Push Tells 
of First Package 
Change Since ‘91 


New York, March 5—Lehn & 
Fink Products Corp. today began 
an introductory campaign for new- 
ly repackaged Lysol disinfectant. 

With the first complete packag- 
ing change since it was introduced 
in 1891, the product is being 
launched in its new garb with a 
10¢-off, limited time promotion in 
television, magazines and co-op 
newspaper advertising. 

Advertising began today with 
participating commercials on Lehn 
& Fink’s “Queen for a Day” and 
“It Could Be You” (both NBC- 
TV). 

Four-color pages stressing the 
housecleaning properties of Lysol 
are slated for April issues of Farm 
Journal, Good Housekeeping, La- 
dies’ Home Journal and True 
Story. Emphasis on the new bottle 
will be highlighted in Lysol’s “full 
feminine hygiene” schedule for 
April. This includes Dell Modern 
Group, Ebony, Farm Journal, 
Household, Photoplay, Progressive 
Farmer, Redbook, True Confes- 
sions and True Story. 

The new bottle and carton were 
designed by Charles Magers. Mc- 
Cann-Erickson handles Lysol ad- 
vertising. e 


(and the frustration of the mid- 
dle-aged when confronted by 
them) or a correspondent as 
handy with a left hook as a type- 
writer. 

Hark now to the background of 
“Hawkeye and the Last of the 
Mohicans,” because it illustrates 
Change with a capital C. 

It involves (1) the alteration of 
a standard work of American lit- 
erature, (2) the cooperation of a 
Crown corporation, (3) access to 
a network controlled by a govern- 
mental corporation, (4) foreign 
film distribution contracts before 
the first of the series began run- 
ning before U. S. audiences and 
(5) the concern of a foreign gov- 
ernment that characters not be 
altered to suit the historical recol- 
lection of Yankee audiences. 


s A good many months ago Tele- 
vision Programs of America em- 
barked on a new project—an 
“eastern,” i.e., a western with an 
eastern locale. From James Feni- 
more Cooper they drew the main 
hero—Natty Bumppo, or Hawk- 


(Continued on Page 66) 


‘Occasional’ Ads 
Are Needed Along 
Roads, Says ‘Life’ 


New York, March 6—Life’s is- 
sue of March 11 jumps into the 
highway-outdoor boards contro- 
versy with an editorial that pro- 


| poses something of a compromise. 


“Maybe,” says Life, “billboards | ~~ 


| Should be banned on new highway 
| construction and possibly restrict- 
| ed by the states on others. But un- 
less highway planners can provide 
less monotony, an occasional bill- 
board may be needed as a kind of 
benzedrine pick-up to keep the 
drivers from dozing.” 

The editorial predicts a jumping 
accident rate “if the new high- 
ways are built with the same un- 
relieved, identical landscaping as 
that of many existing parkways.” 

A bill introduced in Congress 
would ban outdoor boards wherev- 
er the new $33 billion, 41,000- 
mile national highway network 
crosses federal lands. It would al- 
so authorize the U.S. to pay 90% 
of the cost for buying up adver- 
tising rights on highways where 
the states are willing to cooperate 
in such a project. . 


lot lpeet dospeiarane 


LOOK FOR THis 

New - 
MODERN — 
SOTTLE 


MODERNIZED—Lehn & Fink will run 

this color page featuring Lysol’s 

new package in April issues of 

Farm Journal, Good Housekeeping, 

Ladies’ Home Journal and True 
Story. 


Boy’ $ shirt blinds teacher 


rs 


A schoolboy called Clarence Carew 
Caused a simply colossal to-do, 
Hrs shirt was so bright 
So blindingly white 
That his master said ‘Clarence, your 
mater must have been using Oxydol 
— the new Super Active hing, too!’ 


WW 


POOR TEACHER—According to this 
ad, Clarence’s mater “must have 
been using Oxydol.” 


Tickle Palates, Not 
Pocketbooks, Food 
Freezers Are Told 


New York, March 5—The fro- 
zen food industry is a growing “$2 
billion giant beset by two market- 
ing ills: Price cutting and a per- 
petual treadmill of promotions,” 
according to F. Glenn Rink, head 
of the Seabrook Farms account at 
N. W. Ayer & Son. 

Speaking at the Eastern Frosted 
Foods Assn. today, Mr. Rink said, 
“Your consumers are at the high- 
est income levels ever attained 
. Their appetities for increased 
quality and variety are aroused 
and insatiable—and you keep try- 
ing to tickle their palates with 
price cuts and promotions. 

“With few exceptions, no one 
has given the consumer a steady, 
fact-backed, reason-why image of 
benefits to be obtained from a 
particular brand, or from frozen 
foods as a competitive class,” he 
asserted. 


= The industry is shuffling along 
a path of “by guess and by gosh,” 
he also declared. Only a small 
amount of consumer market re- 
search has been conducted, and 
too many companies are entering 
the business without determining 
the real facts ORD special needs 
and wants of the’ market. 

“Too often, foods are frozen for 
no deeper reason’ than that it 
possible to freeze them without 
destroying them,” he lamented. 

Howard Lochrie, director of ad- 
vertising for Birds Eye, while 
agreeing that “more marketing in- 
formation is necessary,” suggested 
that manufacturers need market 
research on their own operations, 
not on the consumer. “Trade up, 
not down,” was his principal ad- 
vice. ° 


McGraw-Hill Moves Shipley 

James A. Shipley, for the past 
five years representative for In- 
dustria, Construccion and Man- 
agement Digest in the Chicago 
area, has been transferred by 
McGraw-Hill to the Chicago sales 
staff of Engineering News-Record. 
He is succeeded by James P. Mac- 
Leod and Stanley Kimes, both pre- 
viously in other sales capacities at 
McGraw-Hill. 


Warren to ‘Electrical Dealer’ 

Haywood Publishing Co., Chi- 
cago, has appointed Thornton R. 
Warren Ohio sales representative 
of Electrical Dealer. Mr. Warren 
formerly was Ohio sales repre- 
sentative of Woman’s Home Com- 
panion. 


Oxydol Copy Has 
New Superlative— 
It's ‘Blinding White’ 


Lonpon, March 5—The soap- 
suds war over how white you can 
get the wash has broken out again 
in British advertising. 

For a while there was a lull, af- 
ter copywriters appeared to have 
reached the ultimate in whiteness 
superlatives. 

Now Erwin, Wasey & Co. Ltd. 
claims to have broken through the 
verbal barrier with a new cam- 
paign for Oxydol, marketed here 
by Procter & Gamble’s subsidiary, 
Thos. Hedley Ltd. 

Theme of the new campaign is: 
“New Oxydol washes blinding 
white.” 

This, says the agency, “gently 
removes the ground from under 
the feet of those who add bright- 
ness to whiteness, wash whites 
spotless, or whiter than white, and 
ad infinitum.” 

A series of six ads has been 
drafted, featuring illustrations by 
Punch cartoonist Smilby. They de- 
pict Oxydol-washed clothes so 
white that they blind the onlooker. 

U.P.A. cartoonists and animators 
are being used by Erwin, Wasey 
to produce a television commercial 
in whick Oxydol-whiteness is so 
blinding that it “blows out” the re- 
ceiver screen. . 


Old Gold Sets 
National Drive 
for New Package 


‘Jackie Gleason Show’ 
Expected to Break News 
in Six to Eight Weeks 


New York, March 6—P. Loril- 
lard Co. will break advertising 
next week in northeastern states 
for its newly packaged Old Gold 
filter cigarets. Tests of the new 
white, red and gold packs and car- 
tons have been going on quietly 
since the first of the year in New 
England, New York and the New 
York-New Jersey metropolitan 
area. 

The company continues to main- 
tain close secrecy about its plans, 
and so do Lennen & Newell, its 
agency, and Sidney J. Wain Inc., 
its pr counsel. 

However, ADVERTISING AGE has 
learned from other sources that 
Lorillard’s initial regional adver- 
tising for Old Gold filters in the 
new pack will appear the week of 
March 10 in newspapers in the re- 
gions mentioned and on local ra- 
dio and tv spots in those areas. 


(Continued on Page 97) 


Turnstiles Click as ‘Racing Form’ and 


‘Sporting News’ Go to 


New York, March 6—The $64,- 
000 question this week, Mr. March, 
is: which is the No. 1 spectator 
sport in the U. S. There are, it 
seems, at least two claimants to 
the title. 

In one corner is Triangle Publi- 
cations Inc., publisher of the 
Morning Telegraph and The Daily 
Racing Form. Out with its 10th 
annual survey of sports attendance, 
Triangle finds that in 1956, for 
the fifth successive year, racing 
was the top gate-puller. 

Racing, reports Triangle, drew 
51,637,506 fans. Organized base- 
ball (16 major league clubs and 
28 minor leagues) ran a poor sec- 
ond, with a total attendance of 33,- 
574,310, down more than 2,000,000 
from 1955. 

Leo Waldman, general adver- 
tising manager of Triangle, points 
out that these figures “should be 
of some guide to advertisers” in 
helping them to decide “which 
sports attract the most interest.” 


s Another sports publication, 
however, finds these figures a lit- 
tle difficult to digest. Sporting 
News, bible of the baseball buffs, 
has issued a sharp rejoinder to 
Triangle. 

In a statement to ADVERTISING 
Ace, Sporting News reports that 


Neighborhood 


OR THE FUN BEGINS AT SCHLITZO'CLOCK 


PRETTY SCHLITZY—Even the waiter 

part of Jos. Schlitz Brewing Co.’s new spring campaign (AA, Feb. 

11). Shown here is the center spread of a four-page ad in the cur- 
rent Life. J. Walter Thompson Co., Chicago, is the agency. 


Advertising Mat 


in 1956 “professional baseball 


}again found itself the No. 1 spec- 


tator sport in the U. S. with 33,- 
549,928 paid attendance.” 

In second place, Sporting News 
concedes, was thoroughbred rac- 
ing, with 32,104,373. Trotting 
ranked third with attendance of 
19,533,133. 

For the guidance of advertisers, 
Sporting News also points out that 
baseball has a much shorter sea- 
son than racing 

The discrepancy in the figures 
results, of course, from the fact 
that Triangle counts the trotting 
attendance as part of an over-all 
racing total. Sporting News can’t 
quite see it that way. 


s Bill Paddock, salesman in the 
New York office of Sporting News, 
told AA that trotting and thor- 
oughbred racing “are two entirely 
different things.” They use differ- 
ent kinds of horses and different 
scoring methods, he pointed out. 
“Why, we could go out and count 
college baseball, softball and 
American Legion ball and come up 
with much higher figures. To 
count trotting and thoroughbred 
racing together is coloring the pic- 
ture a little too much. It’s like 
saying boxing and wrestling are 
(Continued on Page 6) 
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is jolly in this effervescent ad, 
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FDA Hits Mountain 
Valley Water Claims, 
But President Likes It 


WASHINGTON, March 7—Moun- 
tain Valley Mineral Water may be 


Drug Administrator George Lar- 
rick, but it rates high with Com- 
missioner Larrick’s boss, President 
Eisenhower. 

For several years, Mr. Larrick’s 
agency has been trying to con- 
vince the courts that Mountain 
Valley should be forced to revise 
some of the pamphlets it distrib- 
utes with its bottles of water. A 
federal court jury in Arkansas held 
last June that the pamphlets are 
all right; but an FDA appeal still 
pending contends the pamphlets 
claim therapeutic qualities which 
the spring water does not actually 
contain. 

The President’s affinity for 
Mountain Valley came to light to- 


day when a reporter asked at his 
press conference whether he drinks 
Washington tap water, which con- 
tains fluorides. Mr. Eisenhower's 
off-the-cuff answer was that he 
has used Mountain Valley for 
years. He explained that doctors 


| recommended it because he travels 
having its troubles with Food & 


so much. He added that he uses 
tap water when he is here, how- 
ever. 


® Ordinarily, the White House 
leans over backwards to avoid any 
statements which could be inter- 
preted as Presidential endorsement 
of a product. 

While other top federal officials 
also follow a similar policy there 
are occasional exceptions, and 
Reader’s Digest has been partic- 
ularly successful in obtaining en- 
dorsements. Currently, for exam- 
ple, Reader’s Digest is running 
promotional ads in newspapers 
containing a direct endorsement 
by Vice-President Richard Nixon 
for an article on Hungarian refu- 


| gees. In his statement for Reader’s 
| Digest the Vice-President said he 
could endorse the accuracy of the 
article because he had stood at the 
Austro-Hungarian border and 
heard similar tales first hand. e 


Ladd, Southward Adds Goss 

Ladd, Southward & Bentley, Chi- 
cago, has been appointed to handle 
advertising for Goss Printing Press 
Co., Chicago, a division of Miehle- 
Goss-Dexter. The agency also han- 
dles advertising for Miehle Print- 
ing & Mfg. Co. and Dexter Folder 
Co., both divisions of Miehle-Goss- 
Dexter. Goss Printing formerly did 
not have an agency. 


Yount Joins Conde Nast 

B. H. (Doc) Yount, formerly 
assistant circulation director in 
charge of newsstand sales of 


Crowell-Collier Publishing Co., 
has been appointed assistant cir- 
culation director of Conde Nast 


Publications, New York. 
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¢ More TV Homes—over 
500,000 TV homes! 


* Top Coverage—75 
counties in 4 states! 


* Rich Market Potential— 
over 4 billion dollars 
buying power! 

¢ Maximum Power— 
316,000 watts. 


* Mountaintop Tower— 
2,000 feet above 
average terrain. 
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WSJS-TV... 


Preference of the Piedmont 


North Carolina’s richest, 
biggest market. 


It pays to check the facts on WSJS- 


TV Winston-Salem. It’s your biggest 


trialized 


buy in North Carolina’s Piedmont sec- 
tion. And the Piedmont is the state’s 
most populous and heavily indus- 


area. Result: more income, 


greater buying power. 


WSJS-TV 
Winston- 


is the NBC affiliate for 
Salern, Greensboro, and High 


Point—Golden Triangle cities in a 
market of over 3 million people. 


. 
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AFFILIATE 


Channel 12 
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Call Headley-Reed for 


WSJ 5S 


television 


WINSTON-SALEM 


NORTH CAROLINA 


Portland Cement chose JWT for an 
agency because of this ‘competitive 
ee ae = hl 


} Canadian Breweries beats GM as top mag- 
| azine user in Canada 


Stepped up ad drive set by South African 
Rock Lobster ASST. oocccccccccccccsecsesees Page 2 


Aute makers made some money in 1956, 
but less than in 1955 


Rickshaw startles viewers of Plymouth tv 
Commercial Im L.A. o.cccccccceeeeceeee 


Sanitized will spend $20,000,000 in next 
two years for new product .......Page 2 


U.S. girdle makers set for invasion of 
Britain Page 2 


Frenchmen spent $3 billion on drink— 
alcoholic and otherwise—in ‘56 ...Page 3 


Racing or baseball the top spectator sport? 
Battle lines are drawn ..... Page 3 


Oxydol finds new superlative for its ads: 
kl ES Page 3 


Lysol introduces first new package for its 
disinfectant since 1891 ................... Page 3 


Robert Carney, FC&B board chairman, 
spells out benefits of advertising Page 6 


F. W. Dedge construction contract statis- 
tics now cover national scene ....Page 14 


Fictitious price claims drew the most 
complaints in ‘56, Better Business Bu- 
TEAU TEPOTtS ........ccce - wwlPage 16 


N. ¥. Stock Exchange's revenues were up 
in 56, but net was dowpn ..............Page 21 


Newspapers’ circulation gained last year, 
but there were fewer of them, Ayer 
says paecoes Le = 6h 


Admen protest proposed tax on newspaper 
ads in the State of Washington .Page 24 


ectady area 


failures, Arnold Bernhard & 
CS expan Te 


Page 2 
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GE to oppose all-uhf proposal for Schen- | Looking at Retail Ads 
Page 28 Magazine Linage 


Binghamton, N. Y., stations sue for dam-| Qn the Merchandising Front 
ages against striking union ........ Page 28 | photographic Review ..... 


Magazine business booming despite four | Rough oe. 


Togetherness awards from McCall's go to| Voice of the Advertiser ... 
Pat Nixon, eight others .............. Page 33 | What They're Saying ...... . 


Advertising Age, March 11, 1957 


_ Highlights of This Week's Issue 


Weakening of smal! business is undermin- 


ing economy, says Senator Spark- 
NE cantiinntettbcrntensennaneces Page 39 
Foreign car sales reached new highs in 
U.S. in 1956 ....... oliemal Page 46 


Supreme Court says Michigan's obscene 


book law is void —— Ff, 
Ad business bloomed in Puerto Rico dur- 
ing 1956, is still growing ............... Page 48 


Brainstorming hits Britain, takes admen 
by storm ——a—- iF | 


Canada will do nothing to investigate 
trading stamps, legislators told Page 54 


Modified anti-outdoor bill introduced to 
Maryland lawmakers ....................Page 57 


General magazines lose interest in Britain, 
women's, how-to books prosper Page 58 


Canadian government ad spending was 
placed mainly through four agen- 
CRBS  secccinesienenciststtinen - werceenncesel Page 59 


Better farming methods should be pushed 
by groups interested in farmers, Coons 


en eee = 6h 
Beb Feller—top pitcher—will do some 
pitching for Motorola .................. Page 69 


Radice buyers are now seeking morning 
and weekend time spots ............. Page 82 


REGULAR FEATURES 
Advertising Market Place a 
Coming Conventions 
Creative Man's Corner 
Department Store Sales 
Drawthinks .... — 

Editorials . oe 

Farm Magazine Linage 
Getting Personal . 
Information for Advertisers 
Just Looking ‘ 
Looking at Radio and TV 


GREET OND  cecnnstnassecsescrecc0000 : “4, 


Production Tips 


Salesense in Advertising .... 
This Week in Washington 


in annual retail sales. 


Sales Management Figures 


News 


Greensbor 


and Pront 


* GREENSBORO, NORTH CAROLINA 
bd Represented by Jann & Kelley, Inc. 
e@eeeeeeeeeee#eeeeeeee#ee#eeese*® 
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“This is the size we catch for the 
Growing Greensboro Market!" 


We leave the fish stories to fiction writers—in the Growin 
Greensboro market we stick to facts. For instance, our AB 
Retail Trading Area has 1/6 of North Carolina’s 4.3 million 
population, yet it accounts for 1/5 of North Carolina's $3 billion 


Another for instance: 1/5 of North Carolina’s sales gain was 
accounted for by the Greensboro trading area. Still another: 
Our circulation exceeds 100,000, our readership, 400,000 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 
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Meet the ENTHUSIACTIVE ones... 


We often wish we had more room to give you some even clearer pictures of the ‘‘enthusiactive’’ ones. 
| But how do you get, all onto one page, a 7-handicap golfer who is also president of her PTA—a college tennis 
star now a leading suburban heart specialist—a father and teenage son in a duck-blind—a sorority girl talking 
T-formation to an incredulous blind date—and a man who never got closer to sport than carrying the water bucket, 
now vice-president of a million-dollar food processing corporation? 
That’s just a suggestion of the kind of zest for life that characterizes most SPORTS ILLUSTRATED-reading 
families. That’s why we've coined the word “‘enthusiactive” to describe all of them. 
And you can catch the parade every week, when they’re reading SPORTS ILLUSTRATED—a maior part of 
the active world they’re so much a part of themselves. 


SPORTS ILLUSTRATED 


Now 700,000 enthusiactive families weekly 
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Turnstiles Click as ‘Racing Form’ and 
‘Sporting News’ Go to Advertising Mat 


(Continued from Page 3) 
the same thing because they both 
fight in a square ring.” 

Apprized of Sporting News’ ob- 
jections, Mr. Waldman of Triangle 
said he couldn’t see what differ- 
ence it made to advertisers. “If 
a guy goes to the track to bet his 
$2,” he said, “it doesn’t make any 
difference what breed of horse it 
Ng 


s While it was taking exception 
to the racing figures, Sporting 
News also took a few swipes at 
other figures reported in the Tri- 
angle survey. 

Triangle reported an attendance 
of 15,593,165 for football (both 
professional and college), but 
Sporting News says the figure is 
really 16,000,000. Triangle reports 
2,906,200 for professional basket- 
ball (National Basketball Assn. 


clubs) and 485,372 for college 
games at Madison Square Garden. 
Sporting News says the basket- 
ball figure, including all college 
games, is closer to 18,000,000. 

A table_in the Triangle survey 
does show that thoroughbred rac- 
ing alone does outdraw baseball in 
three major cities. In New York, 
thoroughbred racing drew 4,384,- 
416 in 1956, compared to the 3,- 
334,525 attending games of the 
three major league clubs. In Chi- 
cago, thoroughbred racing outdrew 
baseball by 2,313,477 to 1,720,208. 
And in Los Angeles, it outdrew 
baseball by 3,958,379 to 437,499. e 


Gillette Renews Contract 

Gillette Co. has renewed its tv- 
radio contract with the Interna- 
tional Boxing Club for its Friday 
night fights (NBC) for a two-year 
period, starting June 1. 


FC&B’s Carney 
Replies to Critics 


of Ad Business 


Los ANGELES, March 5—Robert 
F. Carney, board chairman of 
Foote, Cone & Belding and a for- 
mer practicing attorney, employed 
some of his legal talents today in 
making a case for the benefits of 
advertising. 

In a talk.at a luncheon meeting 
of Town Halli, Mr. Carney cited 
five charges most frequently lev- 
eled against the advertising field, 
and then proceeded to rip them 
apart, one by one. 

In replying to the indictment 
that advertising is, at worst, waste- 
ful and, at best, too costly, he 
pointed out that advertising costs 
but two-thirds of 1¢ of every 
dollar of sales and is the “most 
economical means devised for in- 
forming people of new products 
and services and the virtues of 


established ones.” 


Because of the gain in self-serv- | 


ice and a decrease in personal sell- | 


ing in retail stores, Mr. Carney 
said, manufacturers have been 
compelled to pre-sell consumers 
directly by advertising. 

He lashed critics of advertising 
“for failing to recognize that any 
company that aspires to leader- 
ship in any field must find and 


use the most economical method of | 


persuading millions of Americans 
individually to want and to buy 
its products.” 


® Those who say advertising is 
misleading and sometimes dishon- 
est, he said, overlook the fact that 
“good business men and good ad- 
vertising know that business 
thrives only on repeat orders and 
itais’a fact that you don’t get re- 
peat orders from dissatisfied cus- 
tomers, nor inspire trust in people 
to whom you've told lies.” 

He acknowledges that some ad- 
vertising is misleading and some 


SUGGESTIONS 
FOR WRITING 
PRODUCT NEWS 


RELEASES: 


What is it? 
How does it work ? 


With, in many instances, a cutaway view of 
the product to add to the informative value 
of the description as indicated in this example. 


From its beginning, when Industrial Equipment News originated the field of 
product news and information publishing, its primary editorial objective has 


been to publish the latest, clearest, most accurate and complete product 


descriptions possible. 


From this editorial experience and the remarkable acceptance IEN has re- 
ceived from product specifiers and buyers in industry have come the following 
six basic questions which the editors of Industrial’Equipment News believe 


should be clearly and distinctly set forth in every product news release. 


y 


Privomas 
Pymomeven, 
Lal 
20 CORK 
q eo 
TWO- WIRE POWER 
CON 


1 + YEAT-COLLECTING LENS 

2- ATION THER! 

3 - PYROMETER RECORDER OF 
AUTOMATIC CONTROLLER 


How much will it do? 
What does it measure ? 


... here again, in addition to the usual prod- 


uct photograph, 


very considerably to the interest and informa- 


tive value of the 


a schematic drawing adds 


product description. 


nen eemmre 
_-——— l | | 
_—— Ss 
What is it made of? \-_ 
|| 
. . . still another instance of where an addi- we 
tional illustration both answers questions and SS 


adds to the interest of the description. 


What does it cost? 


It is the way these questions are answered . . . it’s that kind 
of product news reporting, product descriptions rather than 
product announcements . . . that kind of editing that has built 
a background for product advertising which in terms of 
number of advertisers has made IEN the leader of all busi- 


ness and trade publications. 


There’s still only one...... 


Details? . . . Write for a complete media data folder. 


mY ga 


Thomas Publishing Company 


... 461 Eighth Avenue, New York 1, N.Y. . 


Advertising Age, March 11, 1957 


ANDREW S. GANTNER has been named 


advertising manager of Hertz 
Rent-A-Car System, Chicago. For- 
merly director of advertising and 
sales promotion of Peter Hand 
Brewery Co., Mr. Gantner suc- 
ceeds Jay P. Kent, who will fill the 
new post of director of Hertz 
training schools. 


dishonest, but said such advertis- 
ing is “but a small drop in a large 
bucket.” He added that the adver- 
tising profession has done a re- 
markable job of policing its own 
backyard. 

Advertising raises the cultural 
level in the U.S., rather than low- 
ering it as is charged by critics, 
Mr. Carney asserted. As an exam- 
ple, he cited the manner in which 
Hallmark Greeting Card Co. has 
introduced Shakespeare, through 
tv, to America “on a scale which 
would not have been possible with- 
out advertising.” 


® In dealing with the fourth 
charge in the “indictment”—which 
attacks the advertising profession- 
al by terming him irresponsible, 
lacking in conscience and, there- 
fore, presumably unwilling or in- 
capable of delivering an honest or 
effective day’s work for his pay 
—Mr. Carney said: 

“I suspect that most of you are 
aware of the fact that advertis- 
ing agencies in this day and age 
are comprised of somethng other 
than chain-smoking semi-alcohol- 
ics who closet themselves in dark 
rooms until voices bring them in- 
spired messages which, in turn, 
emerge as the award-winning ads 
of the year. 

“Agencies work with hard-head- 
ed, sophisticated business men who 
have no desire whatsoever to dis- 
sipate their company’s resources 
by extravagant, intemperate or 
blind spending for advertising or 
anything else. 

“Furthermore, agencies barely 
eke out a 1% profit these days, 
which leaves no room for waste- 
fulness, overstaffing or astronomi- 
cal salaries or expense accounts.” 


s The final charge against adver- 
tising—that it encourages a false 
way of life—is without founda- 
tion, Mr. Carney said. 

“Our national production is still 
increasing,” he said. “New and dif- 
ferent products are being manu- 
factured, to the point where 35,000 
patents were offered last year. 

“By 1965 most of the business 
done in the electronics field will 
be in products not yet invented. 
By 1978, half the population will 
be making and selling things as 
yet unknown. All of these are 
helping to raise the American 
standard of living and provide em- 
ployment for millions of people. 

“Advertising alone is able to 
cope with the problems created 
by our immense creative capac- 
ity. Our industrial machine has 
brought to the masses not only 
things they yearned for, but things 
they did not dream of, and that 
no one ever had.” + 


Bean Named Advertising VP 

Chicago Electrical News has ad- 
vanced Henry H. Bean, advertising 
representative since 1954, to vp in 
charge of advertising. 
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In 1956, versus 1955, LOOK gained more automo- 
tive advertising pages and revenue than did any 
other magazine. 


The full significance of LOOK’s year-end report be- 
comes clear when the advertising trend over the 
years is studied. The record—for the past year, the 
past five years, the past ten years—is in the tables 
below. Included are the five magazines in the weekly 
field with more than $1,000,000 annual automotive 
advertising revenue. In 1956, these five magazines 
received 75% of the total magazine automotive ad- 
vertising dollars. It is interesting to note that, of 
these magazines, LOOK alone has enjoyed continu- 


THE RECENT RECORD: 1956 VERSUS 1955 


wigss...LOOK LED ALL MAGAZINES IN 
AUTOMOTIVE ADVERTISING GAINS 


ous growth in automotive advertising revenue each 
and every year for the past five years. 


Paralleling LOOK’s remarkable advertising growth, 
has been LOOK’s unmatched circulation growth. 
Over the past decade, LOOK circulation has grown 
bigger and bigger each year without exception. Since 
1947, LOOK has gained more circulation than any 
other major magazine. In fact, LOOK has gained 
more circulation than have Life and Post combined. 
People like LOOK. More than 20,000,000 people 
read an average issue of LOOK. And LOOK reaches 
more people per advertising dollar than any other 
major national publication. 


AUTOMOTIVE ADVERTISING GAINS OR LOSSES 


Advertising Revenue 


LOOK ......+* $1,252,845 
- ae 283,582 
Newsweek .. — 161,342 
Post.......= 650,986 
Life .......— 1,097,191 


Advertising Pages 


vO oe ee 
i 


Newsweek.......— 23.76 
Be oceecececese « ee 
ll eee ll 


THE FIVE-YEAR RECORD: 1956 VERSUS 1952 


AUTOMOTIVE ADVERTISING GAINS OR LOSSES 


Advertising Revenue 


Life .......+* $5,061,651 
Post.......+# 4,131,288 
LOOK......+ 2,235,472 
Time ......+# 1,196,136 
Newsweek .. + 128,855 


Advertising Pages 
Life ............* 87.60 
LOOK ..........* 40.75 
Wee wo Sve bees ee ae 
Post ...........— 56.06 
Newsweek...... . — 57.48 


THE TEN-YEAR RECORD: 1956 VERSUS 1947 


AUTOMOTIVE ADVERTISING GAINS OR LOSSES 


Advertising Revenue 


Life ......+# $10,655,213 


Post......+ 7,779,389 
LOOK .....+ 3,877,534 
Time......+ 2,009,187 
Newsweek . + 647,066 


Advertising Pages 


Life ........+...* 267.65 
LOOK..........+* 126.18 
Time ........4..— 29.75 
Post ..........—= 36.52 
Newsweek......— 68.50 


Source: P. I. B.—Automotive, Automotive Ac- 
cessories and Equipment Industry Classification. 


THE EXCITING STORY OF PEOPLE 
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6 UHF Islands 
Is FCC Aim, 
Congress Told 


WASHINGTON, March 7—Mem- 
bers of the Federal Communica- 
tions Commission told Congress 
this week their decision to create 
six “all-uhf islands” is the first 
step in a crucial effort to find ways 
to use the uhf channels. 

While commission members re- 
mained badly divided over the 
merits of the de-intermixture ac- 
tions taken last week, they were 
generally agreed that tv’s long- 
range growth requires extensive 
use of the 70 channels which are 
currently available in the high 
band. 

In separate statements before 
the Senate and House commerce 
committees, FCC Chairman George 
C. McConnaughey warned that 
competition for air space from 
other radio services is so intensive, 
tv may not be able to keep all of 
the 12 channels currently available 
in the vhf band. The gravity of the 
statement was underscored by 
Commissioner T. A. M. Craven, 
who said that in the long run it 
will be necessary for tv to rely 
heavily on the uhf channels. “Oth- 
erwise,” he said, “you will have to 
change your whole concept of reg- 
ulation if you are going to have 
only 12 channels.” 


® The commissioners said their 
immediate problem is to keep uhf 
alive until engineers are able to 
develop more satisfactory trans- 
mitting and receiving equipment. 

Chairman McConnaughey in- 
sisted the recent proposals to cre- 
ate a number of islands where uhf 
stations will be insulated from 
vhf competition should encourage 
manufacturers to press ahead with 
laboratory work on more satisfac- 
tory equipment. 

Chairman McConnaughey said 
repeal of the 10% tax on tv sets 
containing the uhf band would be 
an important incentive for manu- 
facturers to build uhf-equipped 
sets, but Sen. John O. Pastore (D., 
R. I.) broke in to say he thought it 
was time the commission was real- 
istic enough to face the fact that 
the uhf tax wouldn't be repealed. 


® “Elimination of the tax from uhf 
sets while it is retained on others 
represents discriminatory taxa- 
tion,” he explained, “and the 
House ways and means committee 
simply isn’t going to agree to it.” 

In his testimony before the com- 
mittee, Chairman McConnaughey 
conceded that lengthy litigation 
will be required before the com- 
mission can carry out proposals 
issued last week to take vhf serv- 
ice away from a number of the 
prospective “all-uhf markets.” 

Under the law, he explained, no 
existing station can be moved un- 
til its owners have had full op- 
portunity to show that removal of 
their vhf channels would not be in 
the public interest. 

Commissioner Craven, who is 
the only engineer on the commis- 
sion, submitted a report to the 
Senate committee pointing out the 
growth of industrial radio has 
been so rapid since 1946 that FCC 
may have to consider a complete 
re-allocation of spectrum space, 
including the possibility of reas- 
signing to military or industrial 
users the block of frequencies cur- 
rently occupied by the lower six 
tv channels. 


® As a short-run plan to increase 
the amount of tv service in top 
markets he suggested that FCC 
scrap its current plan assigning 
specific channels to each commu- 
nity. If this were done, he said, 
engineers could use their ingenuity 
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to “squeeze in” additional chan- 
nels for under-served markets. 

His analysis of the possibilities 
showed 103 of the top 169 markets 
could be primarily vhf, with three 
or four channels each, although at 
the present time there are only 16 
with four vhf services, 38 with 
three and 49 with two. The re- 
maining 66 markets which cur- 
rently have one or no vhf, would 
be predominantly uhf. 

He said these figures merely il- 
lustrate that in the long run 12 vhf 
channels will be “pathetically in- 
adequate” as the basis of a nation- 
wide competitive tv service. 

Because of the shortage of chan- 
nels, he pointed out absentee own- 
ers are being attracted to the prof- 
itable vhf stations so that there is 
danger “this tremendously signifi- 
cant media of mass communica- 
tions” will be operated by a mere 
handful of people. 


s He also expressed fear for the 
future of network operations if 
stations find motion picture film 
financially attractive, and decide 
to cut down on “timely informa- 
tion and live events” in order to 
go into more film package deals. e 


FCC Still Seeks 
Way to Handle 
Pay TV Problem 


WasnHInGcTon, March 7—FCC 
Chairman George C. McCon- 
naughey made it clear today that 
the commission still hasn’t settled 
some of the basic legal questions 
which it faces before agreeing on 
the next step in its processing of 
proposals for subscription tv. 

In testimony before the Senate 
and House commerce committees 
this week he reported the com- 
mission has had two special meet- 
ings to consider suggestions which 
have been submitted by the pub- 
lic on the subscription tv issue. 
He told the Senate committee 
Tuesday that he hopes a decision 
will be reached “in the near fu- 
ture.” 

Before the House commerce 
committee today, however, he said 
the commission still isn’t sure that 
| subscription tv doesn’t involve is- 
; sues which ought to be resolved 
| by Congress rather than the com- 
mission. Oren Harris (D., Ark.), 
House commerce committee chair- 
man commented, “There’s a feel- 
ing here that the commission likes 
to pass the buck when it faces a 
hot issue.” 
| The Senate committee has a 
| staff report proposing that FCC 
go ahead with a large scale pub- 
lic test of subscription tv, but the 
report was not mentioned dur- 
ing the commission’s appearance 
Tuesday. 

Mr. McConnaughey and his col- 
| leagues are expected to face fur- 
| ther questioning on the issue. 


~ . ” 


Tt ATLANTC MEPIEING Commanr 


ENTRY—Atlantic Refining Co. introduces its “distinctively new” gas- 
oline with this spread in the March 11 Life. 


Atlantic Refining 
Sets Push for New 
Imperial Gasoline 


PHILADELPHIA, March 8—Atlan- 
tic Refining Co. has increased its 
budget for all media in its current 
campaign to introduce its new 
higher octane Atlantic Imperial in 
its 17-state marketing area. 

The March 11 issue of Life car- 
ries a double page spread on “a 
distinctively new gasoline.” Copy 
claims Atlantic Imperial is “de- 
signed especially for today’s—and 
tomorrow’s—most powerful auto- 
mobile engines.” The schedule 
calls for ads in six petroleum 
trade magazines. 

Starting in the week of March 
18, 1,000-line ads will appear in 
300 newspapers, a follow-up of 
1,500-line introductory ads which 
appeared yesterday and today. 

The radio and tv schedule for 
Atlantic Imperial includes men- 
tion on the refiner’s 25 late eve- 
ning tv weather shows and 25 radic 
newscasts. In addition, tv spots 
were scheduled for the weekend 
of March 18 in 45 markets, for a 
total of 312 spots. Radio coverage 
has been increased by 10 spots a 
day for three days over that week- 
end, for a total of 2,700 spots. 


s Atlantic has added some 700 ad- 
ditional posters to its current 3,- 
000 outdoor locations. New point 
of purchase material has been 
furnished dealers. 

N. W. Ayer & Son is Atlantic’s 
agency. 7 


Greyhound Names Kelley: 
Jones Adds Executive Duties 
Greyhound Corp., Chicago, has 
appointed Verne F. Kelley adver- 
tising manager, a new position. He 
will report to Edgar A. Jones, who 
has been director of advertising 
and public relations, and now will 


Verne F. Kelley 


Edgar A. Jones 


handle added responsibilities as 
assistant to the president. 

Mr. Kelley joins Greyhound 
from Ruthrauff & Ryan, Chicago, 
where he was account executive 
for Baldwin pianos and organs. He 
also has been with Procter & Gam- 
ble and United Airlines. 


Campbell-Mithun Names 
Terrill Administrative VP 

Campbell-Mithun, Minneapolis, 
has expanded its management staff 
with the appointment of Lee A. 
Terrill administrative vp. Mr. Ter- 
rill also is an account supervisor 
and a member of the agency’s 
board of directors. 


Movie Ads Too 
‘Salacious,’ Actress 
Dahl Asks $1,000,000 


New York, March 7—Movie 
actress Arlene Dahl has filed a 
$1,000,000 suit in supreme court 
here against Columbia Pictures, 
charging that advertising for a 
motion picture called “Wicked as 
They Come” depicts her “in ob- 
scene, offensive and sexually sug- 
gestive poses which have no rela- 
tionship to the motion picture and 
for which I did not pose.” 

Miss Dahl added that ads, con- 
tained in the studio’s press book 
for the picture, have “created an 
atmosphere of salaciousness, sen- 
suousness, lust and unwarranted 
and false stimulation of sexual 
connotation by the device of start- 
ing with a true likeness of my 
face and, through retouching and 
other tampering by artists, de- 
picting background and scenes in 
which I never posed.” 

She charged that the “same 
methods” were used to show a 
female figure “in various stages of 
disrobement and in compromising 
positions.” These, she added, were 
superimposed on reproductions of 
her face. 


® Declaring that Columbia has of- 
fered “an outrageous affront to 
my dignity and general reputa- 
tion as a married woman of re- 
finement, culture and good mor- 
als,”” Miss Dahl charges that the 
studio has put her career in jeop- 
ardy. 

Miss Dahl asserted that the 
movie, whose title was originally 
“Portrait in Smoke,” is being 
“completely misrepresented in its 
exploitation, inasmuch as there is 
nothing wicked about the central 
female character, but rather there 
is depicted a meaningful psycho- 
logical study of a woman who 
suffered a deep emotional exper- 
ience.” 

Miss Dahl is also asking the 
court for a temporary injunction 
to restrain Columbia from using 
the pictures and drawings in its 
advertising of the movie. e 


Bankruptcy Order 
Ends Twilight Life 
of “Boston Post’ 


Boston, March 7—The Boston 
Post was ruled bankrupt today by 
federal Judge George C. Sweeney 
and the case of the suspended 
newspaper was referred to a ref- 
eree in bankruptcy. 

The ruling came when the 
judge’s order to make known the 
identity of the Post backers in a 
reorganization plan was not com- 
plied with. One of the conditions 
was to have been posting of anoth- 
er $100,000 in connection with the 
plan. 

Louis J. Shrair, attorney for 
John Fox, Post publisher, had been 
given until noon to disclose identi- 
ties of persons interested in the 
plan. In addition, Judge Sweeney 
had called for individual state- 
ments of the net worth of the per- 
sons involved. 


s An order of liquidation to be 
issued by the referee in bankrupt- 
cy means that all assets of the 125- 
year-old newspaper will be sold 
under supervision of the referee in 
bankruptcy. Money obtained will 
be pooled and distributed pro rata 
among employes and creditors of 
the Post. The $100,000 put up by 
Mr. Fox on Feb. 28 will be re- 
turned, except for $4,500 to be 
deducted to help pay expenses of 
three court-appointed trustees. e 


Ekco Unit to Fulton, Morrissey 

Ekco Products Co., Chicago, has 
appointed Fulton, Morrissey Co., 
Chicago, to handle advertising and 
public relations for its new sink 
division, Canton, O. 
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Burnett Holds 
Inside Track in 
Pabst Idea Derby 


(Continued from Page 1) 
of our operation. 

“But how do we get the best 
advertising campaign in the busi- 
ness unless we listen to the best? 
Burnett continues to rate at the top 
with us, or we wouldn’t be listen- 
ing to what they have to offer.” 


s Aside from these verities there 
still seemed to be a faint mist of 
confusion surrounding the Pabst 
review of its advertising arrange- 
ments. For example, the matter of 
exactly who is or isn’t pitching for 
the account. 

In yesterday’s interview Mr. 
Lachner was under the impression 
that Grey Advertising will pitch (it 
won't), and was not aware Henri, 
Hurst & McDonald will pitch (it 
is convinced that it will). There 
was also the question of whether 
a presentation made by Walker 
Saussy Advertising, New Orleans, 
was really a pitch. 

Lawrence Valenstein, chairman 
of Grey, told AA, “We have not 
made a presentation, nor do we in- 
tend to make one. We’re presently 
handling Hoffman beverages and 
Pabst sparkling beverages. Pabst 
has indicated that it will not place 
this business with any agency han- 
dling its accounts.” 


® This. indication apparently is 
not deterring Bryan Houston Inc., 
perhaps on the ground that its 
part of the Pabst account (feed 
supplements and antibiotics) is not 
large enough to prevent its han- 
dling Blue Ribbon beer also. 

As for Walker Saussy, the Pabst 
view was that this agency is not a 
serious contender for the account 
because of its small size. Mr. Saus- 
sy, said a Pabst official, simply 
came up to present some ideas he 
had—“and some of his ideas were 
damned good.” 

At this writing, these would ap- 
pear to be the agencies involved 
in the melee: Walker Saussy has 
(or has not) pitched, and so has 
Norman, Craig & Kummel. Among 
those still intending to make pres- 
entations are Edward H. Weiss & 
Co. (which pitches today), Bryan 
Houston, Lennen & Newell, Henri, 
Hurst & McDonald and Burnett. 


@ Whomever Pabst winds up lis- 
tening to, the brewer will make its 
decision fairly fast—by the end of 
March, according to Mr. Lachner. 
And the main interest will be in 
creative ideas, not merchandising 
or marketing facilities, in which 
Pabst considers itself pretty strong. 

“We are looking for a key idea or 
theme for our product, around 
which to improve our profile and 
build a brand image,” said Mr. 
Lachner. The Pabst president made 
no secret of his interest in seeing 
Burnett come up with a pitch 
rivaling its introductory campaign 
for Marlboro cigarets. 

“This is not to say that we want 
a similar campaign. Despite its 
great success, I don’t believe it’s 
the formula for success in selling 
beer,” he explained. 


s Whether or not Burnett does re- 
tain the account, it became quite 
clear this week that the scope and 
intensity of Pabst’s review of new 
ideas has subjected that agency to 
considerable embarrassment. A top 
exec for a competitive agency put 
it this way: 

“The bad thing about the affair 
is this: That a good agency of na- 
tional stature should be so humil- 
iated. I’m sorry about it for Bur- 
nett, and I wonder whether all the 
attendant publicity is very good 
for the agency business.” © 
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Product-design engineers MAKE MARKETS GROW 


they put a whole nation at the helm! 


EEMS only yesterday that yacht- 

ing was for millionaires and boat- 
ing strictly for fishermen. Today — 
thanks to product-design engineers 
— millions of people own boats — 
varying from sleek little models pow- 
ered by outboard motors to heavy 
cabin cruisers equipped with twin 
diesel engines, electric pumps and 
winches, hydraulic steering, ship-to- 
shore, sonic and radar devices, etc. 
The marine equipment segment of 


the O.E.M., including naval ord- 
nance and commercial ships, is a 
source of big business to suppliers 
of materials, parts, finishes. 
Today, more than ever, product- 
design engineers are doing big things 
for products and people. They're 
creating NEW MARKETS AND 
MAKING THEM GROW. 
Contributions to better living and 
business come from Design Engi- 
neering Headquarters everywhere... 


<n y —y 


Wy // Y Y 
Yard © 


Product ingineering 


* ca 
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wherever products are engineered. 
And in their search for new tech- 
niques, materials, parts, and finishes 
to complete their projects, over 
35,000 product-design engineers have 
made Product Engineering the pace- 
setting publication in its field. 

To reach these men who make 
markets grow, advertisers put more 
pages, and invest more dollars, in 
Product Engineering than in any 
other design magazine. 


In the $41-billion original equipment market 


MAKES SALES GROW 


The McGraw-Hill Magazine of Design Engineering 


Product Engineering, McGraw-Hill Bidg., New York 36, N.Y. 
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In a Hurry? 


Farm Journal’s great speed serves industry 

as well as agriculture. A limited number 

of advertisements can be accepted as late as 
. & 10 days before issuance date at no extra cost. 
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Farm Families EVERYWHERE 
what THEY want... need... 
and can’t get ANYWHERE else! 


From wherever it happens 
to wherever it matters— 


Say you are a dairy farmer in the North-Central states. The big 
news in dairying may occur any month almost anywhere from 
Maine to California. Wherever it happens, dairy farmers every- 
where will want a prompt, first-hand report. 


To gather the news of agriculture wherever it takes place, 
Farm Journal maintains its own staff of full-time farm editors based 
at strategic locations clear across the country. No one else does. 


: To deliver the news of agriculture wherever it matters, Farm 
, Journal affords real coverage among farm families in every part of 
the nation by editing regionally and distributing nationally. No one 
else does. 


Bought and read by twice as many farm families as any other 
| publication, Farm Journal is indeed the magazine farm families 
. depend on. It’s the favorite among advertisers, too, by a country 
” mile! 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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Regulation Is Necessary 


Although we are aware of the net of regulations within which 
business and advertising operate, it takes something like the current 
“debate” over the regulatory powers of the alcohol and tobacco tax 
division of the Treasury Department with regard to liquor advertis- 
ing to make us conscious of the variety of regulation which exists. 

On the national level, there are general regulatory bodies, such 
as the Federal Trade Commission, the Department of Justice, and 
the Post Office Department, maintaining a close watch on advertis- 
ing, and there are a host of special regulatory groups keeping a care- 
ful eye on particular kinds of advertising, or the advertising of par- 
ticular companies. Among these are the Securities & Exchange Com- 
mission, the Food & Drug Administration, the Interstate Commerce 
Commission, and a host of others. In some instances, authority over 
advertising is clearly spelled out; in others, it may have been assumed 
by the department, agency or commission as part of the authority 
necessary to enforce the basic law. But whether it is clearly spelled 
out or merely assumed, it is a potent force. 

The individual states, of course, exercise similar regulatory power 
over advertising, through at least as varied a group of laws and com- 
missions—as do municipalities and other political divisions. But even 
after recounting all of these, we have by no means exhausted the 
regulations governing advertising, because we have not mentioned 
the variety of voluntary curbs which have been placed upon its use. 

In some instances, “professional codes” prohibit advertising by 
certain types of companies or individuals; in others (and liquor is the 
notable example), large segments of the communications world are 
closed to the advertiser by the voluntary action of the media owners. 
And in all instances, the individual medium exercises ultimate con- 
trol over the form and content of the advertising it will present to its 
reading, listening or viewing audience. In some cases, it is true, the 
individual medium is extremely lax in its exercise of such control, 
but this is by no means the rule. In many instances, individual “cen- 
sorship” by media is extremely strict. 

This vast body of regulation and censorship certainly creates 
problems for the advertiser. It creates the most confusing problems 
in those areas in which both authority and judgment seem to overlap 
(and there are many such), so that it is sometimes difficult to de- 
termine whose regulations and whose, judgments are to prevail. It 
would help greatly if both regulation and enforcement were simpli- 
fied and concentrated in fewer hands. 

Nevertheless, some regulation is necessary and useful. The best and 
most sensible regulation is self-regulation, imposed by advertisers 
and media themselves, in an effort to eliminate poor practices and bad 
taste. The more effective and the more sensible such self-regulation 
is, the less is the need for governmental regulation of any kind. 


Is the ‘Man Market’ Really Mad? 


On all sides, and particularly in the advertising business, it seems, 
one hears about the terrific demand for manpower and of the re- 
cruiting and pirating of personnel. 

It is quite clear that there is a terrific demand for people, and that 
this demand will grow greater before it slackens. And yet there is 
evidence that employers—eager as they are for manpower—make it 
tougher than necessary for some workers to get or change jobs. 

We are referring primarily to what we have come to believe are 
idiotic age restrictions on jobs. Aside from the classic arguments 
about how hard it is to hire older people because of pension costs, 
employers talk a great deal about hiring people who will be with 
them for many years. Well, a man of 50 has 15 years before conven- 
tional retirement—and since when has 15 years become anything but 
a long tenure of employment? 

Our employment notions will have to be changed. We simply can’t 
afford to waste any manpower in the next ten or 15 years. 


“I hid in the washroom when I heard Mr. Taylor shout at him to 
bring that dummy in.” 
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Advertising Aye, March 11, 1957 


Rough Proofs 


The proposed new jewelry code 
would forbid “illustrations which 
exaggerate the size of a precious 
stone out of proper proportion to 
its mounting.” 

To a gal getting an engagement 


ring, it always looks bigger. 


“It appears that the consumption 


of tobacco products, particularly 
cigarets,” says Paul M. Hahn, “is 


no longer materially affected by 


| the cancer reports of a year ago.” 


How about those coming out 
now? 


Howard Chase says communica- 
tion is a two-way street, and that 
listening to the other fellow is just 
as important as putting out. 

Trade your loud speaker for a 
|hearing aid. 


“Send resume,” 
agency to prospective account 
|men, “plus brief description of 
what you consider the most im- 


suggests an 


|portant single job you ever tack- 
| led.” 


Suppose it’s trying for this one? 
« 


The creative methods outlined 


is : , “oe 
—Jim Parker, Steel Coeperage Division, The Sterrick Corp., Detroit. » dim Young's book, A pe 
|nique for Producing Ideas,” re- 


icently translated 


into Japanese, 
seem to work just as well in the 


Oriental mind as the western. 


What They're Saying | 


| 


Merits of ‘Madison Avenue’ 
One of America’s really big busi- 
nesses is not engaged in making 
goods, or transporting them, or 
otherwise physically distributing 
them. It is telling people that var- 
ious goods and services exist, that 
they have merit, and where they 
may be purchased. This business is 
advertising. And the Advertising 
Federation of America says its vol- 
ume in 1955 alone’ reached 
$9,200,000,000. 

Critics of advertising—and some 
of the most merciless are advertis- 
ing men themselves—have quite a 
lot to say about its excesses and 
shortcomings. Perhaps, however, 
the only really basic count that can 
be brought against it applies more 
to what it may be promoting than 
to itself: If the product or idea 
should be socially harmful, then 
the “better” the advertising the 
more it can compound the harm. 
The converse, however, should be 
said about socially beneficial prod- 
ucts and ideas: The better they are 
advertised, the better they can 
serve mankind. 

Advertising should not be 
classed simply as an additional and 
questionable cost tacked onto mer- 
chandise which the purchaser 
must pay. (Sometimes it is if it is 
poor, or too much, or too little.) 
Advertising should be counted as 
part of the cost of bringing togeth- 
er user and producer. It can help 
fill needs and satisfy wants, and 
at the same time help recompense 


of newspapers and periodicals of, 
say, the turn of the century to see 
how greatly advertising has im- 
proved. It is today certainly more | 
artistic, generally more honest, 
and usually in _ better taste. 
Again, if there is to be a question 
here, it should be rather with the 
effect on society of the things ad- 
vertised and with the changing 
mores of the times. 


—Editorial in the Christian Science 
Monitor, Feb. 15. 


Words Must Work 
to Make the Sale 

If you will examine the creative 
efforts that have so urged people 
to action that they have changed 
the course of human events, I be- 
lieve you will find no record of a 
picture that launched a revolution, 
created a new religion, changed a 
basic social concept, or sent a na- 
tion to war. 

You will find many examples of 
ideas or emotions expressed in apt 
words which have.. . 

What I am trying to say is that 
I am an advocate of neither long 
nor short copy. I believe that copy 
should be written from the begin- 
ning to the end and that its length 
should be determined entirely by 
how long it takes a skilful writer 
to present the ideas necessary to 
make the sale. 

If he’s selling Life Savers, he 
may need no more than a com- 
pelling picture and the words 
“Still 5¢.” If he’s selling an auto- 
matic washer, he may need 300 


the server or maker on a scale 
which enables him to offer what | 
he has at a lower price than if he 
could deal only wtih those who 


| knew about him by word of mouth. 
| 


One has only to scan the pages | 


| words. The important thing is that 
|they be words that work to make 
the sale. 
—Draper Daniels, vp in charge of 
copy. Leo Burnett Co., speaking be- 
fore the Junior Women’s Advertising 


Judging by the debates over de- 
intermixture of television, the FCC 
is encountering the usual difficul- 
ties in the always tricky job of 
unscrambling an egg. 


“Small hike in postal rates helps 
keep Britain’s service in the 
black,” headlines the world’s 
greatest advertising journal. 
Should it be explained that un- 
like the U. S., it isn’t a country of 
magnificent distances? 


“How did a traveling salesman 
paint the town in Chicago?” asks 
the Tribune. 

With the old reliable expense 
account, of course. 


“In my lifetime,” says J. B. 
Priestley, in a dig at advertising, 
“T have seen character disappear- 
ing and zest vanishing.” 

He must never have attended a 
hockey game, a world’s series of 
baseball or an Elvis Presley con- 
cert. 

* 


“What do they prove on those 
auto proving grounds?” asks E. B. 
Weiss, the well-known iconoclast. 

Well, for one thing, they prove 
the cars will run. 


“May their cups runneth over,” 
exclaims a manufacturer in honor 
of good customers. 

The occasion may call for hys- 
teria, but not the old English va- 
riety. 


Club of Chicago. 


Copy Cus. 
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Reader interest guides make-up of this 
“showcase” page. Its neat, crisp format 
draws and pleases the eye. Dramatic head- 
lines and pictures add impact to a thought- 
ful balance of news from city, nation 
and world. 


Look further . . . through the rest of The 
Inquirer . . . and front-page impact meets 
you at every hand. Into every page goes 
the same painstaking attention to an emi- 
nent newspaper’s prime responsibilities . . . 
to inform, to aid, to entertain. Reader 
loyalty is both aim and achievement. 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


DETROIT 


RICHARD |. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


for example, look at The Inquirer’s Page One 


The Philadelphia Prguirer 


Now in its 24th consecutive year of total advertising leadership. 


The transfer of such loyalty from editorial 
matter to advertising columns takes place 
regularly, effortlessly, seven days weekly. 
Certainly a look beyond advertising will 
prove The Inquirer’s effectiveness on your 
next schedule. 


This view has moved more advertisers 
to place more linage in The Inquirer 
than in any other Philadelphia news- 
paper... and in 1956, The Inquirer 
published the largest volume of adver- 
tising ever carried by any Phila- 
delphia newspaper. 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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NEWSPAPERS 


@ SUNDAY 


Dodge Coverage 
of Building Trends 
Includes All U.S. 


New York, March 5—F. W. 
Dodge Corp. is now issuing its 
construction contract statistics on 


— j= sae ene East Moline, Mineis == a national basis. It has added 11 
‘Thee Se oe [ace eos Noy ae western states to the 37 states east 
Se alc ees new of the Rocky Mountains formerly 
i ae ry 75 no tm on tan wales ons covered. 
ee ee ee at ee mn Monthly national figures for 
“S* Zor ae aipenumomminnn ae. 1956 already have been accumu- 
LD emma. sy lated, and as new monthly figures 
P “ays Top-Notch Teams [= on construction contracts become 
1) AV E N P OR T Se available through 1957, progress 


through Davenport Newspapers me comparisons with last year will be 


reported. In addition, regional 


Circulation 50,000 Daily — 53 000 Sunday For the news stories on construction ac- 


tivity in the 11 western states will 


© EVENING tenth consecutive year — first in lineage in all lowa be issued. 
and the Big O . . . a $486,894,000 market! The corporation will continue to 


make available to newspapers 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. without charge essential informe- 
Represented by Jann & Kelley 


tion of a basic economic nature. 
Detailed statistical services which 
may be used for marketing analy- 


The more people on the road . . . the lower the cost! 
The ever increasing number of motorists is actually 
driving the already low cost per thousand figure of 
highway advertising down still more . . . and there is 
no sign of a decrease in traffic volume. 

For instance, the number of vehicles on the road has 
increased from about 9 million in 1920, to 30.5 million 
in 1940, to over 60 million today. Forecasts for 1965 
show a boost to 81 million. America is truly on wheels 

.. and this is your market. 
Highway advertising that works 24 hours a day, can 


i BRAND 
ger he. REFLECTIVE SHEETING 


The term “Scotchlite™ is o registered trademork of 


Poon Minnesota Mining and Manufacturing Co., St. Paul 6, 
Minnesote. General Export: 99 Park Avenue, New York 
aad 16, N.Y. In Canada: P.O. Box 757, London, Ontario. 


poe ee nnn nn nnn 


U.S. motorists create America’s 
_ lowest cost advertising medium! | 
OR EU Shale 2 ae oe eee vin a ORES 8 Se ERS eat 4 PEST 


it's highway advertising with signs of SCOTCHLITE 


REFLECTIVE SHEETING 


... the cost per thousand decreases as traffic increases! 


give you as much as 92% coverage of small or medium 
market areas. Signs of SCOTCHLITE Reflective Sheeting, 
the signs that look the same both day and night, deliver 
your sales message with frequent repetition to people 
on their way to buy! They give you the nighttime 
impact of a lighted highway sign . . . without the cost 
of lights. 

With 7 out of 10 U.S. families owning cars, your 
market is on the road. See how many companies are 
using — displays of SCOTCHLITE Sheeting —send 
coupon below. 


Minnesota Mining and Manufacturing Company 
Dept. AA-3117, St. Paul 6, Minnesota 


Send me a copy of the full-color booklet “America’s Best 
Highway Displays’. 


Name 


City Zone State. 


ee ee ee oe _-s— | 
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sis, sales or production control and 
similar purposes, are available on 
a contract basis. 

In announcing its new service 
Dodge notes that “few people are 
aware of the enormous and costly 
task involved in developing this 
complete coverage. In the original 
37-state area, Dodge statistics 
were created as a by-product of 
‘Dodge Reports.’ 


s “In the West, which was not 
covered by ‘Dodge Reports,’ it was 
necessary to develop from scratch 
completely new sources of infor- 
mation,” the company says. “This 
involved the cooperation of seven 
western universities in supervising 
collection of the statistics, and 
hundreds of building officials; it 
also involved addition of numer- 
ous people to the Dodge staff both 
in the West and in New York, 
where the tabulating is done. 

“Not the ieast of the problems 
in going West,” the company says, 
“turned out to be the necessity for 
complete revision of the coverage 
of one and two-family private 
housing in the 37 eastern states. 
The reasons for this were complex. 
It was necessary, in order to get 
comparable figures for the East 
and West which could be spliced 
together, to develop entirely new 
methods in the eastern states. This 
again involved the cooperation of 
thousands of building officials. 

“With the exception of this one- 
and two-family private housing, 
the basis for the figures in the 
East continues to be ‘Dodge Re- 
ports’; and the field staff which 
functions through more than 80 
offices in gathering ‘Dodge Re- 
ports’ will also assist in securing 
the residential data on the new 
basis. 


s “The importance of the expan- 
sion of construction contract cov- 
}erage can hardly be overempha- 
sized,” the company says. “The 
value of the figures is illustrated 
by the wide attention paid to the 
original series in spite of its lim- 
itation to 37 states. The old series 
has been one of the few pri- 
vately-produced sets of statistics 


published each month by the Pres- 
ident’s Council of Economic Ad- 
| visers in its basic ‘Economic Indi- 
| cators’; it has appeared regularly 
also in the ‘Survey of Current 
| Business,’ the ‘Statistical Abstract 
|of the U. S.,’ the ‘Federal Reserve 
| Bulletin’ and the ‘Construction 
| Review.’ Several hundred newspa- 
pers carry the figures each 
month.” 

Among the key features of the 
|new construction contract series 
| are these: 


e It will anticipate sales of con- 
struction materials and services 
which will take place in the future. N. 


e It will provide the only geo- 
graphic breakdown of the whole 
construction industry, with de- 
tailed figures for regions, states, 
and major metropolitan areas. 


e It will be prompt, with the fig- 
ures appearing during the month 
following the period covered. 


e It will provide realistic data on 
the value of construction contracts, 
by building type and by area. 


e It will provide a measure of the 
physical volume of construction 
(floor area) on the same detailed 
basis. 


Ames Joins NBC Subsidiary 

Louis B. Ames, formerly feature 
editor and production manager on 
NBC-TV’s “Home,” has been ap- 
pointed director of the theatrical 
division of California National 
Productions, New York, an NBC 
subsidiary. 


Litman-Stevens Adds Foremost 

Litman-Stevens & Margolin, 
Kansas City, Mo., has been ap- 
pointed to handle advertising and 
public relations for Foremost Rec- 
ords, a new recording company in 
Kansas City. 
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MILLICNS 


| epsom, 


All-time high of 4,063,000*% in |! 


Feb. issue also deli 


December 1 


ering more than 4,00 


1951 1952 


If you are in business to make money—by salary, dividends or profits 
—we invite you to study this portrait of prosperity. 
It reflects the healthy, unforced growth of this publication—the 
Number One authority on products for American women. 
* * * 
As wise advertisers know, genuine reader demand springs from superb 
editorial. This magazine addresses itself primarily to women who want 


the best —for their families, their homes, themselves. It follows that 


1953 


| - Picture of Health 


1954 1955 


our 11,250,000 readers create a responsive and primary market. 
This long-term program of carefully cultivated growth has made 
Good Housekeeping the advertising leader in its field for 34 consecu- 
tive years. (In 1956, our page lead over our nearest competitor was 
something like 22%.) 
Because it is profitable for the advertiser (and profitable for us), 
Good Housekeeping will continue to accelerate its policy of healthy, 


natural growth and its 34-year old advertising leadership in 1957. 


iy 1 O8 4 Bifunp Re «i 
nee or 
\~ 
* Guaranteed by , 
\ Good Housekeeping 
<3 we 
45 aovearisto 


* Publisher's estimate 
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Advertising We Can Get Along Without... No. 5 


1957 RCA 


CONSOLE TV SET 
REGULAR ‘250 


mt 199% 


NO MONEY ‘f) A WEEK 


DOWN ... ony IF YOU HURRY! 
NO PAYMENTS UNTIL APRIL! 


YES --- IT’S TRUE --- CALL UP OR COME IN --- 
BUT HURRY --- THESE WON’T LAST LONG! 


OPEN TONIGHT UNTIL 9 


for the 9th consecutive year... 


advertising in 
Food Topics 
reached a new high 


Year after year, FOOD TOPICS has shown a sound, 
substantial growth. Advertising space has consistently 
moved upward. More significant has been the steady 
increase in our family of advertisers. In 1956 FOOD 
TOPICS welcomed 123 new advertisers. 


24 WHAT?—“Here’s another little gem...I wonder how many folks 
will find out to their amazement that the tv set advertised is only a 
21” rather than a 24”,” says D. P. Spalding of Grafek Advertising 
Forum, Lansing, Mich., who sent in this ad from a Lansing news- 
paper. Readers are invited to send exzmples of questionable ad- 
vertising—in both print and broadcast media—to Advertising Age. 


This sustained progress is easily explained. FOOD 
TOPICS delivers the largest circulation in the food 
trade, offering you maximum coverage at high-volume 
chain and independent store levels plus powerhouse 
support at chain headquarters, wholesalers, volun- 
taries and co-ops. FOOD TOPICS provides its famed 
“supermarket” format ... with special departments 
on meat, produce, frozen foods, health & beauty aids, 
equipment, advertising, merchandising, new products 
and deals. FOOD TOPICS consistently leads in signifi- 
cant industry contributions . . . including our unprece- 
dented “‘command performances” last year at the 
SMI (The Denver Story), NAFC (New Millions) and 
GMA (Star Market Impulse Buying Study) conven- 
tions. 


FOOD TOPICS is the growing choice of more adver- 
tisers today than ever before. Its broad coverage, 
editorial vitality and industry leadership make it your 
best buy for 1957 too! 


Food Topics 


327 West 41st Street + New York 36, N. Y. 


Fictitious Price 
Claims Drew Most 
Beefs in ‘56: NBBB 


New York, March 5—Fictitious 
comparative price claims were re- 
sponsible for more complaints to 
the National Better Business Bu- 
reau during 1956 than any other 
kind of advertising abuse, accord- 
ing to the bureau’s annual report, 
released yesterday. 

“The use of false or unverified 
claims regarding value or price 
threaten public confidence in all 
advertising,” the report says. 

During 1956, NBBB closed 376 
major cases involving questioned 
advertising or selling practices. In 
39 cases bureau investigation 
failed to establish justification for 
the complaint. In 27 cases adver- 
tisers refused to make suggested 
corrections. These cases were 
closed upon issuance of NBBB 
bulletins or referral to govern- 
ment agencies. In the remaining 
310 cases, the advertisers agreed 
voluntarily to correct objection- 
able practices. 


® Requests for assistance oc- 
curred most frequently, the report 
says, in connection with the ad- 
vertising or sale of drugs and cos- 
metics, securities, apparel (pri- 
marily mail order), schools, auto- 
mobiles, employment, insurance, 
home appliances, and television 
and radio receivers. 

Magazines, newspapers and 
broadcasters made nearly 5,000 
requests to NBBB for information 
in 1956. In addition, many of the 
bureau’s bulletins were directed 
to media to assist them in current 
problems of copy acceptability. 

Eclipsing all other departments 
in growth, the report says, is the 
division of solicitations, which re- 
ports on fund-raising appeals of 


handled more than 25,000 in- 
quiries and complaints about 


| groups asking business for finan- 
| cial support. . 


Norge Cuts ‘57 Refrigerator 
Line to Five Models 


The Norge 1957 refrigerator line 
is comprised of five models, com- 
pared to nine in 1956, and is one of 
the shortest in company history, 
according to Harold P. Bull, vp of 
distribution of Norge division, 
Borg-Warner Corp., Chicago. The 
short line clearly defines price 
strata by capacity for distributors, 
dealers and consumers alike, he 
said. 

“Five models account for 89% of 
the total refrigerator sales. By 
building these models in quantity 
and backing them with concen- 
trated merchandising, we will ob- 
tain faster turnover, attractive 
prices and full dealer profit mar- 
gins,” Mr. Bull stated. Suggested 
list prices range to $529.95, com- 
pared with the top list price of 
$549.95 last year. 


Oakite’s Radley Retires 


Charles F. Radley has retired 
from active duty as director of 
publicity and a director of Oakite 
Products, New York, after 40 years 
with the company. Mr. Radley will 
continue in the employ of the com- 
pany as a consultant on advertis- 
ing, public relations and general 
management policy. 


Film Network Names Young 

Frank Young, formerly press di- 
rector of Screen Gems, New York 
tv film producer and distributor, 
has been named publicity director 
of the NTA Film Network, a sub- 
sidiary of National Telefilm As- 
sociates, New York. 


Shannon Adds Venango 
Shannon & Associates, Chicago, 


|has been appointed national ad- 
all kinds. During °56, the division | 


vertising representative for the 
Derrick and News Herald, Oil 
City-Franklin, Pa. 
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a world of their own... 
and how wide it is! 


Women have a magazine of their own... 
and how big it is! 


!, 
ie RR i yy This March, more women will buy 
iS yi! : and read the Journal than any 


other single issue of a women’s 


~ F magazine ever...over 5,600,000!" 
: yg GF 
_ “ * “ “ 


This March, advertisers have 


Can women help the U.S. foreign policy? 
(Dorothy Thompson writes from Saudi Arabia, page 11) 


invested more money in the Journal 
than in any single issue of a women’s magazine 
ever (even Ladies’ Home Journal)...over 53,116,000! 


Proof that the most successful editing 


to women creates the most successful climate 


for advertising to women. 


*Pub. Est. 


Women have a world of their own... 
and a magazine of their own... 
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Lord Halifax and F.D.R.—“Should Britain give up Hong Kong?” 4 cunTie PUBLICATION 


( 31) ? ? . 
ix ‘ ...the world’s largest women’s magazine 
...plus 44 other stories, articles and features 
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In March, circulation will top 5,600,000*—the 


IN CIRCULATION 


largest circulation of any magazine edited for 
women. Up 400,000 over last year’s average— 


up 700,000 over 1955! 


IN ADVERTISING 
REVENUE 


In March, advertising revenue was 
over $3,116,000 — more than has ever 
been invested in a single issue of a 
woman’s magazine. 1957’s first quarter 
revenue is up 14.6% over last year’s. 


Ladies’ Home Journal continues to lead in 
merchandising, with continuous and widely 
used retail promotion services for grocery, 
drug, appliance, home-furnishings, jewelry 
and department stores. Each is designed to 
help retailers sell more Journal-advertised 
products. 


1 magazine for women... mI) 


IN MERCHANDISING 


IN NEWSSTAND SALES 


In voluntary, single-copy sales at the news- 
stands, Ladies’ Home Journal leads all other 
women’s magazines. 


IN IMPORTANT P.I.B. 
CLASSIFICATIONS 


Ladies’ Home Journal continues to 
lead in advertising revenue among all 
magazines edited for women in impor- 
tant P.I.B. classifications. To name a 
few—Toiletries & Toilet Goods; Drugs 
& Remedies; Food & Food Products; 
Confectionery & Soft Drinks; House- 
hold Furnishings; Insurance; Soaps, 
Cleansers & Polishes. 


A CURTIS PUBLICATION 
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N. Y. Stock Exchange | 
Reports Revenues 
Up, Net Down in ‘56 


New York, March 5-—Gross 
revenues of the New York Stock 
Exchange in 1956 totaled $15,373,- 
304, up $440,550 over 1955. But 
expenses of $14,135,018 were $1,- 
309,689 higher. The year’s net was 
$603,315, compared with $968,625 
in ’55. 


® These figures were released here | 
yesterday by Keith Funston, | 
president of the exchange, who | 
outlined a four-point program to | 
meet the nation’s growing needs 
for new capital. 

The present rate of new stock 
financing must be materially in- 
creased if American corporations 
are to raise the $60 billion of new 
equity capital which, it is esti- 
mated, will be needed over the 
next decade, Mr. Funston said. 

He recommended the following 
four steps: 


e Government should provide the 

proper investment incentives by 

lightening the burden of “double 

taxation of dividends” and by re- 

ducing the barrier to the free flow 

of capital created by the capital | 
gains tax. 


e Corporate executives should be 
encouraged to seek more capital 
through issuance of new common 
stock rather than debt securities 
such as bonds. 


e The stock exchange should be 
encouraged to continue to expand 
its educational, sales and mer- 
chandising facilities. 


e The general public, through 
individual investment, should 
supply the bulk of the equity cap- 
ital required. 


Mr. Funston reported that the 
Monthly Investment Plan contin- 
ued to gain popularity, with 40% 
more plans started in 1956 than 
in 55. At the end of 1956, a new 
high of 54,769 plans were in ef- 
fect. 


@ The exchange reached the larg- 
est audience in its history in ‘56 
via newspapers, radio, television 
and magazines, he said, and also 
by means of its own publications 
and meeting with community 
groups and in schools and colleges. 

Exchange advertising in 1956, 
Mr. Funston noted, consisted of 
eight advertisements in 570 daily 
newspapers, three pages and five 
half pages in Sunday newspaper 
supplements, plus four pages in 
Life and two pages in Reader’s 
Digest. General news magazines 
and professional publications also 
were used in a special experi- 
mental program started late in 
the year, 


s Readership tests showed that 
the program is succeeding in its 
aims. Almost three-quarters of 
those who read the stock ex- 
change ads remembered the prin- 
ciples of investing stressed, and 
70% were able to describe the 
exchange and its functions. A to- 
tal of 60% said they had money 
left over after paying bills and 
that they were considering buying 
stock. 

Suggested advertising copy was 
distributed to members, resulting 
in 1,604 ads tied in with the ex- 
change’s newspaper coverage. 


@In 1956 the exchange turned 
over to members 170,000 inquiries 
generated from its own advertis- 
ing, compared with 157,000 in °55. 
Members reported immediate in- 
vestment by 8% of those persons 
and interest in future investment 
by an additional 32%. 

During the past three years, ex- 
change advertising has resulted 
in an estimated 800,000 inquiries 


COLORFUL—A 
pretty girl makes 
a point of Kleen- 
ex—now in pink 
and yellow as 
well as white in 
the 200-sheet 
packages. Kim- 
berly-Clark Corp. 
first added the 
same two colors 
to its 400-sheet 
line two years 
ago. 


Margolis Joins Bureau 

Richard J. Margolis, formerly 
presentation manager of Collier’s, 
has joined the Bureau of Advertis- 


ing, American Newspaper Publish- 
ers Assn., New York, as a copy- 
writer in the promotion depart- 
ment. 


New Ayer Directory 
Shows Circulation 
Gains, Fewer Dailies 


PHILADELPHIA, March 5—For 
the fifth year in a row, daily 
newspapers in the U. S. set a new 
alltime circulation record in 1956, 
according to the 89th annual edi- 
tion of N. W. Ayer & Son’s “Di- 
rectory of Newspapers & Peri- 
odicals.” 

Combined circulation of Eng- 
lish-language dailies in '56 was 
56,596,000 a day, up more than 
750,000 over the '55 average. On 
the other hand, the trend to fewer 
daily newspapers continued last 
year, the directory indicates. 


Evening newspapers had a daily | 
circulation of 34,211,000, up near- | 


ly 500,000. Morning papers gained 
almost 250,000, for a total of 21,- 
576,000. The eight all-day dailies 
in the U. S. had a circulation of 
809,000, adding 19,000 to their 


21 


1955 total. Sunday newspapers 
had their biggest increase in six 
years, gaining 625,000 circulation 
for a new high of 46,670,000 
copies, Ayer reports. 


s Counting both English-language 
and foreign-language dailies in 


'the U. S., there are now 1,482 


evening papers (down 16), 334 
morning papers (down 2), 536 
Sunday papers (down 13) and 
eight all-day dailies (up 1). 
Ayer’s directory covers over 
21,000 newspapers and periodicals 
of all types, published in the 
U. S. and territories, Canada, Ber- 
muda and the republics of Pana- 
ma and the Philippines. * 
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GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Radio-Active’ MBS 


In any of these 5 important markets ... you talk 
to the big audiences with the Storz Station 


MINNEAPOLIS-ST. PAUL .. . with WDGY. 


January, 1957 Trendex puts WDGY first! Whether 
you prefer Trendex, Hooper, Nielsen or Pulse, WDGY 
has prime availabilities in first place segments in the report 


you like best. 
Labunski. 


See John Blair or WDGY GM Steve 


OMAHA .. . with KOWH. 


Now in its sixth year of first place dominance. First 
on latest Hooper, Pulse and Trendex, in all time periods. 
Contact Adam Young Inc., orp KOWH GM Virgil Sharpe. 


KANSAS CITY .. .with WHB. 


First per Hooper, first per Area Nielsen, first per 
Area Pulse, first per Metro Pulse. 879% renewal rate 
among Kansas City’s biggest advertisers proves dynamic 
sales power. See John Blair or WHB GM George W. 


Armstrong. 


for educational literature, he 
said. e| 


NEW ORLEANS . . . with WTIX. 


Month after month WTIX widens or maintains its 
first place position in New Orleans listening. First by a 


wide margin per latest Hooper. 


And first on Pulse 


(6 a.m.-6 p.m., Mon.-Fri.) Ask Adam Young Inc., or 


WTIX GM Fred Berthelson. 


MIAMI... with WQAM. 


It's happened! 


With Storz Station programming, 


WQAM has leaped to first in the morning (27.1% aver- 


age share) .. . first afternoon (32.6%) 


... and first all day 


on latest Hooper. Covering all of Southern Florida with 
5,000 watts on 560 kc. See John Blair or WQAM GM 


Jack Sandler. 


The Storz 


Stations 


Today's Radio for Today's Selling 
TODD STORZ, Presiden: 
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DISPOSABLE 
INCOME 


(AFTER FEDERAL TAXES) 


OVER $7,500 


MASS MILLIONS [inuuice 
ARE CLIMBING THE —-TEr= 
es 


3,000 to 4,000 


™990 to 3,000 


a" F 


THE CONDITION IS more people (on the move), with more money to spend . 
THE PROBLEM IS how to make Institutions services more wanted, and econom. 
THIS SERIES will help each Institution to meet .. . 


Pd 


The Challenge of Change 


Pe FIRST INSTALLMENT 
HANGE is the third certainty, after death and taxes. But its uncertain course areas stimulated by climate, the St. Lawrence Seqmuesian 
is the principal hazard of all businesses and all Institutions, as well as their ever. Population moves within localities, 
greatest opportunity. rebuilt neighborhoods. Even for dinner gar. 
We reject the idea that change is a lottery, bestowing favor on some and defeat from suburb to center. Or it ” aa 
on others. To a degree it can be foreseen. The purpose of this series is to look at More than ever, popy 
probable future changes which are based upon known trends, ap Re nlite tigs to house and feed re 5 rat 
readers may capitalize upon them. ES ee eS wens — 


A defeatism, vintage the early 30's, held ours to bg 
stable“population and no more frontiers to conquer. Ji 
happened in the national biology, resulting in the \@ 
reaction of changes more rapid than any previous 

Population growth is the greatest economic ae 
the future. Here are the figures: 


... essential reading about 
significant trends... affecting basic 
| sales approaches to the $40-billion- & 
ae e a-year Institutions’ market 


es U._S. PORULATION#ES 


The future of the Institutions industry lies in its ability to cope _zine so important in the activities of management and key operating 
with the myriad problems of the Challenge of Change. More than personnel in America’s foremost Institutions—the cream of Institu- 


These figured 


their meaning anything ever before presented, the Challenge of Change series gives _ tions’ buying power. 


significance in? Institutions’ management an accurate, outlined and detailed analy- If you are a marketer and advertiser to the mass feeding, mass 
‘ sis of the future—as it can be predicted. The best thinking of many _ housing Institutions industry, the “Challenge of Change” program 

of the industry’s most talented people will provide a chart to unpar- _ offers you tremendous opportunity to become identified with the 

alleled business prosperity for Institutions and their suppliers. _ prosperity of its future. Your ad schedule, run concurrently and tied 

Thousands of hours of research have culminated in month-after-month, _ in with the Challenge of Change program, can build a solid founda- 


authoritative, multi-page articles covering the rapid evolution of tion for present and future sales growth in what is already a 
our economy, population structure and way of life—the major —_$40--billion-a-year market. 


components of the Challenge of Change. To receive reprints of the “Challenge of Change” series, simply 


This is not a “‘one-shot” issue attempting to provide a crystal drop us a line. You’ll find them interesting and provocative in your 
ball in which to peer at the future. Its continuing impact is typical of own business. Those that have already been published will be sent 
the type of editorial effort that has made INSTITUTIONS Maga- _ immediately . . . others as they appear. 
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53 MILLION 56 MILLION 
FAMILIES FAMILIES 


Have you noticed... 


7 
T 2.2 f the new mobility of our 


society, the way you and your 
neighbors are ‘‘on the road’’ more 


MILLION OVER f ) ; 3 often—for business or pleasure? 


This is for Institutions the 


, Challenge of Change. 
$4,000 | EX: 
9.5 lf 
bd ihe 
12 yf Have you noticed... 
rota ad eae that everyone seems to find more time to 
“all on.” ae enjoy life, to have more spare money to add 
fe! ; — . the “luxury” touch to that leisure time? This 
a. prs” is for Institutions the Challenge of Change. 
a 


* 

first : 
of an | 
im port a nt y The challenge of change facing Institutions (and 


all businesses) today is a paradox of unlimited 


_ 


a 


, Sse ries ‘ opportunity for growth and success and a myriad 
z of problems that can lead to failure. it is a 
— subject that must be graphically presented to 
"a | institutions’ management—one that must be con- 
_ stantly surveyed and re-evaluated in order that 

_ they may plan to meet the needs of the future 


adequately and profitably. The multiplicity of 


Have you noticed... 


that families are getting bigger; 
that there are more young 
people, more older people . . . in 
fact, there are just more 

¢? This is for Institutions 


changes must be understood and their effects 


accurately anticipated so that Institutions—indi- 


vidually and collectively—may pace the trends. 


/~* This is imperative to their continued growth and oe Soe 
profitable operation. 
SN ae ge 
— as Ee eee ae 
els Hotels, Motels and Clubs + Restaurants and Industrial Cafeterias 


bd os Hospitals and Sanitoriums + Schools and Colleges » Camps and Resorts 
Youth Service Organizations + Military Installations + Office Buildings 


Transportation Systems + Consultants + Suppliers + and all other establish- 
ments within the readership of INSTITUTIONS Magazine 


GJ By Dy ;e 


Consult Your M A G A Z I ‘ E 


1801 Prairie Ave., Dept. A73, Chicago 16, Illinois 


THE ONLY ABC-PAID CIRCULATION SERVING THE WHOLE INSTITUTIONS FIELD 
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STRICTLY 
HIGH 
VOLTAGE 


Best contact between a supplier and 50,000 radio- 
electronics prospects is the reference book of the field— 
the annual IRE DIRECTORY. Here is the only publication 
that completely classifies the entire industry. 


Your ad in this purchasing index quickly gets to the men 
who count in radio-electronics buying. The 1958 IRE 
DIRECTORY will save you time and money, and will work 
for you 365 days a year. 


When radio-electronics engineers want to know, they go 
to their Directory. If you want them to know about your 
products and services, call us today. 


APE 


THE INSTITUTE OF RADIO ENGINEERS 
1475 BROADWAY © N.Y. 36, N.Y. © TEL. BRYANT 9-7550 


Proposed Tax on 
Newspaper Ads 
Draws 3-Way Fire 


Otympr1a, WasH., March 5—A 
proposal that advertising in daily 
|mewspapers be subject to the 
state’s retail sales tax of 34%% 
drew sharp fire from advertising 
men at a legislative hearing here 
last week. The proposal was filed 
in the state legislature as a means 
of raising revenue. 

Speaking for food manufactur- 
ers, Henry Willis, of Nalley’s Inc., 
told a House subcommittee on 
revenue and taxation: “It would 
be extremely unfair to apply this 
tax where it would hit only busi- 
ness men who operate in this 
state. The big out-of-state compa- 
nies would merely switch their 
advertising to other media. We 
couldn’t possibly do that.” 

Mr. Willis said the proposed tax 
would cut into sales of the state’s 
food industry. 

Lew Selvidge, executive secre- 
tary, Allied Daily Newspapers of 
Washington, said there was seri- 
ous question as to the constitu- 
tionality of such a tax. 

The Advertising & Sales Club 
of Seattle sent a telegram ex- 
pressing opposition to the bill. e 


| Jane Benford to Hockaday 
Jane Benford, formerly associate 
fashion director of Doyle Dane 
Bernbach Inc., has joined Hock- 
|aday Associates, New York, as 
fashion director. She has previous- 
ly been fashion editor of Bride- 
To-Be, associate fashion editor of 
Seventeen and assistant fashion co- 


ordinator of Vogue. 


YOU MIGHT LIFT 135 POUNDS*- 
BUT « « « YOU NEED WKZO RADIO 


TO LIFT SALES 


IN KALAMAZOO-BATTLE CREEK 


NIELSEN NCS NO. 2 
NOVEMBER, 1956 


DAYTIME _ 
Radio | Monthly Weekly | Daily 
Homes | Homes NCS NCS 


AND GREATER WESTERN MICHIGAN! 


If you want to sell in Western Michigan, use the 5000 
watt voice of WKZO. It delivers over 214 times as many 
radio homes as the nearest competing station, according 


Advertising Age, March 11, 1957 


Getting Personal 


It’s a boy, born Feb. 13, for Robert Light, promotion manager of 
Don Lee Broadcasting System and TV, Los Angeles... It’s a girl, 
born Feb. 23, for Andy Ross, ABC art director, in New York... 

Winners of NBC-TV’s “Tic Tac Dough” contest for admen were 
Victor Seydel, Anderson & Cairns vp, and Bernard Gould, Associ- 
ated Products vp, both of New York; Gene Fox, Foote, Cone & 
Belding vp, Los Angeles; and Lyron T. McMurtrey, broadcast media 
analyst, Needham, Louis & Brorby, Chicago. Each received an RCA 
Victor tv set... 

J. L. Van Volkenburg, retired president of CBS Television, has 
been awarded the outstanding achievement award of the University 
of Minnesota... Jacqueline P. Herel, daughter of Frank J. Herel, 
secretary and assistant treasurer of Kelly-Nason, New York, was 
married Feb. 16 to William Wallace White. They honeymooned in 
Bermuda... 

Volney Righter, a partner in Harrington, Righter & Parsons, New 
York, has been named chairman of the Metropolitan New York 
Committee of a Program for Harvard College... 

Milburn McCarty, head of his own pr company, is back from a 
vacation to Cuba and Mexico...Harry Pesin, Rockmore Co. copy 
chief, and an amateur photographer for less than a year, won a 
Minolta 35mm camera at the National Photographic Show in New 
York. His picture of a New York tenement was chosen “Picture of 
the Day” from among 400 entries... 

Mrs. Denise Bredin Smith Colgate and Winston Wilson, sales vp 
of 21 Brands, New York, were married Feb. 22 in Los Angeles... 
William F. Malo, commercial manager of WDRC, Hartford, is ob- 
serving his 27th anniversary with the station by vacationing for a 
month in Palm Beach... 

Leslie C. Johnson, vp and general manager of WHBF, AM-TV, 
Rock Island, Ill., has been reappointed to the Illinois Aeronautical 
Advisory Board... 

Sheila F. Ryan, daughter of Barry Ryan of Ruthrauff & Ryan, 
was married March 2 to Donald L. Mitchell .. . 


CHAMP—Arthur C. Nielsen Jr., executive vp of A. C. Nielsen Co. 

(left), won the Chicago district squash racquets championship Feb. 

15, defeating Stanley A. Kaplan (right), 18-13, 13-15, 15-17, 18-16. 

Previously more famous as a tennis player, he and A. C. Nielsen Sr. 
held the national father-and-son title in 1946 and 1948. 


Betsy Barton, daughter of Bruce Barton, chairman of BBDO, has 
a new book on Duell, Sloan & Pearce’s publication list this month. 
Entitled “As Love Is Deep,” it is a message of hope through Miss 
Barton’s own adjustment to the long illness and death of her moth- 
er. Her first book, “And Now to Live Again,” told of her overcom- 
ing the great difficulties of a paraplegic. She also has written two 
novels, “The Long Walk” and “Shadow of the Bridge”... 

On Feb. 27, Thomas C. McCray, vp and general manager of 
KRCA, Los Angeles, left for a month’s vacation in Europe. His 
itinerary includes Italy, France, Germany, Switzerland, Holland 
and England... 

Robert F. Kendall, vp of Gotham-Vlaldimir Advertising, New 
York, is in Germany, serving as a member of a U. S. trade mission. 
The mission is helping to staff the U. S. exhibit at the Frankfurt 
International Trade Fair, March 10-14... 

John Lynch, AA editorial staffer in Chicago, and his wife were 
surprised by the stork’s early visit Feb. 27, six weeks in advance of 
schedule. Christopher Michael is the name chosen for the little 4 Ib., 


to Nielsen, and has almost twice the share of audience, 
according to Pulse. 


Take a look at November, 1956 Nielsen figures at the 
left. WKZO delivers 56% more homes daily than :he 
second station can deliver monthly! 


3 oz. boy, who is staying in hospital to gain the required weight for 
release ... 

Henry Flarsheim, vp of Bozell & Jacobs, Chicago, left Feb. 26 with 
Mrs. Flarsheim for a spear-fishing and color-photographing vacation 
in the Caribbean area. They expect to return March 23... 

Jim Resor, owner of James Resor Advertising, Oakland, Cal., is 
now a member of the Royal Order of Loyal Loafers, national honor- 
ary society of the U.S. bakery industry. He was so honored because a 
Resor client, Homekraft Baking Co., San Leandro, has been selected 
as the bakery which has done the best promotion job in northern 
California. The award was made for tie-in advertising which Resor 
prepared for Homekraft bread in connection with the American 
Bakers’ Assn. picnic promotion. . . 

Budd Gore, retail advertising manager of the Chicago Daily News, 
has been elected president of the Illinois Children’s Home & Aid 
Society, largest and oldest statewide child welfare agency in Il- 
linois. Mr. and Mrs. Gore have four adopted children, two from the 
ICH&A and two, obtained a year ago, from the arctic circle in Fin- 
land. They also have two foster children, married and with young- 
sters of their own. They “have lost track” of the number of other 
homeless children they have cared for through the years. . . 


Station | In Area | Reached | Cire. _|_ Cire. 

WKZO | 208,450 107,490 | 95,520 | 67,470 
106,570 | 43,420 | 38,670 | 25,630 

ee 42,990 | 15,080 | 12,550 | 7,560 


Let your Avery-Knodel man give you the whole story. 


WAZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 


The Fe Vlali 
She tel yer Stations 
WKZO.TY — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WEF RADIO — GRAND RAPIDS 
WJEF-Pu — GRAND RAPIOS-KALAMAZOO 
KOLN.- TY — LINCOLN, NEBRASKA 


Associated with 
WMBEO RADIO — PEORIA, ILLINOIS 


*Paul Anderson set this record at Cleveland, Ohio on January 5, 1955. 
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scholarship winner, is a boy destined to go places 
That's a prize winning model of an axe yard he made. 
Pete belongs to the Boy Scouts and reads BOYS’ LI 


TH re Al FW _ Pete is the kind of boy we mean when we speak of t 
GENERATION 


1.So0O0, O0OQ0 nsec 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Lonpon, March 5—Lord Luke, 
president of the Advertising 
Assn., reports he has had encour- 
aging support for moving ahead 
with formation of an organization 
on the lines of the American Ad- 
vertising Council. 

He invited industrialists, politi- 
cians, media owners and trade 
union leaders to a private dinner 
at Claridge’s to hear plans for a 
big new scheme for publicizing 
Britain at home and abroad. 

The plan, dubbed “Operation 
Britain,” is to boost Britain and 
British achievement through a 
worldwide advertising campaign. 
Every medium would be used. 
The campaign, it is planned, 
would start in Britain and even- 
tually be extended to overseas 
countries. 

Lord Luke said he hoped the 
scheme would be launched in the 
not very distant future. “We need 
to tell the world who we are, what 
we have done and what we can 
do,” he said. 

The establishment of an adver- 
tising council of Great Britain 
was first discussed at the Adver- 
tising Assn. conference in 1955. 
Advertising leaders have been 
working on the idea since then. 


= Col. Alan M. Wilkinson, presi- 
dent of the Institute of Practi- 
tioners in Advertising, told the 
diners that “no astronomical 
sums” would be required for the 
operation. He said £500,000 to 
£1,000,000 ($1,400,000 to $2,800,- 
000) “would be well within our 
compass.” He pointed out that in 
Britain $1,400,000 is “only the cost 
of an advertising campaign for 
one product, such as a cigaret, a 
soap or a breakfast food.” 


® Clifford J. Harrison, president 
of the Incorp. Society of British 
Advertisers, explained how media 
. owners and advertisers could co- | 
inact operate in the scheme. 

“We would naturally hope that | 


Admen’s World Promotion Plan Wins achievements appearing every | 


advertising media owners—press, 
poster, cinema, 


would each find a way, maybe a | papers, periodicals and monthly 


the crusade, 


different way, of contributing to | magazines would contribute per- 
he said. | haps four or six pages a year. 
If daily newspapers could give “And if advertisers would 


26 
7 . . =,58 i d all the gifts to accu- | 
Sun Won t Set on Britain If British maken paw # edn the basis | 


of a very strong campaign, with | 
advertisements on Britain and her 


three or four weeks, Mr. Harrison 
pointed out. 


television, etc— | He said he hoped weekly news- 


two or three column inches per | match that contribution, it would | 


| vertising will seek gain or credit | overseas publications for the over- 
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mean a good-size advertisement|home market appropriation, in 
could appear every other week or/|terms of space, time or money. 
so,” he added. If such a standard of contribu- 

Mr. Harrison said he knew ad-|tions could be achieved, then 
vertising agencies would contrib- | most, if not all, of the money sub- 
ute their skills and services to a | scribed by those companies which 
generous extent. He said he ex- do not advertise to any consider- 
pects they would wish to do so|able extent in Britain could be 
anonymously, “for no one in ad-| used to buy advertising space in 


in this operation.” seas end of the project, he said. 

Many advertisers, said Mr. Har- 
rison, probably would agree to do- | On the question of costs of the 
nate say 0.5% or 1% of their|overseas publicity scheme, Col. 


SIGHT, SOUND, 
ACTION, IN COLOR 


It takes this powerful 

‘ “foursome” to do the best 
ert selling job. Now avail- 
et able coast to coast. 


Meee 


THEATRE SCREEN 
ADVERTISING 


AAPA, 


rrr 
1032 Carondelet Street 
New Orleans, La. 


BUILDING MATERIALS 


“It's amazing . . . absolutely amazing! That's why you're reading this un- 
solicited testimonial to the pulling power of Nation's Business ... In the last 
six months we have recorded 695 inquiries at a cost way, way lower than 


we ever expected.” 


OFFICE EQUIPMENT ADVERTISER 


reports salesmen follow Nation’s 
Business inquiries first 


“Nation's Business produces the most leads—and our 

salesmen follow them up first . . . because inquiries 

from Nation's Business convert to sales at the highest 
rate of any magazine 
on our schedule.” 


Advertisers report results . . 
in inquiries, leads and sales ... from 


The reports from advertisers you see above are rep- 
resentative — not unique. We have many more, in 
these and other fields. Here is impressive evidence 
that advertisements in Nation’s Business always pull 
hard and often pull fantastically hard. Two basic ad- 
vantages of Nation’s Business over other business 
magazines explain it. 


ADVERTISER 
reports “*...we have recorded 695 inquiries ...’’ 


INSURANCE ADVERTISER 


# says “Has opened the door 
for our salesmen”’ 


“Our advertising in Nation's Business has 
opened the door for our salesmen... 
made people interested in doing business 
with us... reduced sales effort... made 


sales easier to close.” 
ue Cae een), ok ee ee ea BS 9: «oY ee mee A Tie aa tae, Cs oan ye: 3 


One: Of the 776,000 Nation’s Business subscribers, 
580,000 are owners, partners, presidents of manu- 
facturing firms, banks, retail and wholesale establish- 
ments the country over. These are the men who 
actually own American business. 


Two: Nation’s Business has the big circulation needed 
to reach America’s expanding business market. And 
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Advertising Age, March 11, 1957 


Wilkinson gave listeners some 
figures: 

Quite an impact could be made 
by a six-month campaign in 
commonwealth countries costing 
£130,000 ($364,000), he said. The 
sum of £350,000 ($980,000) would 
cover virtually all European coun- 
tries, he added. 

Another £400,000 to £500,000 
($1,120,000 to $1,400,000) would be 


Lord Luke expressed the theme | world, and it is time we projected | kind you are inspiring to help in 
|ourselves to the world as one of the work. Best wishes for success 
the most modern countries—proud | in your efforts to make fuller use 
as we are of our old houses and | of advertising skill and resources 


of the campaign in a nutshell dur- 
ing a recent speech to the Leeds 
Publicity Club. He said: 

“It is time we gave our country 
the true publicity it deserves in 
the eyes of the world. Where are 
our trumpeters? How long do we 
propose to present ourselves to 
the world merely as a mecca for 
tourists? 


museums.” 


s Prime Minister Harold Mac- 
Millan sent a message to the) 
meeting saying he welcomed the 
efforts being made to mobilize the 
good will of the business and ad- 


|in this cause,” he said. 


OGILVY ADDRESSES 
BRITISH AD GROUP 


Lonpon, March 5—David Ogilvy,| Lord Luke, president of the Ad- 
| president of Ogilvy, 


Benson & 


“We have in this country far 
greater modern achievements 


needed for the campaign in the 
U. S. and £50,000 ($140,000) for 
South America, he said. 


vertising worlds. 


“[ particularly welcome the 
than any other country in the | prospect of voluntary effort of the 


Mather, will be one of the fea-| 
tured speakers at the annual con- | 
|ference of the Advertising Assn., 


BUSINESS GIFT ADVERTISER 
reports 663 sales leads 


“. . . Four ads during 1956 
resulted in 663 leads . . . this 
number was far in excess of 
any other magazine which 
we used on any comparable 
basis.” 


AIR CONDITIONING ADVERTISER 


says “One of the most effective 
in developing inquiries’’ 


“For four consecutive years, Nation's 
Business has continued to rank as one 
of the most effective magazines in de- 
veloping inquiries for our commercial 
and industrial air-conditioning installa- 
tions.” 


it alone has more business-owner circulation than the 
combined total circulation of the next two business 
magazines. 

Nation’s Business linage in first quarter 1957 in- 
creased 18.7% over 1956. Action in business results 
when you advertise to the men who own American 
business . . . in Nation’s Business. 


Ce es eh Oe er ae Oa eee) ee ey eee MN OP a, 5 Ee rene en 5 ek Ra ee 


PLANT SITE ADVERTISER 
writes “Outpulled 4 other 


“Nation's Business outpulled 4 other top publications... 


by a considerable margin.” 


gs, hee 


776,287 PAID CIRCULATION 
(A.8.C.), including 74,716 executives 
of business members of the National 
Chamber of Commerce and 701,571 
businessmen who have personal sub- 
scriptions. 


“Among the three basic business 
magazines in which we advertise, 
Nation's Business consistently is 
J) the best sales producer . . .” 


Nation’s Busines 


ations Business 
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scheduled for the South Coast re- 
sort of Brighton May 1-4. 

The conference, being held amid 
the after effects of the Suez crisis, 
will have as its theme: “A time for 
greatness in advertising.” 

Dr. Charles Hill, chief of the 
British government’s publicity ac- 
tivities, will be another speaker. 


vertising Assn., will report on the 
plans for an “Operation Britain” 
promotion. 

Ogilvy, Benson & Mather was 
established in New York with the 
financial support of two leading 
British agencies, S. H. Benson Ltd. 
and Mather & Crowther. . 


Lindgren Named Art Director 
Clair W. Lindgren, Salt Lake 


Louies TR NRRL ar est 


ADVERTISING 
HEADQUARTERS: 
711 THIRD AVENUE 
NEW YORK 17, WY. 

Washington, Chicago, 


Philadelphia, Cleveland, Detroit, 
Los Angeles, San Francisco 


City artist, has been named art 
| director of Gillham Advertising 
Agency, Salt Lake City. With Gill- 
| ham for a number of years, Mr. 
|Lindgren will continue his art 
| work for the agency and also will 
direct all agency art. 


The Surefire Method 
of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's Sth largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your sagen g red 
man, or Moore and 
(Seattle-Portland). 


“reaching 
~ Oregon's rich | 
2nd Market — 
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this lucrative market. 


The American 


Sales Across the Seas— 


SELL TO THE U.S. ARMED FORCES OVERSEAS! 


Each year more than 100,000 youthful families of U.S. Armed Forces 
in Europe spend a large part of $300,000,000 on American goods! 
Whether it’s lipstick or luggage, cigarettes or food, these Americans 
can and do buy it in U. S. Exchanges and Commissaries—the over- 
seas counterparts of U.S. department stores and super- 
markets. Products sold here are those demanded by the 
customers. You can influence their demands by advert- 
ising in The American WEEKEND. 


Published abroad, The American WEEKEND is the 
family newspaper of the members of the U.S. Armed 
Forces and their dependents overseas. In areas where 
there is no American TV, radio, or outdoor advertis- 
ing, as we know it, The American WEEKEND is the 
surest way to reach this military market and increase 
your sales across the seas—without export red tape! 

Contact nearest office for help from our specialists in 


“ARMY TIMES PUBLISHING CO. 2020 ™ St,N.wW., Washington 6, D.C. 


US OFFICES. Chorieston, S.C, Chicago, Detroit, Honolulu, Los Angeles, Miami, New York, 
Philadeiphio, Son Francisco. FOREIGN OFFICES. Frankfurt, London, Paris, Rome, Tokyo 


Klemtner Advances Two 


promoted to copy chief of Paul 
Klemtner & Co., Newark, ethical 
pharmacuetical agency. Mr. Wes- 
son, formerly a copywriter, will 
head a reorganized and expanded 
copy staff. Klemtner also has ad- 
vanced Maurice S. Peizer to tech- 
nical director. Mr. Peizer previous- 
ly was a technical editor and copy- 
writer. 


Papers Get Filmstrip 

“Tell It to the Teens,” filmstrip 
presentation about the teen age 
market, has been made available 
to newspapers for showings before 
local groups. The presentation was 
produced by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., New York. 


Holmes Joins Erwin, Wasey 

Calvin Holmes has joined Er- 
win, Wasey & Co., Chicago, as a 
senior copywriter. He formerly 
was copy chief of the Chicago of- 
fice of Calkins & Holden. 


There are more than one million automobiles registered in Iowa. 


That's a lot of 
horsepower, son. 


You’re wheelin 
and dealin’, boy. 


You see, there are 1,920,000 adults (15 and over) in Iowa 
and, by the way, the Des Moines Sunday Register is read by 1,310,000 of them. 


* o 
oo 


ADULTS, THEY'RE MY KIND OF PEOPLE. 
1,310,000 OUT OF 1,920,000? 


a ae OH SSS SOBOOg 
; lowuh you say. I've always 
pronounced that Idaho . °°” 
' 1,310,000 out of 1,920,000 adults... ! 


ea eeeeseannoeaoaoanonon 


. 66.4% of Iowa farm folk . . 


Whatever you have to sell, from automobiles to kiddycars, 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Doyle and Hawley; Los Angeles and San Francisco 


Blankety, blank 
teenage drivers. 


. NO not a copy you free- 
wheeling moron, an advertising 
representative. 


Lease eeeeeoeseceoeeaooesoen 


Yes, 1,310,000 out of 1,920,000 Iowa adults read the Des Moines Sunday Register. 


70.6% of lowa urban dwellers . . . 87% own automobiles. 
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Hello, hello . . 
~ Register. . 


. get me the Sunday 


Laewaesece 


the way to sell them in lowa is through the pages of the Des Moines Sunday Register. 
A single medium that covers an entire state. Read by two out of every three families . . 


DES MOINES REGISTER AND TRIBUNE 


. 1,310,000 adults. 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 


Advertising Age, March 11, 1957 


GE Will Contest 
All-UHF Plan for 
Schenectady Area 


ALBANY, March 5—Last week’s 
decision by the FCC on creating 
all-uhf or all-vhf stations in 10 
tv markets has brought a vigorous 
reaction from General Electric Co., 
whose pioneer vhf station in Sche- 
nectady is threatened. 

The FCC proposal (AA, March 
4) calls for transferring to Syra- 
cuse the vhf Channel 6 now used 
by GE’s WRGB. In place of it the 
|FCC would substitute uhf Chan- 
nel 47. 

So far, according to Raymond 
W. Elipott, WRGB manager, the 
station has received only frag- 
mentary details of the FCC ac- 
tion—along with an order to 
“show cause” why the proposed 
change should not be carried out. 
GE will most certainly take ad- 
vantage of the latter, will prob- 
ably stage a full-scale contest of 
the FCC action. 


Howard S. Wesson has been | 


® Mr. Ellpott said the decision 
was “obviously not in the best in- 
terests of the public” and that his 
station “had no intention of vol- 
untarily abandoning our vhf au- 
dience.” A key argument will un- 
doubtedly be that the frequency 
switch would leave thousands of 
viewers in a wide area of eastern 
New York, western Massachusetts 
and southern Vermont without 
any television reception. 

Besides a dispute with General 
Electric, the FCC’s effort to make 
this an all-uhf district has in- 
volved it in a strange policy re- 
versal regarding Channel 10. More 
than a year ago, FCC voted that 
vhf outlet into this predominantly 
uhf area—over the protests of uhf 
station operators. It was to be lo- 
cated in Vail Mills, Renssalaer 
county, but was never assigned to 
anyone. Now it is to be taken away 
again. - 


WNEBEF Sues Union 
for $100,000, Asks 
Boycott Injunction 


BINGHAMTON, N. Y., March 5— 
Triangle Publications, operator of 
radio and television stations 
WNBF and WNBF-TV, has filed 
a $100,000 damage suit against a 
union that struck the stations 92 
days ago. 

The stations have been operat- 
ing with supervisory and non- 
union personnel since 34 employ- 
es, represented by Local 46 of the 
National Assn. of Broadcast Em- 
ployes & Technicians, struck in 
a wage dispute. 

The station also seeks an in- 
junction against what it calls un- 
lawful practices by the strikers. 
WNBF charged the union with 
distributing pamphlets and circu- 
lars to other unions in the Bing- 
hamton area urging their mem- 
bers to boycott the station’s spon- 
sors. 7 


Time Buys Six Stations 


Time Inc., New York, has com- 
pleted its $15,750,000 purchase of 
Consolidated Radio & Television 
Broadcasters, subject to Federal 
Communications Commission ap- 
proval. Consolidated, which Crow- 
ell-Collier Publishing Co. had ne- 
gotiated to purchase, includes 
three television stations and three 
radio stations in Minneapolis, In- 
dianapolis and Grand Rapids (AA, 
Dec. 24, ’56). 


RCA Advances Banko 

Radio Corp. of America has ap- 
pointed Frank X. Banko advertis- 
ing and sales promotion manager 
of the industrial market for its 
RCA tube division, Harrison, N. J. 
He formerly was ad and sales pro- 
motion administrator for the 
equipment market. 
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Preview your poster—full color, full size 
... before it is lithographed! 


Here’s a remarkable service for every advertiser. General Outdoor Advertis- 
ing will actually hand paint your 24-sheet poster—full color, full size—for 
a preview showing on test boards! These are the same artists who do the 
finished work on our painted boards. 

The cost is only $100! 

The advantages are obvious. This is the only real way to judge the final 
appearance of your poster before lithography. Even the finest comprehensive 
layouts won’t reveal the finished look of a 24-sheet. Secondly, there’s no 
truer measure of your poster’s impact. A test board showing is like a sample 
insertion in a newspaper! 

o This preview service is now available to agencies and advertisers in all 
: GOA plants. Call your local GOA office, or write us in Chicago. 


GIVES 
_ MORE 


515 South Loomis Street, Chicago 7, Illinois 
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com-mu‘ni-ca' tive, adj. 
Inclined to impart or communicate 
information, ideas, etc. 


the key to a current marketing problem: 


In business, industry, science, government rise to first place among news magazines in 
—the need is more and more for communi- number of advertising pages gained during 
cative people... the past year. 

People with the dynamic quality for Newsweek’s circulation, now over 1,050,000, 
inspiring agreement and action in others. is concentrated among communicative 


people who initiate agreement and action 
on issues—ideas—policies—possessions 
and purchases—whether it be in business, 
home, social life or community. 


Newsweek exerts natural attraction for 
This is a major reason why advertisers in- such people because its editorial function is 
vested more dollars in Newsweek during the clear, accurate—and objective—presen- 
1956 than ever before, and for Newsweek’s tation of the significance in the news. 


And, more and more, astute advertisers are 
delving beyond mere circulation numbers 
or ratings to seek out this “communicative” 
quality among the audience they cultivate. 
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Despite Casualties, Magazine Business 
Is Looking Up, Bernhard & Co. Reports 


New York, March 5—Despite 
the fact that four leading maga- 
zines ceased publication last year 
(American Magazine, Collier’s, 
Town Journal and Woman’s Home 
Companion), “a number of devel- 
opments in the past year have im- 
proved the position of publishers.” 

That is the conclusion of “The 
Value Line” investment survey 
published by Arnold Bernhard & 
Co., investment advisor, in its cur- 
rent analysis of the publishing 
business. 

Foremost among these develop- 
ments, it says, “has been the dis- 
covery that increased space rates 
do not drive advertisers to cther 
media. It has also begun to ap- 
pear,” the analysis says, “that pre- 
vious estimates of tv audiences 
erred on the high side. Moreover, 
the merits of magazines as a me- 
dium for getting across messages 
to particular groups or sections of 
the economy are becoming more 
widely appreciated by advertisers. 

“The results of these develop- 
ments,” the report says, “found 
reflection this year in space rate 
increases disproportionately iarge 
in relation to posted increases in 
circulation guarantees. 

“Even if the immediate effect of 
the rate hikes were to reduce sales 
temporarily, the higher rates 
would surely far more than offset 
such a decline. However, we ex- 
pect a small over-all gain in linage 
this year. Since the rates were 
raised more than enough to cover 
heavier wage and material ex- 
penses, profit margins will prob- 
ably widen this year.” 


s “The advent of tv,” the report. 
notes, “had two immediate and | 
critical effects on the reading pub-| 
lic: (1) it cut into total reading | 
time, and (2) it changed reading 
tastes. Before tv, magazines were | 
read for escape as well as for in-| 
formation. However, as more and 
more areas around the country be- | 
came saturated with tv, demand | 
for fiction in periodicals declined | 
sharply. Also affecting consumer | 
taste in magazine editorial content| 
was the sharp rise in sales of pock- | 
et books in the postwar decade. | 
Publishers who missed the boat on 
changing editorial concepts found 
themselves with less salable mag- 
azines.” 

Waning reader interest, the re- | 
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port says, developed bargain circu- 
lation offers to induce people to 
read magazines. These offers in- 
creased costs. Also higher postal 
rates increased circulation costs. 
To cover these higher costs most 
publishers increased newsstand 
and subscription prices. “The cover 
price has been advanced a min- 
imum of 25% since 1945 by almost 


every major magazine. Even so,” 
the report says, “increased costs 
of building and maintaining circu- 
lation guarantees (required as a 
basis for raising advertising rates) 
far outstripped the advances in 
circulation revenues. 

“All publishers also posted high- 
er advertising rates. However, the 
fear of diverting substantial 
amounts of advertising to the 
mushrooming tv industry caused 
publishers to raise rates only as 
much as they felt the market 


would sustain without causing a 
shift to other media. But despite a 
doubling of ad rates since 1945, the 
increases were not large enough to 
offset sharply higher wage and 
paper costs.” 


= Commenting on specific pub- 
lishers, the analysis points out that 
Curtis Publishing Co. and Time 
Inc. have “acquired interests in 
paper companies and thereby pro- 
tected themselves to some degree 
from the impact of rising paper 
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prices. Meredith Publishing Co. 
and Time Inc. acquired interests 
in television broadcasting and 
shared in the growth of that me- 
dium. McCall Corp. has been 
transforming McCall’s from a 
woman’s monthly into a general 
monthly. The need for the change 
stems from the fact that the post- 
war trend was for advertisers to 
shift advertising from women’s 
monthlies into such magazines as 
Woman’s Day and Better Living. 

“On the other hand,” the report 


PETROLEUM WEEK. 


key to a $6-billion market 


Petroleum ranks first among U.S. markets 
in plans for capital expansion in 1957 


The petroleum industry is planning to 
spend a record $6.059-billion on capi- 
tal expansion in 1957, according to 
the latest McGraw-Hill Survey of Busi- 
ness’ Plans for New Plants and Equip- 


ment. As the chart indicates, petro- 


leum ranks first among individual types 
of industry in capital plans. 


Plans reported in this survey by the 
McGraw-Hill Department of Econom. 
ics are preliminary, because many com- 
panies do not complete their budget 
reviews until later. But in the past, 
these surveys have accurately shown 
the trend of capital spending, and in 
the past two years final budget plans 
have been somewhat higher than 


j 


advance estimates. The survey is based 
on industry’s answers to a question- 
naire mailed in November and filled 
out by top corporate officers best able 
to describe their company plans. 


The oil industry has a tremendous pro- 
gram under way to expand and up- 
grade refinery capacity. Increased 
production of refinery products will be 
required to meet normal increased de- 
mand. In addition, considerable ex- 
penditures will be made by refiners to 
stay competitive in the product — qual- 
ity race, especially for improved motor 
gasolines. And alongside the new re- 
fineries, the oil industry is adding its 
own chemical plants, which add greatly 


to total investment. 


The industry's investment in transpor- 
tation and marketing facilities is mov- 
ing upward in line with a steady in- 


crease in consumption trends. 1957 


meee | 


February 22nd paid circula- 
tion of Petroleum Week was 


33.700 


. .. and by the time this figure appears in print, it will be obsolete. PW 
continues to grow at a rate of 1000 new paid subscribers every month. For 
present-rate advertisers, that’s a cumulative monthly bonus of 1000 readers. 


For up-to-date circulation figures, contact your PW representative! 


tT — 


plans for capital spending in this seg- 
ment are 9 percent larger than esti- 
mated for 1956. 


At the time the survey was made, 
crude oil producers planned to exceed 
their tremendous capital spending of 
1956. Renewed export demand, result- 
ing from the Suez crisis, may result in 
an even larger increase in drilling and 
production. At its present level, the 
production segment is taking approxi- 
mately 10 percent of all capital expan- 
sion money in American industry! 


What it boils down to is that the 
petroleum industry is 
record high of capita 
its major divisions. As t 
zine which provides genuine industry- 
wide and industry-deep coverage of the 
oil industry, Petroleum Week reaches 
the men whose job it will be to buy 
$6-billion of capital expansion in 1957. 


| pee a new 
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says, “some publishers have fared , newsstand sales, which are a better | Publishing Co. reported peak prof-| advertising rates, although linage been restricted by its outlays in 


rather poorly. Crowell-Collier| barometer of reader interest than | its. Curtis Publishing enjoyed its| in The Saturday Evening Post was 
failed to keep pace with changing | total circulation, Collier’s suffered | best earnings in 20 years. These | lower than in 1955. 

consumer demand in terms of ed-|a loss of nearly 17% last year. 
itorial content. While Paul Smith; “Conde Nast has been hit by an| of factors. Time’s rise was due to} 


did his best to put the company’s | apparent lessening of interest in | substantially higher income, pro- 
periodicals back into the race, he| women’s fashion magazines,” the | portionately smaller promotional 
had neither sufficient time nor | Bernhard report says, “and circu- | expenditures, and a sharp reduc- 
money for the job. While it is true | lation of Esquire suffered an initial | tion in losses on Sports Illustrated. 
that circulation of the company’s | setback from the introduction of McGraw-Hill’s performance was 


magazines was at a record high, | 
| 


probably a large portion of circu- 


lation was gained by expensively | s “Last year, 
bought subscriptions. In terms of | “Time 


Playboy and its imitators. 


| gains stemmed from a combination; “Conde Nast was hurt last year 


‘connection with the formation of 
the Esquire Club, a new personal 
‘credit card venture designed to 


by the small gain (only 4%) in ad- | lessen the company’s dependence 
vertising revenues, and higher pro- | on magazine revenues.” 

motional expenditures. The decline 
in McCall’s earnings was due sole-| creased steadily over the years,” 
ly to an extremely sharp increase|the report notes. “As the tech- 
in promotional expenses. Advertis- | niques of advertising continue to 
|due to a steady increase in the|ing revenues actually rose 14% | improve, so, too, will the usage of 
| profitability of its trade publica-| and the company’s contract print- this powerful selling tool. More 
”" the report says,| tions and gains in book sales. Cur-|ing division operated at capacity. | than half of the rise in total adver- 


“The use of advertising has in- 


Inc. and McGraw-Hill|tis benefited largely from higher | Esquire’s fiscal 56 earnings have |tising expenditures over the past 


Off-shore drilling was the subject of a 
special report in the February 22nd 
issue of PW. If you have any interest 
in selling equipment to this segment 
of the industry, this report should go 
into your market planning file. Gives 
figures on number of rigs in service, 
future rig requirements and costs, areas 
of the highest potential for off-shore 
drilling, etc. . . . complete data on 
which to project your sales potential. 


* 
Refinery — will be covered in a 


similar exhaustive report in the March 
22nd issue . . . information from lead- 
ing authorities in the field. This issue 
will get and hold the attention of the 
men who are concerned with the com- 
plex problem of adjusting supply to 
demand for petroleum products . 
and who buy accordingly. 


* 


Future issues of PW will contain other 
special reports on topics of across-the- 
board interest to oil men: Capital 
Expenditures, Natural Gasoline, Pipe- 
lines, Canada, Corrosion, Export, Pro- 
duction, Drilling, API. We'll be happy 
to give you issue dates of each special 
report so that you can place your ads to 
take advantage of the special interests 
of your prime prospects. 


The Petroleum Week SALES LETTER 
will give your sales managers and dis- 
tributors the news of the industry while 
it's still hot enough to help them sell. 
Write us and have them put on the list 
if they are not already receiving it. Con- 
tains up-to-the minute news about oil 


aT ee 


= ee nee oe 


industry personnel changes, construc- 
tion plans and contracts, legislation . . . 
all the hot information a hot salesman 
will find helpful in covering this hot 
industry. * 


London-to-New York teletype circuit 
has been opened between McGraw- 
Hill offices in those two cities. McGraw- 
Hill reporters in other cities in Europe 


service to readers and advertisers 


will soon file stories via London to take 
advantage of the direct line. The speed 
with which PW readers wil! get Eu- 
— news is especially significant in 
light of the Suez crisis and its effect 
on domestic production and pricing. 


* 


New Middle East news bureau office 
will be headed by Onnic Marashian, 
Middle East-born, American-educated 
correspondent who speaks Arabic and 
thus has the inside track on many im- 
portant policy sources that no West- 
erner could reach. 


How’s your ad 
readership? 


. . . Now you can get the ob- 
jective answers in four issues of 
Petroleum Week which will 
have Mills-Shepard readership 
research. Clip out this coupon 
and attach it to your schedule 
sheets as a reminder of the 
issues: 

© February 22nd 

*& May 10th 

© August 16th 

@ November 15th 
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Latest study shows oilmen read PW first 


A recent mail questionnaire to a group 
of PW subscribers produced the fol- 
lowing response to these questions: 


1. How many publications serving the 
petroleum industry do you read? 


2. Suppose they all arrived on your 


desk at the same time, which mag- 
azine would you be likely to read 
first? 
As the chart below indicates, PW 
readers look to PW first for news of 
the industry in which they make their 
living. We believe that this measure of 


preference is exceedingly significant in 
an industry which contains a number 
of good magazines. It is a loud vote of, 
confidence for the one oil magazine 
which is edited to make it easy for 
oilmen to find out what's going on in 
the entire industry. 


Respondents grouped by 
number of sektbontinns read 


°%/, of above group 
“likely to read first" 


Petroleum Week 


Second Magazine 
All Others 
No Preference 


15.8% 28.3% 25.3% 
read read read 
TWO THREE FOUR 
66% ~ 59% 58% 
8% 16% 22% 
14% 23% 20% 
12% 2% ~ 


20.3% 10.3% Grou 
read read 83 P ge th 
FIVE SIX ” 

respondents 
40% 54% 56% 
30% 21% 20% 
30% 17% 21% 
- 8% 3% 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36,N.Y. @ @ 


|decade was due to gains in space 
| sales, or, in the case of tv, air time. 
|Also important have been in- 
creases in advertising rates. Total 
ad expenditures rose 58% between 
1950 and 1955; ad costs increased 
20%. Hence, in the absence of 
rate hikes, ad expenditures would 
have risen only 32%. 

“On the assumption that mag- 
azines will account for 9% of the 
nation’s $14 billion total advertis- 
ing budget projected three to five 
years ahead (vs. 7.8% in ’56),” the 
report says, “we visualize mag- 
azine ad revenues of $1.3 billion on 
| he average during the period.” 


When your direct- 


mail plans call 


for volume mailing, 
you'll find Lemarge has the 
specialized machines and 
methods that will mean 
prompt, accurate handling 
at lower cost to you. ‘i ae 
—_ — 
7 Ee“ 
/ 
THE COMPLETE \ 
MAILING SERVICE \ 


/ Market Research \ 
Mailing Lists 
Multigraphing | 
Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Stock 
Control 


——— ee ee 


For any size job, 
| \ call us— 
| \ we'll run right over. / 


_——— 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
| SELL AT THE POINT OF IMPRESSION. 


you have 
the best, 


‘ 
If you think 
| 


show it by 
the best 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


Skilled operators of the imported Klimsch Camera 4 Color Proofing Presses 


Four Teen Agers Honored 

Four teen agers have been 
named winners of the 10th annual 
Voice of Democracy script-writing 
competition sponsored by the Na- 
tional Assn. of Radio & Television 
Broadcasters, the Radio-Electron- 
ics-Television Manufacturers Assn. 
and the U.S. Junior Chamber of 
Commerce. Each winner receives 
$500 scholarships to the college of 
his choice. The winners are Judith 
Buonaccorse, San Leandro, Cal.; 
Ted Cooper, Portsmouth, O.; Mary 
Ellen Zanton, Avalon, Wis., and 
Deborah Allen, Williamstown, 
Mass. 


Roberts Named Sales Manager 

Harry N. Roberts, formerly na- 
tional manager of dealer sales of 
B. F. Goodrich Co., has been ap- 
pointed general sales manager of 
the automotive division, Electric 
Storage Battery Co., Cleveland. 
He succeeds R. L. Sommerville, 
who will retire March 31. 


IT WON'T BE LONG NOW! 


gs 
a nant 


Talk about spenders! 


ahead just one hour, the 


retail sales? 


; DISPATCH 


NEWSPAPER 


How 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


The brand preference and buying habit 
story of the St. Paul Market is coming SOON! 


frm) WRITE FOR YOUR COPY 
nm OF THE 


[1TH ANNUAL 
ST. PAUL 


CONSUMER ANALYSIS 


In the time it takes the hands of your watch to nudge 
“let’s-go-shoppin’ 
St. Paul Market* go on a gigantic spending spree that 
puts more than $64,000 into retail cash registers. 

But the $64,000 question is: 
dollars are spent for YOUR product? 
brand name rate with the 486,100 people in the St. Paul 
Market who spend more than $596 million a year in 


people in the 


many of those 


How does YOUR 


Get your answer from the new 1957 St. Paul Dispatch- 
Pioneer Press Consumer Analysis Survey—an all-revealing 
study of the brand preferences and buying habits of the 
people who depend on the Dispatch-Pioneer Press as their 
buying guide. This wealth of eye-opening material will be 
available soon . . . so reserve your copy now! Contact your 
Ridder-Johns representative or write on your company letter- 
head to Consumer Analysis, Dept. B. 


"Ramsey, Dakota and Washington Counties 
Source: May 10, 1956 Sales Management 
Survey of Buying Power. 


Coming 
Conventions 


*Indicates first listing in this column. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-31. International Photographic 


Exposition, National Guard Armory, 
Washington, D.C. 
*March 29-30. Midwest Advertising 


Agency Network, Bismarck Hotel, Chicago. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, llth annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
| Bal Harbor, Fila. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4 Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 
| May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

*May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
| Tribune Square. 

May 26-29. Associated Business Publica- 
| tions, annual spring conference, The 
| Homestead, Hot Springs, Va 

*June 5-7. National Sales Executives, 
22nd annual international distribution 
| congress, Biltmore Hotel, Los Angeles. 

June 8. Advertising Federation of Amer- 
ica. Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 


Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 
June 16-19. Newspaper Advertising Ex- 


ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 7-10. Mail 
| Assn. International, 
tel, Washington, D.C. 

Sept. 11-13. Direct Mail Advertising 
| Assn., 40th annual convention, Sheraton 
| Park Hotel, Washington, D.C. 
| Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Advertising Service 
Sheraton Park Ho- 


K&E Promotes Four 

George C. Oswald, national ac- 
count executive of Kenyon & Eck- 
hardt, New York, has been ap- 
pointed supervisor of regional 
offices and the agency’s interna- 
tional business. James A. Dearborn, 
formerly in charge of regional of- 
fices, will succeed Mr. Oswald as 
national account executive. Donald 
J. Maggini, account supervisor, has 
been named associate supervisor of 
regional offices. He will also con- 
tinue to coordinate business devel- 
opment. K&E also has promoted 
Leonard Keennon from a sketch 
artist to a tv art director. 


Frank Elected Red Star VP 

Kenneth L. Frank, assistant to 
the president of Red Star Yeast 
Products Co., Milwaukee, has been 
elected a vp and director of the 
company. He is acting head of sales 
and advertising, succeeding J. A. 
Kirkman, who resigned (AA, Feb. 
18). Robert T. Foote, a vp, has 
been elected exec vp. 
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Foote, Cone & Belding, Chicago Leo Burnett Company, Inc., Chicago Erwin, Wasey & Co., Ltd., Los Angeles 


Recognized Leaders 


The pie crust you stir and roll Take a peek at a page 


from Betty Crocker’s New 
Picture Cook Book........ 


Ne culteng un shortening 
Pour detieate Wesson Onl for flaky 
ary th 


temcdet pew crest crory tne 


Inc., New Orleans Knox Reeves Advertising, Inc., Minneapolis Tatham-Laird, Inc., Chicago 


et 4 Coins, 
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333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


AMERICA’S FINEST PHOTOENGRAVING PLANT FOR LETTERPRESS AND GRAVURE 
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Time to modernize ng 


ne ontrac $3 Kivaad e : Cali 
ear’ sac Ree pe se "SCOTT CO.5 


PLUMBING - HEATING 


GET WITH IT—Scott Co., plumbing and heating service in California, 

a first-time user of outdoor advertising, is featuring cartoon char- 

acters on Foster & Kleiser poster panels in San Francisco and Oak- 
land. Botsford, Constantine & Gardner is the agency. 


Revlon Expands Offices ‘Togetherness’ 


Revlon Inc., New York, has 


signed a long-term lease for four Awards Given to 


floors in the new Tishman Bldg.. 

666 Fifth po , New — The | Mrs. Nixon, 8 Others 
‘company’s domestic and interna- 

FIRST IN TOTAL ID ADVERTISING FOR 30 CONSECUTIVE YEARS | — ye Brens Me in cimnda | Weal, “Cinet: tie. 

ed at the new address. Richard M. Nixon was among nine 

Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphio + Detroit + Pittsburgh distinguished women who were 

given McCall’s “Togetherness” 

ROBERT J. GROSH, partner in a scenic design studio, spends long working days awards last week. 

in the busy entertainment world. But Mr. Grosh lives and relaxes at The awards, originated as part of 

home with his family at 311 Whiting Woods Rd. in GLENDALE — one of the McCall's’ “Togetherness’’ promo- 

many communities in the Greater Los Angeles “Hometown” Market ton last year, are given to women 


d by th " 0 who in most cases have combined 
areas Sy On Cees enmamer Hewnpaper. successful careers or outstanding 


public service with well-rounded 
family life. 

Otis Lee Wiese, editor and pub- 
lisher of McCall’s, explained that 
“Togetherness” reflects the many 
interests and achievements of wo- 
men in the modern world. 

The presentation was made at a 
luncheon of the State Federation 
of Business & Professional Wo- 
men’s Clubs. The Hecht Co., Wash- 
ington department store, which 
uses the “Togetherness” theme in 
|its advertising, was a co-sponsor. 
Honorariums which Hecht pre- 
sented to Mrs. Nixon were divided 
between summer camp programs 
of the New York Herald Tribune 
and the Washington Star. 


s Winners, in addition to Mrs. 
Nixon, were Mrs. Carlos P. Ro- 
mulo, wife of the Philippines’ am- 
bassador; Ivy Baker Priest, treas- 
urer of the U.S.; Mrs. Robert V. 
|Fleming, wife of the chairman of 
the Riggs Bank, Washington; Mrs. 
David L. Wing, founder of the 
|Mederia School; Dr. Carolyn L. 
|Pincock, Washington physician; 
| May Craig, Washington correspon- 
‘dent; Pauline Betz Abbie, well 
known tennis player, and Mrs. 
Arthur Radford, wife of the chair- 
man of the joint chiefs of staff. e 


Storer Buys WPFH, WIBG 
Storer Broadcasting Corp. has 
IN GREATER LOS ANGELES— gt om 
eral Communications Commission 
of its purchase of WPFH, Wil- 
mington tv station, and its affili- 
SELL THEM WHERE THEY LIVE! _ iis{ os at: 
phia. If the deal is approved, 
Storer will sell its Birmingham or 
Robert Grosh and his family are among the millions in Los Angeles live in areas covered by COPLEY News- Atlanta stations in order to keep 
Greater Los Angeles who are sold best in their own homes papers. For penetrating coverage . . . for strong merchan- |within the seven-station multiple 
, ty - ownership rule. The purchase, to- 

who respond fastest to the sales appeal that reaches dising support . . . for more sales per advertising dollar 


; ~ gether with National Wired Music 
them where they live. And 25% of the people in Greater ... buy these COPLEY “Hometown” Newspapers — | Corp., Philadelphia, involves a $5,- 


| 627,000 price, plus the assumption 


ALHAMBRA POST-ADVOCATE MONROVIA DAILY NEWS-POST of $1,500,000 in debts. Awaiting a 


public hearing is Storer’s plan to 


BURBANK DAILY-REVIEW REDONDO BEACH—SOUTH BAY DAILY BREEZE =?) WMUR TV, Manchester, NH, 
CULVER CITY EVENING STAR-NEWS SAN PEDRO NEWS-PILOT gos id Gace Cotetesd 


GLENDALE NEWS-PRESS VENICE EVENING VANGUARD |The Assn. of Advertising Men & 


Women, New York, is looking for 

seat |“*Advertising’s Miss of 1957.” The 

BV GOO T RES Sie oe ot aah Sore Peano Re pa. 2 Rese EY a a: contest is open to all young ladies, 
+ . ie ee Nites te” & at ae “he ee Oak Lge 2 a a ie * ee: : 21 and over, working in an adver- 
« j tising or related department. The 

“The Ring f Truth” 15 “Hometown” Newspapers covering Greater Los Angeles > winner will receive a round-trip 

od % — Springfield, Illinois — Northern Illinois — and i Miami Beach vacation. Entry 


San Diego, California. . . All the local blanks are available from the as- 
COPLEY newspapers Y Washington | Py bem pec | | sociation, care of “Reporter of Di- 


Wash 
COPLEY Washington Burcav end the COPLEY Nows Service. rect Mail Advertising Magazine,” 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY COMPANY, INC. - 9 | 224 Seventh St., Garden City, N.Y. 
Semi-finalists will be selected 
| March 21. 
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IT WOULD TAKE 


WALDORF- © ox 
ASTORIAS 


CONRAD 
HILTONS 


eS iy are ae — 


TO HOLD G@be Seattle Gimes 
375,680 EXCLUSIVE READERS! 


( Based upon 2-person occupancy of the Waldorf-Astoria’s 4400 rooms and ) 
apartments in Manhattan and the Conrad Hilton's 3000 rooms in Chicago. 


You reach 375,680 readers (117,400 families) in Seattle’s 
A-B-C City Zone EXCLUSIVELY when you advertise in 
The Seattle Times. The 1957 certified survey recently com- 
pleted by Dan E. Clark II & Associates also proves 
that both mass and class are reached ... and sold... by The 
Seattle Times! 


The Seattle Times also dominates the coverage of every 
income group in Seattle. 


Ask your O’Mara & Ormsbee man—or ask us—for full 
__ published report. 


" SEATTLE’S ACCEPTED NEWSPAPER 


” REPRESENTED BY O'MARA & ORMSBEE, INC. 
74 e los Angeles — 


“Member tates Sunday Comics and Metro Rotogravure Groups. 
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Merchandising Ideas 


e To dramatize that “more than | 
80% of the clothes dryer market is 
still wound up in clothesline and | 
pins,” Norge division, Borg- 
Warner Corp., is supplying distrib- 
utors with “old-fashioned” clothes- 
line, clothes pins and_ fabric 
swatches. The idea, Dan R. Nighs- 
wander, Norge clothes dryer sales 
manager, says, is to remind dealers 
that every home with a clothesline 
is a live prospect for a dryer. Sup- 


CLOTHESLINE OUTLINES MARKET—Pat 
Browning and Dan Nighswander 
hold the promotion kit Norge is 
supplying distributors to boost 
clothes dryer sales. 


ported with the kit containing a 
12” length of clothesline, pins and 
red swatch, distributors will say 
something like this to dealers: 
“Only 18% of the women who 
want and need dryers have them. 
Literally a ‘beacon light’ for dryer 
sales, the clothesline outlines your 
prospects for the dryer today as 
surely as the ice card in the win- 
dow did for the refrigerator 30 
years ago.” 

As a follow-through to consum- 
ers, dealer ads will be run with 
this or similar themes: “We'll buy 
your old clothesline and clothes 
pins! $1 per foot—$1 per clothes 
pin (limit $30) when applied to} 
the purchase of a new dryer.” 


H's That _ Again 
the 24th annual 


National Premium 


Buyers Exposition 


... the hub of the premium industry 


under auspices of the 
Premium Advertising Association of America, Inc. 


APRIL 8-9-10-11, 1957 
CHICAGO 
NAVY PIER 


WANT FACTS on how to use the 
profitable premium way to build 
your sales? You'll find the an-| 
swers when you attend NPBE. | 


Company executives, premi- 
um users, buyers save time 
by writing in advance on 
their company letterhead for 
Admittance Credentials and 
registration forms to this 
exclusive trade exposition. 


A. B. COFFMAN ASSOCIATES 
111 West Jackson Bivd., Chicago 4, Il. 


ROOM OO OOY”P 


e “Shuffle the cards any way you 
like, you'll always have the win- 
ning hand with Westinghouse,” 
four aces in a new promotional 
item for Westinghouse Corp.’s in- 
dustrial motors division tell cus- 
tomers. The item, a deck of 24) 
cards in jumbo size—5% x 3%”"— 
is stacked with royalty. Printed in 
four suits, the cards range from 
nine-spots up to aces. Devoted to 
the Westinghouse Life-Line “A” 
industrial motor, each card carries 


a different sales message with an 
illustration to bring home the par- 
ticular sales point. Backs of the 
cards bear a four-color photo of | 
the motor. After dealing customers | 
a few poker hands that are bound | 
to be good, Westinghouse salesmen 
are supplied with conventional | 
decks of cards with the colorful | 


motor imprint to leave with the 
customers to bolster the sales ap- 
proach. 


e One of the biggest moves in 
General Electric Co.’s program of 
decentralization was the erection 
of the vast complex known as Ap- 
pliance Park, outside Louisville, 
Ky., where the manufacture of all 
GE major appliances is now con- 
centrated. Seeking to augment 
GE’s usual pattern of community 


|relations, such as contributions to| 


and cooperation in civic enter- 
prises, Charles K. Rieger, GE vp 
in charge of major appliances, de- 
cided to sell Kentucky on GE in 
the same way many GE products 
are sold to the public. That is, to 
sell GE to the people of Kentucky 
with music. George R. Nelson, 
George R. Nelson Inc., which pro- 
duces singing commercials for GE, 
was asked to come up with a song 
which would tell the GE Louisville 
story in compelling fashion. Thus, 
a new song, “Kentucky,” was born. 


Recorded with top vocal and in- | 


strumental talent, “Kentucky” is 
being given maximum exposure 
throughout Louisville and all of 
western Kentucky. Radio stations 
are playing the song frequently, i: 
some cases, without charge as a 
token of appreciation to GE. Juke 
boxes are carrying the song, music 
stores are offering recordings, and 
Mr. Rieger is presenting recordings 


to state and local government and | 
Chamber of Commerce officials. 


And GE reports that “Kentucky” 
is climbing to top spots on local hit 
parades. 


e Another use of music, this time 
as a merchandising tool, appropri- 
ately enough by H. & A. Selmer 
Inc., Elkhart, Ind., band instru- 
ment manufacturer, is a full-length 
recording of a classic jazz melody 
with commercial lyrics. Selmer 
says the 78 rpm vinylite disc is the 
first music industry sales song pre- 
sented as a popular tune. The tune, 
“When the Saints Come Marching 


Advertising Age, March 11, 1957 
In,” is recorded by Billy Maxted’s 
Original Dixieland Band. Nelson 
Ideas Inc. produced the record. On 
its second side, the disc provides a 
series of one-minute spot an- 
nouncements for regular radio use. 
Selmer also includes in the dealer 
record kit a number of suggestions 
for obtaining maximum publicity. 
Selmer dealers may obtain the 
record from Selmer on a cost-shar- 
ing basis of $1 for the first copy 
and production cost of $1.95 for 
additional copies. 


e In a pharmaceutical packaging 
and promotion “first,” Abbott Lab- 
oratories, North Chicago, IIl., is 
distributing more than 1,000,000 
unique “fountain pen” dispensers 
containing physicians’ samples as 
part of the new product announce- 
ment promotion for Tral, a drug 
for peptic ulcer therapy. The dis- 
penser will be distributed to doc- 
tors by Abbott sales representa- 
tives and by an extensive direct 
mail campaign in which two 
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“pens” will be attached to a die- 
cut product file card. Resembling 
the upper half of a regular foun- 
tain pen, the dispenser is 2%4” long 
and is made of tough polystyrene. 
It clips into shirt or coat pocket 
and comes in two colors to match 
Tral’s two forms: Tral 25 mg. tab- 
lets in a green dispenser; Tral with 
phenobarbital in a lavender con- 
tainer. 

Abbott plans a repeat perfor- 
mance of the “pen” dispenser pro- 
motion for other new pharmaceu- 
ticals in the future. 


e The Saturday Evening Post has 
published a 174-page “issue” con- 
taining nothing but advertise- 
ments. The “issue,” a 6x8” booklet 
carrying the logotype of the Post 
and a full-color reproduction of a 
John Falter cover illustration, 
carries reprints of 169 ads for the 
Electric Companies Advertising 
Program, prepared by N. W. Ayer 
& Son. ECAP companies are dis- 
tributing the booklet to employes, 


SCHLITZ CARAVAN—A Jeep and two trailers designed as replicas of the 
Schlitz six-pak cartons will be used by Schlitz as a promotion gim- 
mick in festivals and parades. 


stockholders and opinion leaders ; booklet, the Post stated: “This con- 
within their territories as a mer-|tinuing program is classic proof 
chandising piece. that advertising can mold public 

In a statement issued with the|opinion, and increase sales of 


products and services.” On Page 3 
a chart is reproduced showing how 
public opinion has shifted between 
1941, when the ECAP program be- 
gan, and 1955: 41% of the people 
checked in an Opinion Research 
Corp. survey favored private own- 
ership rather than government 
ownership of electric light com- 
panies in 1943. In 1955, the per- 
centage rose to 56%. 


@ People (a goodly number, ac- 
cording to recent Schlitz record 
sales figures) carry Schlitz beer in 
six-paks, and now Jos. Schlitz 


| Brewing Co., Milwaukee, has six- 


paks that carry people. A Jeep and 
two trailers designed as replicas of 
Schlitz six-pak cartons, complete 
with handles, will be used as an 
attention-getting conveyance in 
parades and festivals. Each of the 
two cars in the six-pak “train” is 
8x12’ and can accommodate 12 per- 
sons. Armin O. Hansen, Milwau- 
kee, designed the unit, which was 
built by Barkow Co., Milwaukee. 


TELEVISION CAN DO THIS 


NOW 


~ 


ing advertisers. . 


H@NRAE OFFERS 
12 ON-SCREEN 

AND IN-STORE 
PROMOTION EVENTS! 


Beginning this month HOME, NBC Tv’s 
authoritative program for women, inaugu- 
rates a powerful new year-round program- 
ming-promotion-merchandising operation. 
HOME (10-11 Am Est, Mon-Fri) now offers: 
1. A series of 12 promotion events geared 
to the seasonal needs of food, drug, soft 
goods, home building and home furnish- 
. based upon program fea- 
tures firmly planned months in advance. 


2. Specially prepared point-of-sale ma- 
terial linking your name and products 
with HOMe’s saleslady, Arlene Francis. 


3. In-store tie-ins with key retailers across 
the nation arranged by the nsc Merchan- 
dising Department. 

Every day 2,000,000 women turn to HOME 
as their first authority in all things femi- 
nine. They believe in the personal selling 
of Arlene Francis, Hugh Downs, sewing 
authority Lucille Rivers, fashion con- 
sultant Natalie Core and food experts 
Nancyann Graham and Chef Phillip. 
And with Home’s buy-as-you-need-it pat- 
tern of participations you can 
dovetail your advertising and 
sales campaigns. 


Combine all this with 
HOME’s new promotion 


packages and you've got seasonal sales im- 
pact available nowhere else in all television. 


Call your NBC Television Network sales 
representative today for full details. 


NBC TELEVISION 
NETWORK «ice @ 


Small Business 
‘Squeeze’ Hurts 
Economy: Senator 


Accept U. S. Intervention 
Now to Avoid More Later, 
Sen. Sparkman Advises 


BurFraLo, March 5—Sen. John 
Sparkman (D., Ala.) warned here 
yesterday that a gradual weaken- 
ing of small business is undermin- 
ing the nation’s free enterprise 
system. 
The senator said a_ vise-like 
squeeze by heavy taxes, rising 
costs and tight money has dark- 
ened the outlook for small business 
men. 
Sen. Sparkman told a meeting of 
the Niagara Frontier committee of 
the National Small Business Men’s 
Assn. that the small business man 
must “submit to the discipline of 
authority now or risk greater gov- 
ernmental regulations later.” 
Competition among big corpora- 
tions has become so intense that 
many of their smaller rivals find 
it impossible to keep up the fast 
pace, he said. 


® Sen. Sparkman, a member of, 
among others, the Senate small 
business and banking and currency 
committees, said corporate merg- 
ers are bringing “ruthless pressure 
to bear on smaller competitors.” 

This “creeping concentration” of 
industrial power in the hands of 
fewer and fewer corporations is 
bound to accelerate the mortality 
rate of small and medium-size 
companies, he said. 

The small manufacturers’ share 
of national sales, he said, slumped 
from 19% in 1947 to 12.3% in the 
first half of 1956. And in the first 
fiscal quarter of 1957, small com- 
panies got only 18.3% of the value 
of all military prime contracts, he 
said, in citing indicators of the de- 
cline of small business. 


# “Another clue,” he said, “is that 
the present income tax structure 
makes it virtually impossible for 
small business to finance growth 
out of retained earnings.” 

Mr. Sparkman said the econ- 
omy’s character is changing so fast 
that observers find it difficult to 
keep up with all changes. 

“If we do now what is essential 
to make it possible for our millions 
of small and independent business 
men to compete on free and equal 
terms with their larger and more 
powerful business rivals, it should 
never become necessary to submit 
to the discipline of authority,” he 
said. . 


Petry Adds WJAR, WINZ; 
Names Masini to Sales Statf 

Edward Petry & Co., New York, 
has been named to represent 
WJAR and WJAR-TV, Providence, 
R.L, effective in June. The stations 
formerly were handled by Weed & 
Co. and Weed Television. WINZ, 
Miami, also has named Petry its 
national representative. The sta- 
tion formerly was listed by Paul 
H. Raymer Co. 

Alfred M. Masini, formerly an 
account executive with CBS-TV 
sales and service, has been ap- 
pointed to Petry’s television sales 
staff. 


‘Look’ Appoints Three 

Richard Malin, formerly an ac- 
count executive with J. Walter 
Thompson Co., has joined Look. 
New York, as assistant merchan- 
dising manager. Look also has 
named Alexander MacRae, for- 
merly assistant research director 
of Street & Smith Publications, and 
Lawrence Haber, previously re- 
search director of Parents’ Insti- 


tute, to its research staff. 
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it’s 
Lite Diet 
bread! 4 


(a hem st csp te ee» se on 9 om 


TEMPTATION—This 1,000-line ad, one 
of a series breaking in March, will 
run in approximately 200 news- 
papers to promote Lite Diet bread. 


Lite Diet Bread 
Drive Appeals to 
Weight Watchers 


New Yorx, March 6—Bakers 


Franchise Corp. is using newspa- | 


pers, radio and tv for a three- 
month campaign for Lite Diet 
bread, starting this week. 

Theme for the campaign is 
“With Lite Diet on your table 
there’s no need to give up bread.” 
Once-a-week insertions, ranging 
from 1,000 to 200 lines, have been 
scheduled for more than 200 daily 
newspapers. Spot radio will be 
used on a saturation basis, with 
15 to 30 one-minute and 30-second 
announcements a week on ap- 
proximately 150 stations. On tv, 
the company will co-sponsor “All- 
Star Movie” (WATV) seven days 
a week, augmented by one-minute 
spots on 15 stations across the 
country. 

A new radio jingle has been 
created, utilizing a ten-piece band 
and a quartet of singers. Emil 
Mogul Co. is handling’ the 
account. e 


CAPTIVE 
AUDIENCE 


Potential customers are 
comfortably seated, re- 
laxed, with all eyes focused 
on your commercial. 


THEATRE SCREEN 
ADVERTISING 


DPA 


1032 Carondelet Street 
New Orleans, La. 


Johnson & Johnson Runs 

| Booklet as Drug Trade Ad 

| Johnson & Johnson, New 
Brunswick, N. J., is ‘inserting a 
12-page booklet on selling baby 
products in the March issue of 
|\Chain Store Age, drug edition. 
The booklet, which is easily de- 
| tached, points out that more than 
| 4,000,000 babies were born in the 
U. S. last year, with another 4,- 
000,000 expected this year; that 
there are about 25 babies for ev- 


ery 1,000 people in an average 
city; and that during a baby’s first 
year about $125 is spent on baby 
products stocked by the average 
drugstore. 

The booklet suggests how drug- 
Stores can build baby product 
sales through displays, manufac- 
turers’ promotions, etc. It is also 
suggested that the store establish 
a community baby center which 
provides a baby weighing service, 
a lending library on baby care, 


| 


and a decorative stork which can 
be loaned for showers. Young & 
Rubicam, New York, is_ the 
agency. 


Two Publishers Name Wheizle 

Maclean-Hunter Publishing 
Corp., Chicago, has appointed Ed- 
ward Whetzle, 923 Cordova Ave., 
Dallas, southwestern sales repre- 
sentative for Rock Products and 
Concrete Products. Grier’s Alma- 
nace Publishing Co., Atlanta, pub- 
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lisher of Grier’s Almanac, has 
named Mr. Whetzle advertising 
representative for Texas, Okla- 
homa, Arkansas, New Mexico and 
Colorado. 


KMOX Moves Studios 

KMOxX, St. Louis radio station, 
has moved its studios and offices 
to a new location at Ninth and 
Sidney streets. The station had 
had offices in the U. S. Army Sup- 
port Center for the past 25 years. 


WHAT TO BUILD 


-* 


HOW TO BUILD IT 


OS ee ee ae ee ee gle Ee ee a 
pie er ns SN ee a an, Bete ee Sa 2S ee “ee ere: co te. cok Mit ee te mien: "Meee je St eee Se 
ee en eT Oe ie ee ee a ae 
i 40 ee ; 
cha 
aie i 
Be GO AHEAD..WEIGHT WATCHER | a 
i. alee PSs. : 
a i 3 _ zs R ¥ | . 
ue _— | —— ~< 
ios R % = ig 9 a 
my ae ‘ o ey on : a ; 
an SS , , | DE ER RS EN ES LPR Sa pM A I ea a ; 
wae 
— 
Sit { 
5 ttitiew 6 ¥ , a j 
. aon m4 eee ee - bs & rh ee | | 
, Seatencenmaneete ~, — 
a pen etre ome a | 
ee 3 SSS aiees | ee er .) 
ae IMPRINT a seaman mma ae 
fae | AV, 
“es 7 a 
ees “a ¥: Sf e . S ’ 
me : . a Pe: ‘ - ’ L's, aa* eee Py 08 ig OT ee ee  : Poe. Oe 
3 vee RNa Se cg PA 2 tee ne a ee kaha 
= | ee re i ee se stn. ~~ gf OP tp’ 4 
a a th ee lw eA ana”. ma’ de fo on, i 
ae c ee We F ‘sy eta anaes “a rae = eo aT 0 eee th 
Ga, b et - é Bg : Vr =, a se > ee 1 o oigs i Nas « - ae peony 7 — i 
" ee ae 
—e | ate ae z - “4 Ne ener es Ase eed a> 
oo Ne *®& id | Sr a eS ety wt | 
er oe oe ace SOT LS oe : ot | 
arya: se \ ; re i. » os <TH, ww. SoS. eo a “la ‘ =a P 
: <, . ps ” J hic oe ‘ . - ee; i . : P wa’ Es 
nas /) i : : vas SS ge “i XY 2 
ais SAY Fi Sh IO a 8 : 
. Va pot oie Tees a SSS ey , 
a eS Se Bh eee OSes” Oe 2 \s ' 
rae J Se Si Ss irra a | ea 
ant a hale a «* is ye ee: go ee! ee ad =~ A & 4) — \‘ a 
= by eee | aw ln. SAWS ZZ wr) 
- :, Z ms iy x cs Sh SWS Gpe < : 
Rar 4 < ? 1 ea ay . . = “ of : 
i i,>. © <A a 5 ie SQ: oS L255 | Ae * 
oe . , 4 q « ele ane Nl Lf al o 
aa / — <8 % re OE SO : 
t aE _ , \ 2 S “2 ‘ ~ 5 or L/ . vo Be . > ky 
wi 3 WA ba FA Re) Ln | 
ES ber — = + » \ J 
re = FS see RS Y, ’\ Ly 4 Lol : 
* : - _ ee. ~! — ae all . Pde . . ee —— : 
hie a —~ SSS se ». Oy =i SNS 3 
hy, <= \ > — ae Ne om . > <-> U =>" * 
oop | . > = bit - ‘ . A aN a < 4 ee 
oe a SN ; oa acne ‘ * + _ — 
ode >» * ‘ , ar ahead —e ; ~~ ce, 
iis er eee SS S te ——_ ot ~K * o : 
: y ~~] WN) alae . i: . : SAL Ns wai x —~ 
m ot. “ASS Za ts my X | 
ee { cS C i", , *s ich es :. < x . *. mek ' AN 
on )\ SG : sae pe a ¢ 
ik ad . ie 64" > a.) © ~ . 
es Ws @N mt fs ee ‘< 6 Sa SS —— —= 3 
ais j pea fa ‘ of a 
age \ 2 | oe ys “ee = ss 
re — - ee , ~ » . s — Dae 
Ba, ee : a ~ , : » eS wiitiine i aati 
“ses . , ‘ Ros a Xa. ¥ ~~ 4, ae o a ae — pase cee = | is 
— ‘ , : ce on x sy) rR = | : } R => x 4 z "i : aa — ie 
a Raxo Ry ee — or | 
aad s ey 42% am al : c Yee fac t As ae te ; ~ “e . % 4 4 ps eae E * <a Fee 
i 9 te 4 EL i i ete - a _  \) é i . sans Ma ed —— 
eee sz ee cy ae ae: mae 3 A ial mage” | tae 
eae - a aie | ne ae t . ' = tained ems ks 
ie ae . ——~ ae al = 
se _ °  #™ %, ee Eee —| aa 
> . oer * iets ; | ’ " a i —s i Se : * r 1 
ot. cl a es ares en Meee ; Ries — Fr s te me: 
ae t pas ye on ig: oo a, ae “= ae ea 3 or a ‘el i “ | ; ee Bi fe ow 
ace & Bota) | tn ee ee a ; a . Be 
ye ] t th Tete ong ai, Me Vora mutans” « Nos Mi % F 4 see epee : Ae Pe r * 
Bee! a e ° § ¢ lm, seta bad 1°  j}) 1 eee eee of = a & 
Bee) id de i 5 oe. 7 Case es | oe es ri ey oo 
@ ae 7 af isi a ‘ae wally a a oD ta ee oe q she ia } i wee | ae og ae : he aa ae : 
—— foe oie ae, Wa Cae ic Cs 1 llc (<téi‘iéirr Fes aan Ne a a See 
bis , ~ mii is ’ P ‘ - ’ : : a ie : ; ee <a ‘ _ 
tae qg ‘ . t . a il > on me ee 
; ty ee _ 3 Ss aoe Ez . ee 
. . - 2 a an > i. 3 Pee ity. 
s . USE 4 Fig teh. = 7 . ee j ; , wr vhs , | pee ve 
oe ; = ; , 4 mage! eae 
; oS a 4 le [4 - —_ _ w Pees “ ria _ Ley Oe 
cnr __— em = 2 
oe NE, SC ——- 
ner ae ———— . wste. . aiid: So Pons: as 
2 boone rise tt ad —  - 3 cae Ss 
(ead —— ’ ee aye oe 
nf —_ ee = 
Are oo be an = : a eee sp gti ri eT gues ae ee ee eee eo Sere eg IS a eer: Ne Rt eee E C8 yn ee ware re. ig ) "ae — ig i ania 
sede Tes iad Sanit Moms oaek ld) de TLE Ga Be oe See gece ee als RM GOT ET OEE Ok NEE OE nM = gt ce eee ee ee tee ee 
1 | Ree cc 0 cae +c eee cme emer et 8 2 RM A lnm 27) a ee ae 
a eee 


Advertising Age, March 11, 1957 


Radio Bible Class Buys 
Second Network Period 

Radio Bible Class, Grand Rap- 
ids, Mich., acquired its second 
weekly half-hour network radio 
show with the purchase of the 5 
to 5:30 p.m. (EST) time Sundays 
on approximately 150 American 
Broadcasting Co. stations. The 


new series began March 3. 
Radio Bible Class, which began 

its broadcasts on a single 100- 

watt station 


in Detroit in 1938, 


also has a Sunday morning radio 
show, aired on ABC and Mutual 
stations. J. M. Camp & Co., Wheat- 
on, Ill., is the agency. 


Baertschi Replaces Reed 

Hans Baertschi, who has been 
with the Swiss National Tourist of- 
fice in New York for the past seven 
years, has been appointed director 
of public relations and advertising, 
following the resignation of Kenn 
Reed as press director. 


New Rand McNally 
Road Atlas Pushed 
as Giveaway Item 


Cuicaco, March 7—A road atlas 
used to be just a device for help- 
ing the traveler find his way to 
Kennebunkport or Coeur d’Alene, 
but now it has joined the ranks of 
the premiums. Rand McNally & 
Co. is pushing its 1957 book as a 


promotional device for agen- 
cies, insurance companies, movers, 
banks and others. 

The company’s 1957 road atlas 
will be put on sale in 3,000 retail 
outlets March 15. The 120-page 
book, priced at $1.75, will be 
backed by a small budget for 
point of sale displays, window 
streamers and retailers’ co-op ads. 

But in addition, Rand McNally 
is attempting to expand further a 
growing demand for the atlas as a 
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brighter advertising results... 


advertising in the light construction field? 


ing like the American Builder!” 


by-issue to the reader. 


“environment” is everything! 


What is the single biggest factor in the profit-productivity of your 
Builder coverage? No! Even though “nobody covers American build- 


Builder buying power? No! It’s latent power, meaningless until it’s 
warmed up, unleashed ... until it becomes spending power! 

Advertiser acceptance? No! Despite American Builder's gains-on- 
top-of gains since 1950 — its L04-page increase last year—its off-and- 
running ad leadership start in 1957. 
The single biggest factor in the profit- productivity of your advertis- 
ing is “environment”...the living conditions created by the editors 
for your actual advertisements as they are exposed face-to-face, issue- 


Nowhere is this editorial “environment” so right...so vibrant, so 


spontaneous in its impact on reader-responsiveness...as in the 


“WHAT-HOW™ pages of American Builder, Here, and only here 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BU 


among all builder books, do the editors go all out to meet the reader 
... first showing him “What to build”. ..then painstakingly taking it 
apart and putting it together again to demonstrate “//ow to build it.” 
This is the exclusive “environment” that enables your advertising to 
concentrate on just one job... the big answer to “Who makes what it 


takes?” That's why orders move faster, grow bigger here in... 


AMERICAN BUILDER, Simmons-Boardman, New York 7, N.Y. 


ILDER 


(ABC-ABP) 


41 


good will building device for busi- 
nesses. For this purpose the pub- 
lisher will repackage the atlas in 
a cover specially designed to pro- 


buyer. 

An estimated $11.2 billion will 
be spent by motoring vacationists 
alone this year, according to Har- 
mon Woodworth, Rand McNally 
sales promotion manager. This, he 
said, indicates a “lucrative adver- 
tising and merchandising oppor- 
tunity” for use of the atlas by 
business enterprisers. . 


Mitchell Plans Outdoor Push 

Mitchell Mfg. Co., Fort Smith, 
Ark., is planning another nation- 
wide outdoor ad campaign for its 
automobile air-cooled seat cush- 
ions. Its 1956 campaign was the 
first nationwide outdoor campaign 
in the history of the seat cushion 
industry, the company says, and 
the 1957 campaign will be even 
larger, covering 414 markets in 36 
states. Gibbons Advertising Agen- 
cy, Tulsa, is the agency. 


Tops for a 
quarter-century 
... the sign of 
quality in fine 
engraving is... 


Fine Photoengraving 
for over 25 years 
547 South Clark Street 
WAhash 2-6284 


Are you receiving your free copies of 
| “Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 


mote the business of the quantity. 
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Advertising Age, March 11, 1957 


Advertising Pages and Linage in Consumer Magazines 


February and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages a Pages = = Lines 
Feb. Feb. Jan-Feb. Jan.-Feb. Feb. Feb. Feb. ; ’ ’ Feb. Feb. 
1957 1956 1957 1956 195 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies 
64.8 127.6 

68.5 
pony: Total Group S10 BS 1851. 440,285 
22.8 §Page size changed November ’56 from 616 to 420 lines, five issues F 
444.4 

Presbyterian Life 27.0 

The Reporter 38.9 20.433 

The Saturday Evening Post .. 439.9 30 019 

Saturday Review 153.6 6,452 

128.4 
502.8 
as 4 : Outdoor & Sports 
oar sas American Rifleman 
ioasos2 1062057 65,741 ey poo 

Everywoman’s Magazine 

Family Circle 

Good Housekeeping 

Ladies’ Home Journal ........ 5 . ’ . 

McCall's , . . x : , 139.7 

Parents’ ee ee in ot \ . \ A J . 35,565 1 131.1 

Western Family . . ‘ ' ‘ i b—— 

521,577 322,165 503,737 

American Artist ...........: 19.0 316 49.4 62.8 7,977 13,287 20,731 26,352 

American Forests ............ 141 20.4 29.8 32.9 5,922 8,568 12,502 13,818 WEEKLIES GENERAL 

American Legion ............ 229 21.0 31.5 34.0 Bay BR a 4 1957 1957 

MONON © uc cceesvctnauns 599 57.9 1200 1163 7, Y : : 

aiice a de'cs ccedeekiees 139 198 320 29 3 8.144 B33 13,733 15,342 FEB.| 1,043 ! FEB. 

EY wicca, d's oo éecea in 34.1 36.0 62.4 62.4 14,339 3 . . 

Christian Herald ............ 652 388 942 854 27,963 16640 40,348 36,610 JAN.| 860 a JAN.[701 ] 

ee RET 85 108 16.0 14,7 3,602 4,540 6,741 6,197 per a 

a et os pnd 28.0 29.0 86.0 49.0 5,096 5,278 15,652 8,918 56 

Cosmopolitan .............. 261 204 456 398 12189 8734 19,562 17,066 im 1,062 FEB. 

Eagle Magazine ............ 83 ©=-:10.0 16.9 17.6 3,508 4,235 7,126 7,424 

ET « <ocin iv Otel 57.2 55.2 107.9 1065 38,921 37,504 73.431 72.sis 

Elks Magazine .............. 133 15.1 24.0 29.0 5,703 6,474 0.6 

PS ain cs canheeevness 474 512 1081 1169 32,175 34,740 73,577 79,386 WOMEN’S BUSINESS FASHION 

I eis ek sc aabiae 18.5 20.4 32.8 35.5 12,763 14,092 22,621 24,438 1987 rear 

| RS Oa 241 212 49.4 49.2 10,136 8,890 20,748 20,650 

I ae 23.8 5 42.7 42.4 10,221 10,092 18,317 18,187 FEB. FEB. 

Grade Teacher .............. 40.9 39.4 54.6 53.3 18,014 17,375 24,073 23,518 

Harper's Magazine .......... 37.4 38.9 2 654 15,722 16,323 27,370 27,468 ‘ JAN.[329 | 

ey dus... .000s 67.7 687 1468 1328 46,024 46,731 99,793 90,335 

Improvement Era .......... 23.0 245 41.5 41.6 9,646 10,291 17,430 17,474 1956 

sc calc: assent 44.7 33.9 66.1 49.8 30,619 23,207 45,215 34,103 res. EEE 

Motor Boating .............. 105.0 1049 385.5 370.0 61,740 61,704 226,699 217,549 . 

National Geographic ........ 47.5 43.0 77.0 67.3 11,305 10,234 18,326 16,006 

ES En a ics ck dccnl 13.4 2.6 19.8 3.2 5,642 1,092 8330 1300 

NP oss cay nat 24 195 37.1 49.4 9,181 8,366 , ‘ 

Reader's Digest ............ 50.0 250 720 50.0 9100 4,550 13,104 9,100 Detective & Fiction 
Cg ER rrr 15.0 98 25.2 18.7 6,446 4,221 10,808 8,032 Dell Men's Group .......... 11.6 15.2 20.6 25.1 4,966 6,533 8,825 10.782 

— se eeeeeeenrseeeees = ~ re = = yr my 4 a Thrilling Fiction Group ...... 5.8 6.3 13.3 15.5 1,306 1,415 2,996 3,477 
DD éeésedeniwis cecess 6 A . 5 ' . 

ME. c caksctiitiessss.: 1631261241 6.989 84961248016 21S Ve GION 0 ere ceereees 74 aS BS WE CR THE WH we 

Set... tieastiteaarscs . 41. , 9,24 , 3 

mee crseaee seers nn ey re <— c  Y Newspaper Sections (I) 

156 186,355 183,456 (Nationally distributed with Sunday newspapers) ' 
ne aia ease 89.1 853 317.1 3120 52,291 50, . omy ane By ton en. ons tek ee One won ssi 
WAS Groep «>... eanese THOS WEF ZIG THLE WAT WHA T006SIS 970.054 Family Welly ............ 419 284 772 $35 35699 24131 655399 45.490 = | 

{Published bi-monthly. Figures shown are for March issue, and January-March totals. §Formerly Christian Advocate, a weekly This Week Magazine 83.9 799 1472 146.7 71.324 67919 128.127 124.731 \ 
me My “7 rie EE | ee ek ee ........ . : . 4 , ; 

a ee 2 ee ee ee He ee Total Group ............ 1 is 340 «67 «(18S «(71S 263,209 

Home 

Americon Wome ............ 53.1 6.9 90.7 105.0 33,574 44219 57,332 66,356 Newspaper Sections iD 

Better Homes & Gardens ...... 97.8 1132 1604 179.0 61,797 71,572 101,333 113,099 Chicnse wines the — “ — ie ae ae) ae ee 

Mouse Beautiful .......... | 748 992 1134 135.7 47,269 62,707 71,634 85,763 ey Remy 4 as 8 7 —; «a tan op as 

House & Garden ............ 48.7 57.3 76.4 82.5 30,798 36,239 48,325 52,145 arket "ar me . | CAEI 

——S eae 345 435 54.8 69.6 15,368 18,835 24,092 30,359 Total Group ............. 158.4 c) 280.8 383 154645 «131,676 73 BT 

Living for Young Homemakers .. 46.0 60.3 73.2 102.0 29,084 38,087 46,262 64,464 

Popular Gardening .......... 53.1 49.0 964 911 22,288 20,598 40,503 38,278 Comics Magazines 

Sunset ceeeeseesseceeesees O52 118.0 164.1 177.0 _ 44,128 _ 49,568 9.178 _74,505 American Comics Group ...... 70 70 WO WO 2646 2,646 5,292 5.292 
WD 6. a svcodiacnas 513.1 6104 8294 S415 284,306 “341,825 458,659 524,967 National Comics Group: 

tin February, sectional editions were started. Sectional linage totals were: Pacific—15,217; Eastern—15,002; Central— (Total 2 Units) .......... 161 132 30.5 22.6 6,121 4,974 11,602 8,564 

15,573; Southern—15,145. National linage totals shown above includes sectional linage adjusted to its national equivalent. Yt ~ "pee 8.3 71 16.0 118 3,137 2.676 6,067 4,471 

P< “i” CSeSeyemeyeeae 78 61 14.5 10.8 2,984 2,298 5,535 4,093 

Fashion . a Ree Oe 31 2 “5 %6 6767 7620 16,894 13,856 

eee ae! ae el 58,473 69,369 #Not included in totals. 

er cs kc oben 92.1 1108 1584 161.7 39,513 47,536 67,959 69,388 

Marper’s Bazaar ............ 881 1014 1723 1936 55,691 64,055 108,884 172.518 Canadian National Weekend Newspapers (Rotogravure Linage) 

Mademoiselle veveseees 205.5 125.0 135.7 «174.7 45,254 = 53,625 58,215 74; A SE es 543 57.2 87.9 95.2 54277 57,183 87,864 95,196 

VOGUE seeseeeessereeeeeens 1924 1941 307.1 289.6 «121,586 = 122,657 = 194,095 182,988 ep WR nds coiceoses 7.7 4545 1172 04.2 62.743 51.817 102,512 89.532 
We GRRGD x. ccs vcecsee 556.6 627.7 9098 S813 206812 329,230 487,626 519,009 Weekend Magazine .......... 79.3 718 1352 1189 77,302 69,991 131,892 115,975 

a are 2053 1835 3403 383 194322 178991 222.268 300,703 

Movie-Romance-Radio 

Dell Modern Group: Canadian 
Motion Picture & TV Magazine 21.8 20.2 32.1 29.2 9,361 8,657 13,802 12,501 Canadian Home Journal ...... 23.2 27.9 53.2 57.9 15,776 18,972 36,176 39,372 

Fawcett Women’s Group: Canadian Homes & Gardens . . 26.8 29.9 55.5 515 18243 20,377 37,737 35,026 
True Confession .......... 26.6 269 38.8 35.4 11,399 11,523 16.615 14,991 GUND ka co ca sesaticysss 37.8 40.2 57.6 59.3 25,724 27,343 39,193 40,302 
Modern Romances ......... 19.5 143 22.4 18.5 8,357 6,117 9,601 7,903 Rss hs hinge daroses 245 31.0 53.5 49.0 10,510 12,287 22,951 23,469 
Modern Screen ......... 8.4 5.8 16,7 10.8 3,588 2,501 7,163 4,660 ok. dkil 672 711 151 1131 45,697 48,375 78,266 76,920 
Sereen Stories .......... 5.7 5.1 114 8.8 2,442 2,177 4,873 3,778 WN pape Ficiedes+ sees 37.3 257 57.8 67.8 25,341 17,464 39,307 46.107 

Hillman Romance Group 2.7 41 3.2 4.7 1,169 1,770 1,396 2,043 Revue Moderne .............- 19.3 21.9 34.6 329 13,095 14,907 23,545 22,401 

ZHillman Women's Group 23 221 37.1 33.9 10,027 9,067 15,942 14,577 LaRevue Populaire .......... 16.1 20.7 27.2 317 11,272 14,480 18,640 22,181 

Ideal Women's Group: Reader’s Digest: 

Intimate Story 241 8 626.9 36.8 38.5 10,355 11,519 15,774 16,503 English Edition .......... 628 70.0 973 153 11420 ~# 12,740 17,699 20.975 

Movie Life ..... ' 21 26.6 43.8 36.1 12,054 11,390 18,797 15,490 French Edition .......... 655 695 105.0 1183 11,921 12,649 19,110 21.521 

Movie Stars Parade . 21 265 43.8 36.2 12,054 11,382 18, 15,550 OOM isi cckasccesdsiis>- 25.2 29.8 415 50.4 17,644 20,877 29,198 35,320 
Personal Romances ....... 245 268 36.9 38.5 10,509 11,515 15.843 16,499 CUNO ness vkisrsose 128.7 130.7 2205 2819 54,040 63,035 92,575 118,405 

TV Star Parade ........... 23.5 22.7 35.1 31.2 10,081 9,753 15,038 13,377 Total Group S44 saa cs8 1,021 260.683 283.506 A397 $01,999 

ee RD er re ee ee ee Pe oh ee ee , 

H#Revealing Romances .... 25.7 24.7 35.8 33.4 11,004 10,537 15,322 14,230 F 

IT 26.0 25.7 36.1 34.5 11,118 = 10,955 15,452 14,738 oreign 

Silwer Sereem ... ©... 6 ccc cue 14.6 10.5 — —_o 6,018 4,500 a —— Life International: 

True Story Women’s Group: English Edition .......... 60.1 676 1189 110.7 45,985 80,835 75,310 
re sos scene 40.4 376 55.5 565 17,339 16,138 23,787 24,219 Spanish Edition .......... 547 39.0 1220 1228 37,315 26,520 83,045 83,470 
TV-Radio Mirror ......... 214 30.0 30.1 40.7 9.177 12,885 12,911 17,465 Mecanica Popular (Spanish) .. 27.5 25.7 54.5 43.2 6,152 5,748 12,208 9,668 | 
True Experience ........... 23.0 333 32.4 44.6 9.863 14,278 13,894 19,120 Mecanique Populaire (French) 23.0 225 475 46.5 5,152 5,040 10,640 10,416 
True Love Stories ......... 22.9 329 33.2 44.1 9.828 14,098 14,226 18,919 #Populaer Mekanik (Danish) . ‘ss a= 115 — ie ee 256 ——— i 
True Romance ..........: 214 322 31.3 43.6 9,179 13,819 13,438 18,694 #Popular Mekanik (Swedish) .. 9 = 17.0 onsen 2s 1 i 
GPE Te ihccséscccess 92 578 91.6 86.6 29,689 24,781 39,303 37,132 Reader’s Digest: "oi ee em sities i 

ee me MI OMS lULhMSlCUM CULO OCCUR Ga isiscin.. 2 oe 56.0 110 4, . | 
se | Ee sc... 305 315 640 610 SS5l 5733 11668 11,102 
SET Bhd ctnedhded aes 43.0 42.0 89.0 87.0 7,826 7,644 16,198 15,834 1 
Business dina ch acces ess 498 659.0 6931 105.0 8.954 10,738 a | 
SEEN sébnévivtacs<s 53.0 685 1095 138.0 9 \ . 

CT bocce esos ccccceses 78.0 711 146.2 164.5 51,302 46,682 95,925 107,939 Caribbean Tee. SN $4.0 65.0 90.0 114.0 9.828 11,830 16,380 20,748 | 

Business Week ..........:. 4709 4221 8855 809.3 197,774 177,299 371.901 339,915 

GDun's Review & Modern Industry 834 69.8 147.3 1235 35,039 42,966 61,873 76,092 (Continued on Page 44) 
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PHOTOGRAPH FROM LIFE WULY l1, 1955) BY ALLAN GRANT 


PRICELESS 


Jean Anne Evans stands about'8 hands high. But she rides cow 
ponies. Rode Bryan here when she was a month old. Still treats 
him mighty special. 

They make a priceless picture, these two. The kind of LIFE 
photograph that you spontaneously store in memory—to recall 
with pleasure again and again. 

That’s why people respond to LIFE. Pictures and stories have 


a vivid, memorable impact. Readers feel, share and live each 
story fully. 


PEOPLE RESPOND TO 


That’s what makes LIFE America’s largest weekly magazine 
—and most powerful advertising medium. Each week, readers 
look, think and respond . . . to LIFE’s memorable pictures, mean- 
ingful words and advertisements that make a lasting impression. 


1. Only LIFE is bought by 5,740,000 people, and it is read by 26,450,000 
people every week. 

2. Only LIFE reaches so many good buying prospects week after week — 
38% of all people in the $7000-and-over income group—almost twice as 
many as are reached by any other weekly or bi-weekly magazine. 

Sources: Publishers’ Estimate (July-Dec., 1956); A Study of Four Media. 
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Southern Hemisphere 

Swedish 
Time-Atlantic 
Time-Latin American 
Time-Pacific A 

Total Group 2,781.6 “2816.7 ~382,297 ~ 365,787 ~739,422 ~ 732,156 
ZNot included in totals. ||/Prior to July, 1956, the French edition had two sections, Paris and Provincial. 
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Tucson, March 5—James A. 
Brewer, 70, treasurer of the Ad- 
vertising Club of New York for 
18 years and board chairman and 
a founder of Brewer-Cantelmo 
Co., New York specialty book- 
binding company, died at his 
home near here today. He retired 
from active business in 1949. 

A former commander of the Ad- | 
vertising Men’s Post 269 of the | 
American Legion, Mr. Brewer was 
active in county, state and na- 
tional Legion affairs and was the 
holder of a membership in the 
French Legion of Honor. 


JOSEPH A. KOWALSKI 
Wuirte P.iains, N. Y., March 6— , 
, ’ O'Brie Head 
Joseph A. Kowalski, 66, veteran ? 
newspaper representative and for- | PICK AN AGENCY—Nine men, each representing a New York advertis- tising; Victor Piotrowski, Dancer-Fitzgerald-Sample; Russell O’Brien, 
mer board chairman of the John | ing agency, serve as judges of a newspaper advertising competition Benton & Bowles; Pat Gorman, Bryan Houston Inc.; Ralph Head, 
Budd Co., died here today after a| sponsored by McCall’s and Super Market Institute. The nine: Sher- Batten, Barton, Durstine & Osborn; Wallace Rigby, McCann-Erick- 


long illness. _| wood Dodge, Foote, Cane & Belding; William Nevin, Compton Adver- son; Stanley Arnold, Young & Rubicam; Daniel Shea, Lennen & Newell. 
Born in Chicago, Mr. Kowalski 


started his career with the Budd , 
company in 1918. After holding Brunswick-Balke Boosts 000,000, however, were $8,000,000 ing F&S&R last fall was a partner Sets Trial Co-op Plan 
numerous positions, he became | Four to Ad, Sales Posts less than in 55. ' : in Wright, Campbell & Suitt, Chi- 
president of the newspaper rep- Brunswick-Balke-Collender Co., President Frank Prior explained | cago, has been named creative di- 
resentative company in 1945. He| Chicago, has appointed Gayle the slightly lower earnings by not- rector. Robert E. Wilson, currently will run an experimental coopera- 
became board chairman in 1952| Neubauer advertising manager of |! that gasoline prices in '56 did ; with Ruthrauff &| ative newspaper ad program from 
and retired two years ago. its school division, in charge of all | 2°t Support increases in wages and m Ryan and 15) april 1 to May 15. The company 
He moved here from Chicago | advertising and printed material |°the® costs. This was especially | years with Young | wil pay a maximum of 3% of net 
12 years ago. He was a longtime | for Brunswick’s line of school fur- | Ue, he said, in the 10 months be- | & Rubicam, | pinings to certified dealers on all 
member of the Newspaper Rep-|niture, classroom cabinets and |!ore the Suez Canal was closed, March 15 Joins! regular goods only. Each adver- 
resentatives Assn. of Chicago. gymnasium equipment. Miss Neu- | @UTing which heavy imports of | eee) =the agency as eX- | ticement must be not less than 
bauer has been senior copywriter Middle East oil tended to depress | ™ ecutive art direc-| 400 lines, and layout and copy 

in charge of creative activities for | the market. ‘ ° tor. /must be approved in advance by 
Brunswick school furniture since ke ¥ Burton Schel-| the company’s advertising depart- 
1952. F&S&R Expands Creative fee =lenbach, @ VP,/ment. Fuller & Smith & Ross, 


The company also has named | Services with 5 Appointments : 4 awe ged by the | New York, is the agency. 
FREE! FREE! W. M. Miller and R. J. Paige sales ' ee | 
d nd The Cleveland office of Fuller &| yiniom w. Suit tor of marketing 
oe a woe Bar ngs wry cchun,| Smith & Ross has made five ap- of the Cleveland | Standard TV Names Cushman 
yao Mma 804 peo DE Ware pointments designed to expand | office, has been named to the ad-| Standard Television Leasing Inc., 
An Important Announcement From ner sales manager of the gymna- creative services and broaden the | ditional post of plans board chair- Chicago, has appointed Aaron D. 
Crane-Gallo Artist Supplies sium products division. Mr. Miller man. Robert C. Blumer and)| Cushman & Associates, Chicago, to 
Our Brand New, Beautifully Illustrated |! formerly was merchandise man- ’ Merritt Johnquest, formerly ac-| handle the national promotional 
192 page catalog is off the press . . . ager and Mr. Paige assistant mer- m™j|count executives, have been ad-|and public relations program for 
the most complete and up-to-date || -Handise manager for school fur- : vanced to copy supervisors. | its new closed circuit tv division. 
a = op Supplies ond |! niture, and Mr. Warner previously . 
afting Materials oe . 
© A written request on © was assistant sales manager of 


Sf dt || somos poset Mey \Qaln | BERNARD P. GALLAGHER 


ARTIST Sales Rise, Earnings Fall caiiiinass ..oatih...tmmaani 
Crane-Gallo syppies | for Standard Oil (Ind.) aes a 
110 West 31st Street, New York 1, N. Y. Standard Oil Co. (Ind.) report- ' egotiator APPRAISALS — FINANCING — COUNSEL 
Lockawanno 4-9476 , : CONSUMER & BUSINESS PUBLICATIONS 

oe tan ’ ed income in 1956 of $1.912 bil- Burton Schellenbeck Robert E. Wilken 

GRACE RITON  “ANT-Ooeanic, | |lion, a 5.4% increase over 1955 and : 147 West 42nd Street, New York 36, N. Y., Lackawanna 4-1631 

“LACEY-LUCI" “CAMERA LUCIKON" the company’s highest volume to|scope of plans board activities. | 
\date. The year’s earnings of $149,- | William W. Suitt, who before join- 


A. & M. Karagheusian Inc., man- 
ufacturer of Gulistan carpet, 


the 
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ee Rate TE TT SIT Feb. Jan.-Feb. = Feb. nF. ning 
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For R.O.P. Spot and Full COLOR... 


SEVEN DAYS A WEEK 
IN PHILADELPHIA... 


The Evening and Sunday Bulletin 


Complete color service—seven days a week—is available 
in Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. This gives advertisers even more im- 
pact to produce greater sales in the giant 14-county 
Greater Philadelphia market. 


Home is where buying begins. The Bulletin goes home 
... delivers more copies to more people every seven 
days in Greater Philadelphia than any other newspaper. 
Philadelphians like The Bulletin. They buy it, read it, 


trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia, 30th and Market Streets + New York, 342 Madi- 
son Avenue * Chicago, 520 N. Michigan Avenue. Representatives: Sawyer 
Ferguson Walker Company in Detroit + Atlanta * Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Foreign Cars Had Banner Sales Year 


in U.S. in ‘56 with 100,000 Sold 


New York, March 5—From 
Volkswagens to Rolls Royces, 1956 
was a banner year for foreign cars 
in the American market. 

While U.S. auto makers were ex- 
periencing a 25% decline in Sales, 
the foreign makes spurted ahead 
by 60%. 

Year-end figures available last 
week showed that some 100,000 
foreign-made automobiles were 
registered here last year, compared 
to 59,000 in 1955. Foreign cars, for 
the first time, accounted for more 
than 1% of the U.S. market. 

Pacing the advance, of course, 
was Volkswagen, with sales of 50,- 
000. However, the small German 
“people’s car” accounted for only 
half of the 40,000 unit gain. Sig- 
nificant increases were also scored 
by MG, from 3,000 to 6,000; British 
Fords, from 2,200 to 4,200; Mer- 
cedes-Benz, from 1,350 to 3,000; 
Hillman, from 2,800 to 3,400; Re- 
nault, from 780 to 2,500, and Tri- 
umph, from 1,300 to 2,300. 

Jaguar, with sales of 3,680, held 
its own. Austin-Healey and 
Porsche, with sales of 2,800 and 
2,000, respectively, each had in- 
creases of about 600 units. 


® New entries also found the cli- 
mate favorable. The Swedish Vol- 
vo, which was just introduced last 
year, had sales of 1,600—almost all 
of them to California buyers. The 
French Simca, now produced by a 
company partly owned by Ford, 
soared from a puny 260 in 1955 to 
2,000 last year—these sales also 
coming almost entirely from Cal- 
ifornia. 

It was even a good year for the 
expensive, prestige makes. Rolls 
Royee found 75 buyers, compared 
to 32 in 1955, and 85 Bentleys were 
sold, compared to 31 in 1955. 

All of this does not add up to any 
advertising success story. With a 
few exceptions, notably Jaguar, 
the foreign car manufacturers 
have come here prepared to spend 
as little as possible on advertising. 

Volkswagen, which leads the 
field, has yet to bill a penny’s 
worth of advertising at Cole, 
Fischer & Rogow, its agency. The 
German company is already Selling | 
all of the cars it can ship here, so | 
it feels it can do without the pro- 


INDUSTRIAL 
REAL ESTATE ? 
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lication is read by 
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Get the facts} 


TRAE EIOC 
WwoRILDYD 
515 Madison Ave., N.Y. 


motion. 

Mercedes-Benz, another Ger- 
man company, is also a non- 
spender. 


® British Motor Corp., the General 
Motors of Britain (Austin, Morris, 


MG and Riley), is certainly no GM 
when it comes to advertising. 

1957, however, may see some 
beefing up of ad budgets. Stand- 
ard-Triumph intends to spend 
more than $250,000 promoting the 
Triumph sports car through its 
new agency, Gore-Serwer (AA, 
March 4). More billing is also ex- 
pected from Rootes Motors (Hill- 
man and Sunbeam), which recent- 
ly switched its account to Erwin, 
Wasey & Co. 

Renault will also be spending 


more, through Mann-Ellis Inc., in 
spot radio and newspapers. The 
State-owned French producer has 
sent over Robert L. Lamaison to 
direct the American operation and 
he has announced a sales target of 
20,000 units for 1957. Renault is 
pinning its high hopes on the new 
$1,645 Dauphine. 


® Jaguar, the leading foreign car 
advertiser, has imposed a three- 
month moratorium on advertising 
as a result of the fire which rav- 
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aged its Coventry plant, but its 
over-all 1957 budget will not be 
cut (AA, March 4). Cunningham & 
Walsh is Jaguar’s agency. 

Newspapers have been getting 
more foreign car advertising. 
Jaguar, Rootes, Renault and Brit- 
ish Ford have all been spending 
more in major market newspapers. 
J. Walter Thompson Co. is the 
British Ford agency. 

In the magazine field, The New 
Yorker and Sports Illustrated con- 
tinue to be the favorite books, 


WARM 


Real estate companies, home builders, archi- 
tects and home financiers are all finding out 


* ae 


ads warm pulling power. 


; that Friday's Daily News home pages give their 


Forecast: for ALL 


advertisers—plenty of well-constructed results, 
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HERE ARE THE KEYS TO... 


Here the Daily Sows 


f 
red above is the front page © 
the ee News prize-winning National 
Home Week section. Over one hundred 
newspapers competed with the “News 
for the top award in the contest division 


fattes at thete Raturdey “home work” te typtent Cot 
eats ere tm Delow wn 


tn the postwar cre 
2 cemers catches (newer 


covering black - and - white special sec- 
tions. It is one of several big, a 
tion-packed Friday home sections pu 


lished by the “News” each year. 


milies Saw This 


” -— 
chap beer bs paiated ap by National Homer Werk 


Real estate editor Al Jed- 
licka, and Joseph Weresch, 
feature department makeup 
editor, were the two men 
mainly responsible for the 
‘News’ winning first place. 

% og + 
TOGETHER they turned the 
home section pages into an 
effective selling tool. 

s is important news for 
catnenl ponteoics ae with the 
building industry. It means 
a bigger and better reaction 
on the part of the public. 

Vernon V. Sherman, 
ssuneell of Vernon V. Sher- 
man & Co., builders, says 
about the Daily News: “I am 
more than pleased to express 


your wonderful home selling 


ing our homes in the past.” 


Editors Turn H 
Into Worthy Ac 


my thanks and gratitude for 


edium and for the tremen- 
yon success we've had in sell- 
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from the standpoint of expendi- 
tures. 

In 1956, foreign cars accounted 
for $399,031 in magazine advertis- 
ing, according to Publishers In- 
formation Bureau figures. The big- 
gest advertiser. was Jaguar, with 
expenditures of $83,000. The for- 
eign car advertisers placed 128 
pages, compared to 103 in 1955. 

The bulk of foreign car sales 
continue to come from the coastal 
states. California accounted for 
34,000 registrations in 1956, about 


one-third of the total. New York 
was second with 13,500 registra- 
tions, followed by Florida (4,900), 
Pennsylvania (4,200), New Jersey 
(3,450), Washington (3,250), 
Massachusetts (3,250) and Mich- 
igan (3,000). 

Volkswagen, alone among the 
foreign cars, has some kind of a 
national spread to its sales. Last | 
year it sold 35 cars in North Dako- 
ta (the worst state for foreign 


car sales), 40 in Wyoming, 70 in| Austin-Healey 
South Dakota and 80 in Missis- | Renault 


sippi. In Montana, it sold 300 of the , Triumph 


350 foreign cars sold there. 
Here are °56-’55 unit sales fi-| 


gures in the U.S. for the top ten 

cars: 
1956 1955 

Volkswagen ....... 50,000 29,000 

BED ccuilcs de ates ce 6,000 3,000 

British Ford ....... 4,200 2,200) 

pS ee an 3,680 3,580) 

ED so WERK 6 cee 3,400 82,800 

Mercedes-Benz 3,000 §=1,350 

Frat. 2,800 2,200 

Piha. | ee 2,500 780 


1,300 
1,450 


Porsche 


Murphy to MacFarland 
Thomas J. Murphy has been ap- 

pointed to the planning and cre- 

ative staff of MacFarland, Aveyard 


& Co., Chicago. He formerly was 
with Ruthrauff & Ryan as crea- 


| tive supervisor on accounts includ- 


ing Chance Vought Aircraft, 
American Kitchens, Old Forester 
and Early Times whiskies, Tums 
and Serta mattresses. 
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Supreme Court Voids 
Michigan Law on 
‘Obscene’ Books 


WaAsHINGTON, March 5—The U.S. 
Supreme Court last week reversed 
the conviction of a Detroit book 
seller, Alfred E. Butler, for selling 
a book judged obscene by Detroit 
police. The police acted under a 
Michigan law enacted to protect 
children under 17 from being “cor- 
rupted” by books with scenes of 
crime, violence or sex. The court’s 
decision in effect makes the law 
invalid. 

There was no dissenting opiniun 
in the court’s ruling. 


® Justice Felix Frankfurter wrote 
the opinion of the court. He said, 
“The incidence of this enactment 
is to reduce the adult population 
of Michigan to reading only what 
is fit for children. It thereby cur- 
tails one of those liberties of the 
individual. . .that history has at- 
tested as the indispensable condi- 
tion for the maintenance and pro- 
gress of free society.” 

The book which Mr. Butler was 
convicted for selling was a paper- 
bound edition of “The Devil Rides 
Outside” by John Howard Grif- 
in. © 


Premium Assn. to Release 
Results of Premium Study 
Results of an over-all study of 
premium use and supply will be 
made public on April 3, according 
to the Premium Advertising Assn. 
of America, sponsor of the study. 
The study is based on mail ques- 
tionnaires to 14,894 companies 
supplemented by personal inter- 
views with a cross-section of 248 
companies to check on the validity 


|of the mail response, the associa- 


tion says. 

Premium users, including na- 
tional advertisers, direct sellers, 
retailers and trading stamp com- 
panies; premium suppliers, and 
advertising agencies were included 
in the survey. Major findings will 
be published in business papers. 
A complete report will be fur- 
nished to members of the associa- 
tion and copies of a 24-page report 
will be made available by PAAA, 
515 Madison Ave., New York, for 
$1 each. 


Parents 


MAGAZINE & PawmiLy HOME GltDE 


Biggest 
April 
Advertising 
Revenue 
in its 
History 
completing a 
revenue gain of 
15% for the first 
third of 1957 


1,700,000 


CIRCULATION 
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English-Language TV, 


San JUAN, March 5—The adver- 
tising business in Puerto Rico grew 
by leaps and bounds in 1956, and 
all signs point to even greater 
gains in 1957. 

At present there are 21 agencies 
in San Juan, of which five are 
branches of mainland agencies. 
McCann-Ericksen Corp. is the big- 
gest, followed by Young & Rubi- 
cam, J. Walter Thompson Co. and 
National Export Advertising Serv- 
ice. The newest of the five, Goth- 
am-Vladimir Advertising, opened 
its doors Feb. 1. 

Among local agencies, the two 
giants, with billings exceeding $1,- 
000,000, are Publicidad Badillo and 
West Indies Advertising. Badillo 
has the highest billing on the is- 
land, an estimated $1,500,000. 

The two largest advertisers in 
Puerto Rico are Colgate-Palmolive 
and India, a local beer handled by 
the West Indies agency. Each 
spends in the neighborhood of 
$500,000. 


s Colgate places its advertising 
directly here. It is one of the few 
advertisers in Puerto Rico still able 
to get 15% commissions from vir- 
tually all media on advertising 
placed directly. 

Another large advertiser here is 
Procter & Gamble, which uses Mc- 
Cann-Erickson and Publicidad 
Obelleiro Carvajal. The latter is 
a separately incorporated agency 
which handles only P&G business, 
although the soap company insists 
it is not a house agency. 

Research is a fairly new word in 
Puerto Rican advertising, but there 
are now four companies involved 
in it. The largest of these is the 
Business Research Institute, a local 
company whose main function is to 
publish radio and television rat- 
ings quarterly. It uses the coinci- 
dental system, based on 1,160 in- 
terviews per hour per day. 

Its largest competitor is Tele- 
pulse, which entered the field last 
September. There has been an in- 
teresting exchange of barbs be- 
tween the two companies, with 
BRI claiming that Pulse, being a 
mainland outfit, cannot compose 
an accurate sample here and Pulse 
suggesting that its sample is a 
great deal more accurate than 
BRI’s. Since the two surveys vary 
considerably in their tv ratings, 
agencies are carefully studying the 


situation. 


full color 
by 
CROCKER 


New, exclusive Crocker Mirro-Screen 

plates, used in our COLORFORM process, 

can give you full color sales-appealing 

advertising and sales material at the 
price you're now paying for 
2-color material. 


H. S. CROCKER CO., INC. 

San Francisco, 720 Mission Chicago, 350 N. Clark 

Los Angeles, 2030 E. 7th New York, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Researchers Highlight Puerto Rico Ad Scene 
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Two Stations Join CBS Radio | mary affiliate, replacing WFEA as 
KSIX, Corpus Christi, Tex., has | the CBS outlet in Manchester. 
one Carl S. gr eniae joined CBS Radio as a secondary 
1 ta en ,000 Question, , . affiliate, replacing KEYS as the| Dan River Mills Names Two 
For the first time television is Beat the Clock ....Hazel Bishop, Raymond | network’s affiliate in the market.| Gloria Harnick, formerly an ac- 
beginning to present a substantial Spector. KSIX, already an ABC affiliate,| count executive with Daniel & 
number of English programs The domestic U.S. agencies are| will remain a primary affiliate of | Charles and Lester Harrison Inc., 
(kines from the mainland). placing this business through CBS| ABC until October, 1957, when it| has joined the advertising and sales 
WKAQ-TV, CBS affiliate here, | in New York. In Puerto Rico, how-| will become a primary CBS sta-| promotion division of Dan River 
now has the following lineup: ever, Schlitz advertising is being | tion. KEYS now is operating as an| Mills, New York. Pete Weisman, 
| Love Lucy ....General Foods, Young &| handled by Gotham-Vladimir, | independent. WGIR, Manchester, | previously with Wellington-Sears, 
Rubicam; Procter & Gamble, Obel-| Winston by the Brown Agencies,|N.H., also has joined CBS Radio|has rejoined the sales and mer- 
leiro Carvajal. Revion by Publicidad Correa and | as a secondary affiliate, and effec- | chandising department of the com- 
Schlitz Playhouse ....Schlitz, J. Walter | Hazel Bishop by Badillo. e|tive July 22, will become a pri-| pany. 


Multiplying Agencies, 


Thompson. 
Bob Cummings ....Winston, Wm. Esty; Col- 


ae 
- 


py a ae 


should you advertise in aviation's 


Here are eight questions frequently asked in the course of 
evaluating any annual reference work. The answers may help 
you decide whether you should advertise in AVIATION AGE 
RESEARCH AND DEVELOPMENT TECHNICAL HANDBOOK. 


©. 1. Isthis an established reference 
or just a publisher’s “gimmick”? 


A. The 1957 Aviation Ace RESEARCH AND 
DEVELOPMENT TECHNICAL HANDBOOK has 
evolved from four annual editorial projects dat- 
ing back to 1953. Before this time no compre- 
hensive account of the aviation industry’s 
research and development activities had ever 
been published. So to provide aviation’s tech- 
nical management men with a detailed report, 
“AVIATION AGE: Key To SurvIvAL— AVIATION 
R=SrARCH AND DEVELOPMENT” was published 
in June 1953. This was followed in July 1954 
with a Special Progress Report on the same sub- 
ject aad in 1955, with the AviaTION AGE 
RESFAICH AND DEVELOPMENT TECHNICAL 
PLAN ‘LiG HANDBOOK. 


Enthusiastic reader acceptance of these efforts 
led to the June 1956 “Aviation AGE—RESEARCH 
AND DEVELOPMENT TECHNICAL HANDBOOK”— 
the result of 3 years of field contact and editorial 
study. This work provides an annual review of 
research and development trends for aviation’s 


technical management as well as a prime source 
of technical information about materials, com- 
ponents, equipment, systems and specialized 
engineering and productive services. 


©. 2. Is there evidence that this 
Handbook is really used? 


A... A study conducted months after the 1956 
Handbook was issued presents a factual record 
of long term use: establishes the Handbook as 
a valuable year ’round reference. Here are six 
indications of advertising value: 


a. lasting reference 
% of the respondents had used the 
Handbook and planned further refer- 
ence to it. 
b. frequency of use 
Over 50% used it from 10 to 30 times— 
some as much as 100 times. 
¢. readership 
27% spent 4 or more hours with it 
% spent 2 to 4 hours 
14% spent a minimum of 1 hour with 
the Handbook. 
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Associated Artists Names 3 
Associated Artists Productions, 
New York, tv film distributor, has 
appointed Leonard E. Hammer an 
account executive in its national 
sales department and Marguerite 
Tazelaar to its publicity staff. Mr. 
Hammer formerly was with 
WABC-TV, New York. Miss Taze- 
laar previously handled publicity 
for WRUL, New York. Alvin Suss- 
man has been transferred from the 


southern markets. 


Watt Buys ‘Avicola’ 

Watt Publishing Co., Mount 
Morris, Ill., has bought Guia 
Standard de la Industria Avicola 
from Lynnes Publishing Co., Elm- 
hurst, Ill. The publication, which 
will be known as Industria Avicola 
(Poultry Industry), has been a bi- 
ennial pocket-size directory for 
dealers, distributors and importers 


company’s central division to the |in Central America, South Amer- 
eastern division sales staff to cover li ica, Portugal, Spain and the Phil- 


ippines. It will now be published 
as an annual in standard magazine 
size. 


Adam Young Forms Subsidiary 

Young Representatives, a new 
subsidiary of Adam Young Inc., 3 
E. 54th St., New York, has been 
formed to represent radio stations 
located in markets below the top 
50, but within the top 100. Paul S. 
Wilson, who has been with Young 
12 years, will head the new com- 
pany. 


BBDO Stays Stateside, but Brainstorming 
Takes British Agency Brains by Storm 


Lonpon, March 5—Brainstorm- 


|ing has come to British advertis- 


ing. Several agencies report they 
have adopted the brainstorming 
technique originated by Alex F. 
Osborn, of Batten, Barton, Dur- 
stine & Osborn. 

Auger & Turner Ltd., London 
agency, reports it instituted 
monthiy brainstorming sessions 


d. 7 readers per copy 
90% reported an average o; 6 other 
specialists used their copy. 

e. interest in advertisements 


All respondents read the advertise- 
ments. 


f. reader action 

Of those answering the survey ques- 
tion about “action taken”, over 20% 
stated they had contacted manufac- 
turers for further information. Over 
17,000 requests for information about 
products or services advertised or 
mentioned editorially have been proc- 
essed so far by AVIATION AGE and in- 
quiries are still being received. 


3. What’s included in the 
1957 Edition? 


Q./ 


A. Research and development progress re- 
ports—Technical reference tables—Technical de- 
velopment articles— Component and equipment 
reviews— Engineering data reviews— Listing of 
research and development laboratories—Tech- 
nical product and service advertisements. 


4. Is this a “rehash” of articles 
©. which have previously appeared 
in Aviation Ace? 


A. No. The 1957 Aviation Ace RESEARCH 
AND DEVELOPMENT TECHNICAL HANDBOOK will 
be published in addition to the 12 regular issues 
of Aviation AGE and all material in it has been 
prepared specifically for the Handbook. 


©. 5. Is it really packaged as a 
reference work? 


A... Yes. The Handbook cover lists all sec- 
tions with appropriate key letters and page 
numbers for quick reference. Each section is 
separated by a colored divider on heavy stock, 
e«ch of which details the areas covered. Adver- 
tisements are cross-indexed and positioned ad- 
jacent to related editorial material. 


Q. / 6. Who will use the Handbook? 


AX.. The 1957 Handbook will be received by 
more than 50,000 technical management men— 
readers of AVIATION AGE—in the military, man- 
ufactiwing, and commercial phases of aviation. 


With the average of 6 pass-along readers per 
copy shown by the 1956 survey, this Handbook 
will be referred to by nearly 300,000 technical 
specialists in 1957. 


7. How will readers find my ad- 
7) vertisement among 500 adver- 
"/ tisers? 


A. Cross reference indexes will make it easy 
for Handbook users to locate advertisements of 
products or services in which they are most in- 
terested. All advertisements meeting published 
closing dates will appear in appropriate editorial 
sections. 


©. 8. What type of advertisement 
shall I use? 


A. Readers want information they can use 
—an advertisement on a particular product with 
specifications, applications and advantages; a 
multi-page catalog advertisement covering a 
complete range of products—or an institutional 
advertisement defining the scope and direction 
of your company’s activities. 


AVIATION AGE 1957 RESEARCH AND DE- 
VELOPMENT TECHNICAL HANDBOOK keeps 
your product or service information acces- 
sible to aviation’s technical management men 
year ‘round—gives you what you most want 
in a reference advertising medium—a proved 
record of high readership—high frequency of 
use—multiple readership—lasting reference— 
reader action. When AVIATION AGE’S tech- 
nical management readers reach for this 
Handbook be sure your sales story is there. 
For more information or to reserve your space 
—call, write or wire. 


Systems Engineering, Aerodynamics and 
Structures, and Power Plant Sections close 
April 24th. All others May Ist. 


205 East 42nd Street, New York 17, N. ¥.. LY 9 


some months back. Managing Di- 
rector Hugh A. Auger described 
them as “lively and rewarding.” 
After the technique came to the 
agency’s notice last year, it veri- 
fied the procedure with BBDO and 
then introduced similar sessions 
here. 


® Another London agency using 
the technique is Smiths’ Advertis- 
ing Agency Ltd. Director Gordon 
C. Wilson said: “Some time ago 
our plans board started trying out 
this idea of brainstorming, and so 
far it has worked extremely well. 
I think perhaps the main benefit 
is that the system extracts the 
ideas in about one-third of the 
time of a normal creative session.” 
Smiths’ suggested to anyone 
thinking of using the technique 
that from that agency’s experience 
it is vital to follow up the brain- 
storming sessions as quickly as 
possible by a meeting where the 
ideas are sorted and the good ones 
developed. o 


Gillette Reports 1956 Was 
‘Most Successful Year’ 

Gillette Co., Boston, has reported 
net sales of $200,714,707 for 1956, 
compared with $176,928,594 in 
1955 for gain of 13%. Net earnings 
were up too, in this, the company’s 
most successful year. Net earnings 
after taxes were $31,544,304 or 
$3.40 per share of common stock, 
against $29,031,290, or $3.13 per 
share in 1955. 

Gillette’s annual report to stock- 
holders noted that Gillette Safety 
Razor Co. increased its competitive 
share of the blade business in the 
U. S. and that the Toni division 
“maintained its wide margin of 
leadership in the home permanent 
wave field.” The report said the 
Paper-Mate companies are out- 
selling the next three most impor- 
tant ball point pen brands com- 
bined in dollar volume. 


Calitornia Council Elects 
Southern California Council of 
Outdoor Advertising, Long Beach, 
has elected Arthur W. Goff, Pacific 
Outdoor Advertising Co., as presi- 
dent. Other new officers are Wil- 
liam Purcell, United Outdoor 
Advertising Co., vp; Helen Park- 
inson, Kennedy Outdoor, secretary, 
and Mrs. Lydia Seitz, Universal 
Outdoor Advertising, treasurer. 


_GLEAM SATIN. 
AD BANNERS 


by BOLLYWOOD 


TIRETT 


BANNERS © 


ten oe 3nd Street, New York 16, 
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‘These Things Aren't Shoes’... 


Can—Create ‘Mad,’ 


‘Good Ad Must Carry 
Client as Well as Reader,’ 
Says Ad Exec Hockaday 


By Phyllis Johnson 


New York, March 5—When | 
you’ve written copy for a large 
store, edited fashion for three top 
magazines, handled 100 pages of a 
big catalog and taught at an ex- 
perimental school, what do you try 
next? 

“I guess I really wanted to pub- 
lish a magazine; but I couldn’t do 
that, so I started an agency,” says 
Margaret Hockaday, who founded 
Hockaday Associates in 1949 and is 
one of the few women presidents 
around. 

She started out at Marshall Field 
(by way of Vassar College and her 
home town of Wichita, Kan.) as a 
copywriter for children’s wear. 
“That was when everyone started 
either at Macy’s or Field’s—at 
$25 a week,” she remembers. 

Four years later she migrated to 
New York to join the fashion staff 
of Vogue and, later on, Harper’s| 


switch to mail order merchandis- | P 
ing, handling 100 pages of the) 
Montgomery Ward catalog where | 
she “injected fashion into 
order, started using photographers 
like Dahl-Wolfe, abolished re- 
touching—and found that the 
mail order customer was no longer 


a year behind Fifth Ave.” 


@ When World War II broke out 
three years later, “selling and 
fashion didn’t seem quite right,” 
so she went up to the Lincoln 
School at Columbia University to 


to teaching—worked very well,” 
she recalls. 

At war’s end, however, she was 
back at fashion editing—this time 
for that new publishing experi- 
ment, Holiday, “crier of the new 
leisure.” 

It was then she decided to 
“gather up all the things I’d done 
and put them to use in one ven- 
ture.” With Alvin Chereskin as 
art director (he’s now exec vp), 
she took over a one-chair barber 
shop on the East Side, planted 
some red geraniums in the big 
store-front window and went into 
advertising. Only one thing was 
missing: Clients. 

With no accounts to usurp their 
time, the two embryo agency ex- 
ecutives set about writing and de- 
signing a treatise on “What to 
Wear Where,” a guide for fashion- 
able travelers which Miss Hocka- 
day had tried unsuccessfully to 
induce Holiday to use when she 
was on its staff. 


® Immediately the booklet was 
snatched up as a mailing piece by 
big stores across the country—and 
inevitably Holiday purchased it as 
a reader service and inscribed a 
“What-to-wear-where” editor on 
its masthead. The booklet also sells 
in drug and book stores as a 50¢ 
Bantam Book. 

Hockaday’s pioneer client was 
Capezio Inc., “the dancer’s cobbler 
since 1887,” which was just ven- 
turing into retail stores. “The com- 
pany ran no ads for six years,” 
says Miss Hockaday, “but it grew 
into a nationally packaged brand, 
promoted solely by our non-con- 
formist mailing pieces and dis- 
plays.” 

When a campaign was started in 
56, it sold not shoes, but a state of 
mind. “Buyers kept telling us, 
‘These things aren’t shoes. They 
have no lining, they don’t even 


have a last.’ So we decided if we 


teach social studies to teen agers. | 
“I applied advertising techniques | 


Some People Can't—Hockaday People 


Informal Ads 


|had no shoes to sell, we’d sell a 


state of mind.” 


8 The headline came first: 
you mad enough 


work, the art director was sent to 
finger-painting school (for six- 
year-olds) and returned with a 
poster-style ad picturing only a 
strange red, orange and yellow an- 
imal called a Polka-Dotta—with 
not a shoe in sight. 

Besides increased sales and al- 
most 100% dealer response, the 
campaign aroused quite a range of 
responses. Women kept writing in, 


zios. Where do I buy them?” Toy 
buyers asked where could they buy 
stuffed Polka Dottas. And an agen- 


“Are | 
for Capezios?” | 
Then to achieve mad-enough art- | 


“Yes, I am mad enough for Cape- | 


“So I started an agency.” 


cy president wrote a stormy let- 
ter to the New York Times be- 
wailing the advertisement that 
didn’t even picture its product. 
This year’s campaign, in the 
|same puckish mood, proclaims, 
“Some people can’t—Capezio peo- 
|ple can,” and the ad (again a 
finger-painted poster) shows a 
itrio being wafted aloft in a bal- 


loon, incredulously watching some 
“Capezio people” promenading 
across the sky. 


® Hockaday’s second client was 
Fuller Fabrics, whose symbol was 
born the day the agency was plan- 
ning an ad for a fabric Fuller de- 
| scribed as exceedingly opulent. 

Hockaday mulled it over and 

|termed it “the richest cotton in 
town”; then looked over the many 
| ways to illustrate richness. It was 
decided that only the very richest 
|could take a chauffeur with them 
wherever they roamed—be it on 
roller skates, tricycle or Mercedes 
Benz. 

Now the Fuller chauffeur is 
stopped on the street by autograph 
hounds; corporation presidents call 
up to tender the use of their 1901 
Stanley Steamers or °57 Dusen- 
bergs for the ads—and the com- 
pany has grown from $6,000,000 to 
$30,000,000 in gross volume. 


s With Dunbar Furniture, Miss 
Hockaday started something else 
again. In 1953 she took an 8’ sofa 
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90 miles from New York and with 
art director Chereskin carried it 
across a freshly manured field to 
photograph it on a long green hill. 

Since then, Dunbar has become 
so closely identified with outdoor 
photography that a photographer 
recently castigated Miss Hockaday 
on the ground that “it’s gotten so 
you can’t even shoot a ham hock 
indoors any more.” 

Last year Hockaday summed up 
the whole Dunbar philosophy in a 
catalog—one so handsome it’s now 
selling for $12.50 in book stores. 

Besides photos of the furniture, 
the catalog is illustrated with color 
pictures from many of the Dunbar 
ads—thus preserving such Hocka- 
day masterpieces as the Dunbar- 
furnished treehouse, the game of 
musical chairs, the arm chair 
transformed into a child’s swing, 
and Mr. Thurber’s unicorn in the 
garden eating roses in a Dunbar 


# A client like Dunbar (or Bel- 
gian Linen Assn. or Reed & Barton 
silver) ranks high with Margaret 


Bazaar. Next change of pace was a | 


mail | 


40% of all vacationers 15 years and up, in New 
York City and suburbs, read The News... 
Source: Profile of the Millions... a study conducted 


by W. R. Simmons & Associates Research, Inc. 


Approved by the Advertising Research Foundation. 
Any New York News office can show you Profile. 
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Photos by Schénbrunn-Ives, New York. 


“If they don’t believe in what you’re trying, you really can’t do much for them.” 


Hockaday because she believes; “In this era of pre-fabs, instant ;up to the decorations in the pre- “Everyone can be a good cook 
“the home is the great sleeping | mixes, drip-dry, a new set of val- | fabricated room, the silver service | today. All you have to do is ‘heat 


giant of America. It’s the great na-|ues is evolving,” she maintains.|used in serving 
tional product which has never | Individuality is being taken out of | meal, 


been dramatized. 


the precooked/ two minutes.’ The difference—the 
to proclaim the taste and/ elegance in the meal—must come 
so many things that nowadays “it’s | character of the home owner. 


from such things as the way it is 


Vacation spenders? 


... The News has more than the New York Times & 


Herald Tribune combined...with two exceptions! 


The exceptions: 

The two-paper team sends 10,000 more 
readers to New England states (Connecticut 
excluded) than The News. 

Going to states beyond the Atlantic 
seaboard, the readers of the two papers 
combined equal those of The News. 

But in Florida, Europe, the Caribbean, 
Atlantic City or you name it—you'll find 
more readers of The New York News. 

Researchers found that of all the people 
in New York City and suburbs who had gone 
on vacation within the past year ... 1,940,000 
were News readers. Which is: 


1,130,000 more than the Mirror 
1,170,000 more than the 
Journal-American 
1,230,000 more than the Times 
1,240,000 more than the 
World-Telegram & Sun 
1,350,000 more than the Post 
1,450,000 more than the 
Herald Tribune 


The News delivers 40% of all vacationers 
(15 years and older) in the New York market! 

It is well known to every hotel owner, ski 
jump operator, charter boat captain, and night 
club head waiter . . . that vacationers are flush 
spenders! If you sell steamship suites, airline 
miles, cabana memberships, hotel rooms or 
guided tours ... you can find more New York 
customers in The News. 

Vacations are, alas, brief. But The News 
offers tremendous sales opportunities at home 
base the rest of the year. 

And the reason is not hard to find— 
because The News has more upper incomes, 
families with children, stock and bond owners, 
and college alumni. . . more two-car and home- 
owning families . . . more prospects for almost 
everything—than any other newspaper pub- 
lished in the biggest, richest, and best market in 
the US! And The News audience doesn’t tune 
out on your advertising—daily or Sunday! 

To get the top potential from the market, 
top your New York schedule with The News. 
For reservations, call any News office. 


The News, New York’s Picture Newspaper . . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 
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served. To personalize the hum- 
drum, people will explore the little 
things that heretofore have been 
neglected.” 

Her associates describe Mar- 
garet Hockaday as a copywriter 
extraordinaire—“she starts her 
| copy just the opposite from where 
|}most people would”—and as a 
“very visual” person who delights 
|in plotting the Arkin Girl comic 
| strip for a high-fashion campaign 
or in discovering a young photog- 
rapher fresh from the Deep South 
to do the “gentle” pictures for the 
Tycora yarn campaign. 

Her colleagues also report she’s 
interested in everything, and that 
| anything she feels is important she 
does well—even unexpected things 
like whipping up a hand puppet or 
“chiseling out a key the day we 
were locked out of the office.” 

To keep ahead of the changing 
advertising scene, she believes in 
“keeping as fluid as possible” by 
staffing her agency with very def- 
inite “individuals.” (It’s definitely 
not a one-woman agency, say her 
associates. ) 

The agency is still small enough 
so that there is “no top, no bot- 
tom, no levels.” Each campaign is 
an all-agency effort. 


® “So far we are small enough for 
this type of arrangement to work. 
And we'll keep up with our all- 
agency meetings just as long as we 


You are invited to the Dunbar Showrooms in 
New York, Chicago, Boston, Kansas City, Los 
Angeles, Denver, Seattle. Write for Dunbar 
8ook of Contemporary Furniture, the complete 
ndex of Edward Wormley designs, $12.50. 
Dunbar Executive Offices, Berne, Indiana. 


FAR AFIELD—“There’s hardly a tree 

or corn field around that we 

haven’t photographed,” says Mar- 
garet Hockaday. 


have a room big enough to hold us 
all,” she says. 

What does she think makes a 
good ad? “A good ad makes its 
point and makes it in relation to 
the climate we live in. 

“A good ad must carry the client 
as well as the reader. The manu- 
facturer, the distributor, the deal- 
er must be imbued with the con- 
cept of the campaign. If they 
believe in it, there is no end to the 
power of a highly creative selling 
program.” 

How does she think advertising 
is changing? “The change is one 
of idiom, not idea—of accoutre- 
ments, not basic perceptions. With 
the trend to less copy, more visual 
—more beautiful visual—advertis- 
ing was never so good to look at. 

“New industries and also some 
old ones are discovering the power 
of the stuff for the first time. This 
has released new blood, vigor, un- 
precedented notions. But most of 
this advertising is still coming 
from a few gifted people who seem 
to act as catalysts for the whole 
advertising industry.” 

Through the week Miss Hock- 
aday is a Manhattanite, but on 
weekends she retreats to New 
Milford, Conn., where she has re- 
juvenated “the most authentic 
saltbox built in 1755.” She tore it 
apart and “rewrapped it in glass.” 
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| plies to promotions only. An “un- 
| limited” 20% allowance for print 


American Can Increases 
1957 Co-op Ad Program 
American Can Co., New York, 
has announced a 1957 cooperative 
two-plan ad program under which 
it will bear up to 50% of the cost 
of advertising and promotions con- 
ducted by its carbonated beverage 
can customers featuring their 
brand of soft drinks in Canco’s 
MiraCans. Under Plan 1, Canco 
will pay 50% of the promotion and 
ad costs devoted exclusively to 
the packers’ brands in MiraCans; | 
20% will be paid when other types | 
of soft drink containers are shown | 
or mentioned with MiraCans. Max- 
imum payments under this pian | 
will equal the number of cases of 
24 MiraCans multiplied by 5¢. 
Under Plan 2, the 5¢ a case ap- | 


(25% for tv) will be paid for the 
MiraCan-only ads, 10% when oth- 
er containers are also mentioned. 
These plans provide a considerably 
higher cooperative contribution 
than any previous MiraCan pro- 
gram, the company says. 


Ft. Pitt Industries Elects 
Delbert Coleman President 
Delbert W. Coleman has been 
elected president and chief execu- 
tive officer of Fort Pitt Industries 
Inc., Pittsburgh. He replaces Mi- 
chael Berardino, who was pres- 
ident of the company when it was 
ithe Fort Pitt Brewing Co. Last 
November Mr. Coleman and Her- 
bert J. Siegel, now board chair- 


Newspaper Ad Linage 
January, 1957 


| board and will act as a consultant 


|to the brewing division of the 


Media Records Report for 52 Cities | company. In fiscal 1956, ended Oct. 


Jan. dan. 


Classification Change | 


1957 1956 

Retail (total) . 110,529,786 108,318,010 + 2.1 
Dept. Stores ... 39,834,670 40,197,670 — 0. 3| 
General ....... 26,355,080 26,954,580 — 2.2 
Automotive .... 12,554,540 14,220,118 —11.7| 
Financial ..... 5,928,710 5,200,130 +14.0) 
Total Display . .155,368,116 154,692,838 + 0.4 
Classified ..... 55,141,079 57,507,539 — 4.1 

WOME cesses 210,509,195 212,200,377 — 08 


man, obtained control of the brew- 
ing company, changed the 
corporate name, and merged it 
with other companies they had ac- 
quired, notably, Windsor Overcoat 
Co., and J. P. Seeburg Corp., 
maker of coin-operated phono- 
graphs, both of Chicago. 

Mr. Berardino continues on the 


Per Cent | 31, Fort Pitt Industries reported a 


net profit of $292,749. It had oper- 
ated at a loss during the previous 
five years. 


Norling Joins Renault 
Ethel Norling has joined the 
staff of Renault of France, where 


| she will act as personal assistant to 


Robert L. Lamaison, vp and gener- 
al manager of North American 
operations. Miss Norling will be 
concerned with advertising and 
public relations activities. For the 
past six years she has been adver- 
tising manager of Hambro Auto- 
motive Corp., importer of the Mor- 
ris, Austin, Riley and MG cars. 


ita: 


<TH 


% , | athe te 
LEE comedy INLAND CALIFORNIA (AND WESTERN NEVADA) » > 


This group of mountain-ringed 
radio stations, purchased as a unit, 
delivers more radio homes than any 
combination of competitive stations 

. at by far the lowest cost per thou- 
sand. (Nielsen and SR&D) 

They serve this amazingly rich 
inland market with an effective buy- 
ing income of almost $4.3 billion — 
more than the Washington (D.C.) 
metropolitan market — and with more 
gross cash farm income than Minne- 
sota. (Sales Management’s 1956 Copy- 
righted Survey) 


Sacramento, California 
Paul H. Raymer Co., 
National Representative 


BEELINE so 


delivers more for the 


KFBK © SACRAMENTO 
KBEE © moDESTO 


+" ° “ga 


nhs ° aN 


+2 


Advertising Age, March 11, 1957 


No Stamp Probe 
Seen in Canada; 
Court Test Awaited 


OrtTawa, Ont., March 5—Prime 
Minister St. Laurent reported to 
the Commons last week that the 
goverment was doing nothing 
about the request by farm and 
consumer groups that the trading 
stamp situation be investigated. 

He had been reminded by Fred 
Zaplitny (CCF, Dauphin) that or- 
ganizations in the West had asked 
for an inquiry. 

When told that “no steps” were 
being taken in this direction, Mr. 
Zaplitny asked: “Does the Prime 
Minister think the trading or pre- 
mium stamp situation important 
enough to warrant an examina- 
tion by a special committee of this 
house?” 

“No, I do not,” replied the Prime 
Minister. 


s A few weeks ago, Justice Minis- 
ter Stuart Garson told a mass 
meeting of the Citizen’s Forum 
that the government is awaiting a 
test case to weigh the validity of 
the law in connection with trading 
stamps. 

Officials of the department, who 
won't be quoted of course, readily 
admit that the department wants 
itself placed in a position where 
the criminal code clauses pertain- 
ing to premium stamps will be 
proven to be so full of loopholes as 
to force another revision of the 
code. Such a revision can only 
come through official authorization 
by Parliament. . 


Intertype, Harris-Seybold 
Submit Merger Plan 


Intertype Corp., New York, man- 
ufacturer of typesetting machines, 
and Harris-Seybold Co., Cleveland, 
printing press manufacturer, have 
proposed to stockholders a merger 
plan on an exchange basis of five 
shares of Harris-Seybold for six 
shares of Intertype. Special stock- 
holders’ meetings will be held in 
May. Sales of the combined com- 
pany, which will be named Harris- 
Intertype Corp., are expected to be 
about $60,000,000 yearly with net 
earnings estimated at $5,000,000. 

Intertype would continue to 
operate with its present person- 
|nel as an autonomous division of 
| the new company. George 5S. Dive- 
ly, head of Harris-Seybold, would 
| become chairman and president of 
Harris-Intertype Corp. Harry G. 
Willnus would continue as presi- 
|dent of the Intertype division. 


What’s The 
Latest in 


Fluorescent 
Inks? 


Things have been happening so fast 
in this area that ADVERTISING 
REQUIREMENTS takes time out in 
the March issue for a thorough look 
at the new jobs fluorescent inks are 
doing, the new inks, and how they 
are being used. 
In the March issue (and in every 
issue) each article is of the rolled- 
up sleeve variety—there to help you 
do a better workaday job of adver- 
tising production, promotion or mer- 
chandising. 
See for yourself by clipping this 
ad, attaching $3 $3 and mailing today 
for a year’s (12 issues) _ startin 
with the March issue. Money back 
if you’re not delighted with AR. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 
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Here’s the Record: 


1957-1 quarter) 89,327 lines 


1956 —(1st quarter) 87,93 8 lines 


19 5 5 —(1st quarter) x 5.5 0 4 lines 


1954-135 quarter 80,973 ines 


1953 ~(ist quarter) 75,63 9 lines 
195 2 - cst quarten 63,688 ines 


Linage up 40% 1952 to 1957 


HARD ON THE HEELS of a record-breaking 1956 — 
OUTDOOR LIFE continues its strong, steady growth with 
the greatest first quarter in its 59 year history. 


Advertisers listed in 25 of the 29 major P.I.B. classifications 
sell their products through OUTDOOR LIFE .. . sporting 

, goods... automobiles... apparel ... liquor... cigarettes — 
you name it! Whatever your product, call the man from 
OUTDOOR LIFE. Get all the facts on the outstanding job 
this magazine can do for you in the sensationally important 
sportsmen’s market. 


OUTDOOR Li 


Key to the Market of Men —as Big as all Outdoors! 


Lhd 


NEWYORK + CHICAGO + DETROIT + BOSTON + SARASOTA + CLEVELAND + LOS ANGELES + SAN FRANCISCO + PORTLAND, OREGON 
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Business Paper Success Story... 


Zephyrs Ads Pulled Supermarket 
Supplier Out of Small, Local Category 


Et Monte, Cau., March 5—A 
year and a half ago, the Zephyr 
System, manufacturer of auto- 
matic check stands for food mar- 
kets, faced the fact that in a rap- 
idly expanding field it did not 
have adequate distribution, and 
its name was not well enough es- 
tablished to get its full share of 
potential sales. 

Automatic check stands are a 
comparatively recent entry in the 
food store equipment field. They 
were first made in 1948, but they 
gained acceptance slowly. The 
Zephyr System was not estab- 
lished until 1952. This company 
was formed by Crawford’s Mod- 
ern Village Stores, which became 
interested in installing automatic 
check stands, but didn’t like what 
was available and decided to de- 
velop its own. 

Believing their check stand an 
improvement over existing mod- 
els, Crawford’s formed the Zephyr 
company as a division, to sell its 
new product to other markets. 

The Zephyr “Acromatic” calls 
for customers to place the items 


. 
4 
prove Zephyrs haodle big orders tu i 


me 


BIG BAG—This page unit was used 

in food books as part of Zephyr 

Systems’ campaign to establish its 

name and that of its Acromatic 
check stands. 


they purchase on a moving belt 
which conveys the groceries to the 
checkers. 

Although it might have been 
expected that Zephyr sales poten- 
tial would be greatest in its own 
area, where supers were born and 


Who Owns Your 


Negatives ? 


You don’t have to be a legal-eagle to 
enjoy the article “Who Owns Your 
Negatives?” in the March issue of 
ADVERTISING REQUIREMENTS. 

Written by an attorney with exten- 
sive advertising experience, the arti- 
cle clearly outlines the situation on 
the ownership and use of advertising | 
photographs. May help you avoid | 
some mighty embarrassing, and cost- | 
ly, mistakes. 

You'll find that each issue of AR 
helps solve your workaday problems 
of advertising production, promotion | 
and merchandising. Covers all the 
things an adman must do except buy 
time or space. 

Your $3 check with this ad starts 
a year’s (12 issues) trial with the 
big, informative March issue. Money | 
back guarantee, of course. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


flourish most widely, this was not 
the case. 


® In the West, where tradi- 
tionally the checkers had removed 
items from the shopping cart, 
grocers felt their customer would 
not take to handling the items 
they had purchased. As a result 
of this resistance on the part of 
mayket operators, the initial sales 
efforts were in the East. Here, for 
the most part, supermarkets 
were newer and their customers 
wouldn’t have built up supermar- 
ket buying habits. 

Automatic check stands were 
accepted in these newer markets, 
because they reduce labor cost 
by speeding up the check out 
time, thus making fewer stands 


and checkers necessary in a mar- 
ket. Other advantages given by 
Zephyr are that use of the stands 
releases valuable market space 
for selling uses, and that checker 
fatigue is reduced. 

For these reasons, automatic 
check stands have gained growing 
acceptance in recent years. But 
with growing acceptance came in- 
tensification of competition. Many 
major companies making other 
food store equipment came into 
the field. In addition, many small 
companies, local in distribution, 
have sprung up. 


® To meet this competition for its 
growing potential, Zephyr, in Sep- 
tember, 1955, appointed Len 
Woolf Co., Los Angeles, to handle 
its advertising. At that time the 
company was an infrequent ad- 
vertiser and had no continuity of 
advertising theme. 

Analyzing the Zephyr position, 
the agency came up with a num- 
ber of conclusions. For one thing, 
as a small company located in the 
West, Zephyr had the over-all job 


of conveying to easterners the 
idea that it is not a hole-in-the- 
wall operation but a substantial 
company—here to stay. While the 
company had some 200 distribu- 
tors, an upgrading of quality and 
coverage was needed. These dis- 
tributors and potential customers 
were covered by three salesmen. 

From the Woolf study came two 
principal objectives: 1. To estab- 
lish the Zephyr name with chain 
store buyers, where the volume is 
(most supermarkets are members 
of chains); 2. to sell the company 
to desirable distributors—reach- 
ing them through advertising di- 
rected to chain store buyers. 

An intensive program of busi- 
ness publication advertising was 
recommended to achieve these 
objectives. 


s Advertising was not started 
immediately, because it was felt 
that the items of promotional lit- 
erature the company and its dis- 
tributors had to use as sales tools 
were inadequate and did not con- 
vey the desired impression of the 
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company. While this lack was be- 
ing remedied, advertising was 
suspended. 

The first activity undertaken 
was the putting together of a 32- 
page printed sales manual, for use 
in selling and for leaving with 
interested prospects. 

Impressively printed in color, 
the manual uses pictures liberally 
to show various uses of the check 
stand, colors available, how the 
stands fit into markets in terms 
of space required, and installa- 
tions in outstanding supermar- 
kets. Testimonials from _ users 
were featured, with pictures. Sup- 
plementary literature also was 
prepared. 

This done, an ad program was 
begun in February, 1956. It con- 
sisted of two-color pages, featur- 
ing a bold illustrative technique 
to emphasize the profit aspects of 
Zephyr Acromatic check stands. 
A special yellow was used to 


|}achieve continuity of color. Ad 


elements were made similar and 
carried from one ad to the next. 
These ads were scheduled on 


new research proves 


ELECTRONIC 


ENGINEERS 
ARE 
BUSINESS-MINDED 


Intensive readership of commercial-type editorial matter in elec- 
tronics influenced the decision to publish two extra Business Editions 
— one of the 10th and the other on the 20th of each month — in addi 
tion to the regular Technical Edition published on the Ist. The degree 
of readership of business information had been measured over the 
years by McGraw-Hill Reader Traffic Studies (conducted at least once 
a year), and by continuing questionnairing by the editors. 

Now an outside source — READEX — verifies these finding in its 
analyses of the first two issues of the magazine researched by this 


method. 


The “INDUSTRY REPORT” sections — which cover the business ’ 
aspects of electronics in the Technical Editions — received READER 
INTEREST SCORES of 94% and 97% IN SEPTEMBER AND 
OCTOBER, 1956! Here is impartial evidence that the working engi- 
neer, the man who pays to read technical information, is also an avid 
reader of information relating to the commercial side of his industry. 

Ask the McGraw-Hill representative in your area to show you the 
new Business Editions of electronics and determine how best to use 
their pages for your sales message. 


@ electronics @ 


A McGraw-Hill Publication, 330 West 42nd St., New York 36, N. Y. 
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the every-other-month basis in 
Chain Store Age, Progressive Gro- 
cer, NARGUS Bulletin, and Su- 
per Market Merchandising. Small- 
er space on a 26-time schedule 
was run in Supermarket News. 

In a special effort for California 
sales, ads were run in California 
Grocers Advocate, Commercial 
Bulletin, and Southern California 
Grocers Journal. 


® Now, a year later, Zephyr ex- 
ecutives feel their twin objectives 
have been realized. The company 
name is recognized nationally. The 
doors of many large chains have 
been opened to them. Desirable 
distributors have come to them 
asking to handle the line. The 
sales force had to be increased to 
five. While the total number of 
distributors remains the same, the 
caliber of present distributors is 
now what was sought. 

One apparent result of estab- 
lishing the Zephyr name was no- 
ticed at trade shows in 1956 (the 
company participates in from 
eight to tem each year). The 


CARRYOVER—A special shade of yel- 
low and a more or less standard- 
ized layout were used by Zephyr 
Systems to help readers identify 
ads in its campaign for recognition. 


booths featured blow-ups of the 
trade ads. People coming to the 
booth no longer needed an ex- | 
planation of “who” Zephyr is. 
Many said “These are the stands 
I saw in ads.” 


s This recognition is deemed par- 
ticularly important because a 
Zephyr Acromatic unit sells for 
$700 to $800, with the average 
order for four or five units. This 
makes an order a_ substantial 
piece of business; it is not an 
impulse decision. 

Over-all, sales in 1956 were up 
by more than 50% over the pre- 
vious year. It is recognized that 
advertising cannot be credited for 
all this gain, but it is felt the 
advertising did gain the desired 
establishment of the Zephyr name 
—essential before sales potentials 
could be realized. e 


_Hull Heads ‘Redbook’ Oifice 

Dana W. Hull, formerly with 
Farm Journal, is the head of the 
new office opened by Redbook at 
1007 Statler Bldg., Boston. 


Maryland Outdoor 
Group Offers Milder 
Control Legislation 


ANNAPOLIS, March 5—To ward 
off passage by the Maryland gen- 
eral assembly of legislation which 
would outlaw much outdoor ad- 
vertising along state highways, 
the Maryland Outdoor Advertis- 
ing Assn. has introduced a modi- 
fied bill for less stringent control 
over the outdoor displays. 

Legisiation sponsored by the 
state roads commission provides 
for licensing of each individual 
Sign along all limited and con- 
trolled access highways. It would 
also give the state roads commis- 
sion and the boards of county 
commissioners broad powers of 
regulation along most other roads. 

The countering compromise 
measure sponsored by the state 
outdoor group provides for indi- 
vidual billboard licensing on only 
nine stretches of road in Mary- 
land, three of which are free ac- 


Deve_orwent of long-range mis- 
siles, felt by some to be the key to 
national survival, is « top job for 
the electronics industry. About $5 
billion have been spent for gu: 


This year $1.2 billion may 
spent. Much of this money goes for 
guidance systems and test equip- 
ment 
> 
cone 


— To insure suc-_* 
an interconti. 
mental missile, the Air Force 
two parallel programs: ball 


missiles or rockets that f 2 
parabolic course out of the ear@'s 


in 


atmosphere and cruise missil@ or 
high-speed pilotiess aircraft t 
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Recently the Air Force has hinted 
at a second space satellite program 
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cess highways. Under a _ special 
clause in the bill, areas designated 
for business, industrial or com- 
mercial purposes on these nine 
highways would be available for 
outdoor advertising. 


® Flashing signs which distract 
motorists’ attention and boards 
which obstruct clear view of in- 
tersections or railroad grade 
crossings would be altogether 
banned by the association’s bill. 


R. Robert Linowes, speaking for ee 
the outdoor advertising group, in- ee 
|dicated that this bill represents Su foe 


| the farthest advertisers are will- 
ing to go as far as controls are 
concerned. The Maryland legisla- 
ture, which is seeking some way 
of controlling highway ads, but 
which also is usually cool toward 
| legislation controlling advertising, 
| is expected to go along with most 
provisions of the alternative bill. 


ROADSIDE OPERATORS 
CITE AFL-CIO STAND 

Cuicaco, March 5—The stand 
taken by the American Federation 
of Labor-Congress of Industrial 
Organizations in opposition to fed- 
eral control of outdoor advertising 
was praised here last week by 
C. L. Peterson, executive secretary 
of the Roadside Business Assn., 
an organization of small business 
men who provide service along the 
roads. 

The labor group’s statement that 
highway advertising should not 
fall under federal control because 
of its importance as a communica- 
tion medium was characterized by 
Mr. Peterson as showing its 
“awareness of the important part 
highway businesses play in the 
nation’s economy.” ~ 


Laporte Elected Parent VP 
William F. Laporte, formerly 
president of Whitehall Pharmacal 
Co., has been elected vp of the 
parent company, American Home 
Products Corp., New York. Elliott 
A. Bowles, formerly exec vp of 
Whitehall, succeeds Mr. Laporte as 
president of the AHP subsidiary. 


Colgate Sets Super Suds Drive 
Colgate-Palmolive Co., New 
York, has begun a spot radio cam- 
paign for Super Suds in about 30 
East Coast markets. Minute an- 
nouncements are being scheduled 
at the rate of six a week in the 
drive, to run through March. Cun- 
ningham & Walsh is the agency. 


Get Your FREE 


Copy of fr. 


“HOW BUSINESS p=) 
USES CLIPPINGS” RS 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 644" x 9%". 288 pp. 
PRICE $15.00. 

BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
343 So. Dearborn $1., Chicago 4, lino: 
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British Lose Interest in General Interest 
Magazines; Women’s, How-to Books Prosper 


By Mark Random 


Lonpon, March 5—Not re 
American magazines face prob-| 
lems; there are some long faces 
and furrowed brows today on Fleet 
St., heart of London’s publishing 
district. 

Audit Bureau of Circulations re- 
ports published over the past few 
weeks for the second half of 1956 
mirror the reason—a downward 
trend in circulation of general in- 
terest magazines. 

Most daily newspapers added 
circulation during the year, as did 
some special interest magazines, 
notably the mass appeal women’s 
magazines and “how to do it” pe- 
riodicals. But elsewhere, sales in 
the second half of 1956 were down 
compared with both the first half 
and the second half of 1955. Par- 
ticularly hard hit were the picture 
magazines. 


s The Weekly Woman, published 
by Odhams Press Ltd., for exam- 
ple, reported a 3,427,474 circulation 
in the second half of 1956, up 120,- 
513 from the first half of 1956 and 
appreciably higher than the second 
half of 1955. Its rival, Woman’s 
Own, published by George Newnes 
Ltd., continued to grow apace, re- 
cording a second half 1956 sale of 
2,530,014 copies, an increase of 95,- 
417 over the first half. 

Among general interest maga- 
zines the weekly picture magazine, 
Picture Post, published by Hulton 
Press Ltd., was down to 739,000 in 
the second half of 1956—nearly 
half its circulation of a few years 
ago. 

During 1956, Picture Post 
dropped more than 186,000 readers, 
and the rate of loss increased 
as the year wore on. In the second 
half alone, circulation was down 
157,000. 


® Its rival, Illustrated, published 
by Odhams, is no better off. With 
a second half 1956 circulation of 
slightly over 718,000, Illustrated is 
down 167,000 compared with the | 
same period of 1955 and 112,000) 
under the first half of 1956. This 
is a far cry from the days when its 
circulation topped the million mark 
every week. 

Illustrated has just announced a 
hefty cut in ad rates, presumably 
to compensate for the lower circu- 
lation. Full color pages are down 
from £1,500 ($3,200) to £1,000 
($2,800) and black and white from 
£1,000 ($2,800) to £1750 ($2,100). 

The political weeklies appear to 
be about holding their own, if not 
increasing circulations slightly. 
And gardening periodicals, along | 
with “how to do it” magazines, are 
generally on the upgrade. 

John Bull, a mass appeal maga- 
zine also published by Odhams, 
still sells more than 1,000,000 
copies a week, but at 1,085,334 in 
the second half of 1956 the aver- 
age circulation is down some 13,- 
000 compared with the first half 
and nearly 49,000 below the com- 
parable period of 1955. 

Its closest rival, Amalgamated 
Press’ Everybody's, which also re- 
lies largely on a blend of fact and 
fiction and Saturday Evening Post- 
type cartoons, is also on the down 


grade. Second half 1956 average | 
weekly sales of 619,000 are 83,550 


below the first half weekly aver- 
age. 


s Although the weekly women’s 
magazines generally fared well, 
their more expensive monthly sis- 
ters were not so well off. In this 
field, snobbish Britannia & Eve 
became a casualty, folding with its 
January issue. Its circulation was 
not disclosed but it was probably 
below the estimated 150,000 break- 
even mark for this type of color 
gravure publication. 


ously enjoyed by magazines is the 
ending of newsprint rationing. 


ing costs, are now keeping a peeled | get. The days when an advertiser 


eye on ad revenues. 


}or his agency had to wait in line 


There has been no general step-| for a quarter or half-page inser- 
ping-up of advertising appropria- | tion are now gone. Big space news- 
tions, and so money going into the | paper ads are no longer the rarity 
new medium of commercial tele-|they were a few years back. 


vision has to be trimmed from 


other segments of ad budgets. 


® Many Fleet St. hands feel that 


Another factor that could drain | the newspaper and magazine fields 
off some of the ad revenue previ-|in Britain have not yet really felt 


the full impact of the growing 
competition from video. Certainly 


otherwise have found its way into 
the newspaper and periodical of- 
\fices. But with its growing audi- 
ence of viewers, tv—both commer- 
cial network and the British 
Broadcasting Corp.—seems to be 
| winning over readers as well. 
This trend is apparent from the 
shellacking that the photo-feature 
|magazines have been taking of 
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late. They are finding it difficult 
to match the timeliness and topi- 


Newspapers now are prepared to|commercial tv is taking some of | cality of tv news, documentary and 
take all the advertising they can | the advertising revenue that would | magazine programs. Many a Brit- 


ish family seems to feel that it can 
get all the amusement it wants 
these days from a 17-inch screen— 
without having to turn any 
pages. . 


Renfield Importers Moves Two 

Brands to Reach, Yates 
Renfield Importers Ltd., New 

York, has moved two more of its 


Magazine publishers, already 
faced with the problems of mount- 


ca publication must be proved 


Philip C. Wallach is truly a New Yorker. Born and educated in that 


Q How long ago was H. K. Porter 
Company organized? 


A The business was started just about 
80 years ago. However, it has undergone 
several reorganizations since that time— 
most recently in 1939 under the aegis of 
our president, Mr. Evans. 


Q And just how do you describe 
H. K. Porter Company? 


A We are a diversified company with 
11 divisions in the fields of industrial 
rubber, high-tension electrical equip- 
ment, refractory materials, ferrous and 
nonferrous materials, and fabricated steel 
products, including wire rope, forged 
steel fittings, saws and tools, 


Q How long have you been adver- 
tising? 


A Our various divisions have been ad- 
vertising for a long time. However, our 
corporate advertising and our integrated 
product advertising date back only a 
few years. 


Q What are your basic advertising 
objectives? 


A We have several. First of all we adver- 
tise to build a corporate identity for 
H. K. Porter Company. Then we adver- 
tise to build prestige for and give a sharp 
identity to the different divisions. And 
of course we advertise to help sell our 
products. 


Q Do you use both consumer and trade 
publications? 


A Yes we do. However, you must under- 
stand that much of our effort is directed 
to the trade and industrial levels. Only 
one of our 11 divisions manufactures 
products which go direct into the con- 
sumer market—the Henry Disston Divi- 
sion, saw manufacturers. 


city, he has also built a successful career there. Prior to going with 


H. K. Porter Company, Inc., in 1954 as Director of Public Relations 


and Advertising, Mr. Wallach was in charge of public relations for 


W. R. Grace & Co., and before that editor of Shel! Oil Company’s 


“Shell News.”” We recently stopped in to talk with Mr. Wallach on the 


subject of trade and industrial publications. The information he 


gave us is both interesting and worth while. Here are the highlights 


of our discussion. 


Q How many trade and industrial pub- 
lications do you now use? 


A More than 165. 


Q What do you look for in such a 
publication before you are willing to 
advertise in it? 


A Editorial integrity, which I believe 
to be extremely important. The reader, 
the man we are trying to reach with our 
advertising messages, will not buy a 
publication unless he is convinced that 
he can benefit from its editorial content. 
So, to be a good advertising medium for 
us, a publication must be proved and 
accepted in its particular field. 


Q Do you make the decisions regarding 
the addition of publications or do you 
depend upon recommendations from 
your several advertising agencies? 


A We make the final decisions, but we 
arrive at them through combined effort. 
Most of our various divisions have an ad- 
vertising manager who is a member of 
my staff. These men, naturally, are well 
up on the various publications which 
cover their particular fields of interest 
and make original recommendations. 
The agency media people also make 
recommendations, and the result is there- 
fore the product of a joint effort. 


Q Would you say that you are not so 
much concerned with the actual circu- 
lation figures as with the acceptance 
and editorial policies of a trade or 
industrial publication? 


A That is correct. 


Q How do you describe the role or 
function of the trade and industrial 


press? 


A The function of trade and industrial 
magazines is to present their readers— 
a special class of readers—with all of the 
information so necessary for a man to 
have if he is to move ahead in his busi- 


ness or profession—news about his field, 
new products, new methods, and the 
like. In doing so, I believe that it is the 
responsibility of these publications to 
avoid anything irrelevant — the enter- 
taining and the amusing that we expect 
of consumer publications. Such material 
is out of place in business magazines. 


Q Wouldn't you say that trade and in- 
dustrial magazines have just about 
eliminated that sort of thing? 


A | think that many such publications 
are making great strides. When I first 
joined Porter, I had no experience at all 
in trade and industrial advertising. As a 
result, | would spend four or five nights 
each week at the public library studying 
the leading magazines in our fields of 
interest. | not only reviewed current 
issues, but went back through the years. 
It gave me a chance to see how much 
they have changed. Stuffers like cartoons 
and jokes are mostly out. Articles are 
better written and presented, Layouts 
and formats are improved. There is every 
evidence that the editors of today’s busi- 
ness press have a high sense of responsi- 
bility in all that they do. 
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brands—Riondo rum and King} Dutch fruit wines, Damien spark- | insertions in the Boston Herald- specialties and visual aids for the 
William IV scotch whisky—to/|ling burgundy, and Old Discovery | Traveler, Buffalo Courier-Express, 


Reach, Yates & Matoon, Newark, | whisky. 
N.J. The brands were formerly 
with M. H. Hartman Co., which | Japanese Crabmeat Promoted 
will continue to handle Gordon’s | in Meatless Lenten Season 
gin. Japan Canned Crabmeat Sales 
RY&M also handles the follow- | Co. will step up its advertising dur- 
ing Renfield brands: Haig & Haig |ing the “meatless” Lenten season. 
scotch, Martini & Rossi vermouth, | Japanese King crabmeat will be 
Cointreau liqueur and cordials,| promoted on television programs 
Remy Martin cognac, Piper-Heid- | in New York, Boston and Chicago. 
sieck champagne, St. Remy bran- The New Yorker and Woman’s 
dy, Palomino sherries, VanderF lip | Day will be used, supplemented by 


|\Chicago Daily News, Cleveland 


Press, New York World-Telegram 
& Sun, Philadelphia Inquirer and 
San Francisco Call-Bulletin. Go- 
tham-Vladimir Advertising is the 
agency. 


Clay-Adams Boosts Goldsmith 

Pearl Goldsmith, on the adver- 
tising and sales promotion staff of 
Clay-Adams Inc., New York, sup- 
|plier of instruments, laboratory 


| biological and medical sciences, 
has been appointed assistant ad- 
vertising manager, a new post. 


Chemstrand Boosts Bertland 

Bernard F. Bertland, merchan- 
dising and advertising manager of 
Chemstrand Corp., New York, pro- 
ducer of Acrilan, Chemstrand ny- 
| lon and Chem-nyle, has been 
jappointed to the new post of 
\director of advertising, merchan- 
dising and promotion. 


and accepted in its particular field” 


Q And do you feel that the trade and 
industrial press will continue to improve 
in value and influence? 


A | think this is a safe assumption. It is 
certainly indicated by the type and tal- 
ents of the young men who are joining 
the editorial staffs of the various publi- 
cations | know about. They seem not 
only to be good editors and writers—real 
professionals—but they are exception- 
ally at home in the industries with which 
they are associated. 


Q Do you believe that the advertising 
pages of a trade or industrial magazine 
are of real value or importance to the 
reader? 


A Indeed they are. While I am con- 
vinced that people are influenced to buy 
a particular magazine because of its 
editorial content, I am certain that the 
information they find in advertisements 
is valuable to them too. 


Q Have you ever had the opportunity 
to measure the effectiveness of any 
message carried in trade and industrial 
publications? 


A We have, and the results are most 
interesting. Just several years ago we 
started to promote the initials HKP as 
our new logo or trademark. In 12 months 
recognition in tested cities jumped from 


practically zero to as much as 300% and 
400%. In one or two instances the per- 
cent was considerably higher than this. 
It is true that we did not confine our 
promotion solely to advertising in trade 
and industrial publications, but these 
magazines did carry the bulk of the effort 
and the results certainly indicate the 
effectiveness of such advertising. 


Q 's there any one particular advertis- 
ing format which you find to be es- 
pecially successful when used in trade 
and industrial magazines? 


A We find the use of case histories par- 
ticularly effective. However, ve believe 
that their usefulness is materially reduced 
unless you can use the name of the com- 
pany or individual involved. 


Q Are you adding steadily to the list of 
publications that you use? 


A Yes we are. 


Q How do you merchandise your ad- 
vertising to your sales force and other 
interested parties? 

A In different ways. It varies somewhat 
with the division, but in general each of 
our advertising managers advises his 
salesmen, distributors and jobbers well 
in advance of all advertising scheduled 
for a given period. Some divisions pass 
this information along monthly; others, 
because of the nature of the products, 
advise their people quarterly, This hap- 
pens to be one of the things that we are 
working on at the present time and we 
are anxious to establish an overall policy 
just as quickly as we can de so. 


Q How do trade and industrial publi- 
cations help Porter? 


A As [have explained, the nature of our 
business is such that we must concen- 
trate much of our activity at the trade 
and industrial level. Trade and indus- 
trial publications permit us to effectively 
cover our markets. They make it possible 
for us to do a good job with pinpoint 
accuracy and on a reasonable budget. 


Through the use of trade and industrial publications you are able to com- 
municate with your customers and prospective customers in an atmosphere 
that is natural to them and most productive for you. Today’s reliable business 
press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a proportionate selling power. 
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Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


== CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
= The Iron Age « Jewelers’ Circular—Keystone + Distribution Age « Motor Age 
Automotive Industries « Optical Journal and Review of Optometry « Spectator 
: Commercial Car Journal + Boot and Shoe Recorder « Hardware World 
sas + Electronic Industries « Butane-Propane News « Book Division 


Four Canadian 
Agencies Got Bulk 
of Govt. Spending 


Ortrawa, March 5—The Canadi- 
an government placed $4,595,683 
in advertising with agencies and 
periodicals in 1956. 

Four agencies handled $3,675,870 
of this, it was shown in a return 
tabled in the Commons. Maclaren 
Advertising Co., Toronto, had ac- 
counts totaling $1,156,580, includ- 
ing one for $646,057 from the De- 
fense Department and another for 
$329,329 from the Finance Depart- 
ment. Cockfield, Brown, Montreal, 
had $1,008,774, including billings 
worth $973,109 for all of the Cana- 
dian Government Travel Bureau's 
advertising in the U.S. 

Two departments advertised 
through Ronalds Advertising 
Agency, Montreal—the Finance 
Department billing $102,651 and 
the Defense Department $743,297, 
for a total of $845,948. 

The Defense Department, which 
spent more than $2,500,000 on ad- 
vertising last year, also placed ads 
worth $528,732 through Walsh Ad- 
vertising Agency, Toronto, an 
agency which did $664,667 worth 
of business with the government. e 


First Donnelley Annual Report 
Shows Record Sales, Earnings 
R. R. Donnelley & Sons Co., Chi- 
cago, in the first annual report is- 
sued since its stock was made 
available to the public last June, 
reports 1956 sales and earnings 
were the highest in the company’s 
history. Net sales for the year end- 
ed Dec. 31 totaled $109,681,000, 
compared with $96,404,000 in 1955. 
Income amounted to $7,581,000, or 
$2.88 a share, compared with $6,- 
600,000, or $2.51 a share, in 1955. 
The report said the company is 
proceeding with the stepped-up 
program of capital additions and 
improvements announced at the 
time of the public stock offering. 
In January, 1957, Donnelley en- 
tered into a preliminary agreement 
to purchase for approximately $4,- 
000,000 the Springfield, O., plant 
of Crowell-Collier Publishing Co., 
formerly used to print its now- 
defunct magazines. Donnelley said 
it plans to install much of the 
equipment at other locations. 


CORRECTION: 


Change our total in “Billings of 
"56 Agencies in the $5,000,000 
to $10,000,000 Group” from 
$5,000,000 (estimated) to 
$7,300,000. Move us up from 
No. 126 nationally to No. 90. 


NEW ACCOUNTS 
ADDED IN 1966: 
American Maize Products Co. 


American Screen 
Products Co., inc. 


D. M. C. Corp. 
Do/More Chair Co., inc. 
Kellett Corp. 
LIVING for Young Homemakers 
The C. H. Musselman Co. 


National Office Furniture 
Association 


Pennsylvania Sugar Div. 
National Sugar Refining 


Renuzit Home Products Co. 


ARNDT, 
PRESTON, CHAPIN, 
LAMB & KEEN, INC. 


160 No. 15th Street 
Philadeiphia 2, Pa. 
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| Songwriters Ask Senate 


SPARK EVERY PROMOTION § 


GLOSSY PHOTOS 


Group to Probe BMI 
| A group of five songwriters, 
| banded together as the Songwrit- 
|ers Protective Assn., has petitioned 
| the Senate commerce committee to 
| look into the relationships between 
| broadcasters and Broadcast Music 
| Institute, bringing the smouldering 
fight between BMI and the Amer- 
ican Society of Composers, Authors 
|& Publishers to a flare-up again. 
In its petition, the group claimed 
BMI has “full control of the pub- 
lic’s musical diet . . . so that the 
network-owned recording compa- 
nies are able to apply pressure on 
disc jockeys . . . eliminating a free 
choice of music in America.” The 
Senate committee promised to 
study the petition. 


Miller Names Hansen, Hatch 

Alfred V. Hansen, formerly tv 
copy supervisor of Bryan Houston 
Inc., has joined C. L. Miller Co., 
|New York, in a similar capacity. 
He will work principally on the 
Corn Products Refining Co. ac- 
count. Winfield S. Hatch, previous- 
ly with Ellington & Co., has joined 
Miller as traffic manager. 


The PHOTOMATIC Co. 


53-59 E. Wlineis St. * Chi 11, mM, 
Phone WHitehell 4.2990 


Fort Wayne . . . Indiana's Golden Zone Market 
NOW A 15-COUNTY MARKET WITH 


OVER A BILLION DOLLARS TO SPEND 


The expanding influence of Fort Wayne's News-Sentinel and 
Journal-Gazette has been officially recognized by the ABC. 
Two more prosperous counties, Wabash and Kosciusko, have 
been added to Fort Wayne's retail trading zone. The Golden 
Zone is now a billion dollar, 15-county market where retail 
sales alone have soared to $665,402,000. 


(*All figures SRDS 2-15-57) 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * THE JouRNAL-GAZETTE 


Represented by Alien-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Aglar Cook, 
Topics Publishing 


Chairman, Dies at 68 


New York, March 5—William 
Ayers Aglar Cook, 68, board chair- 
man and former president of Top- 
ics Publishing Co., publisher of 
Drug Topics, Drug Trade News, 
Food Field Reporter, Food Topics, 
and Drug Topics Red Book, died 
yesterday of pneumonia and other 
complications, at his home at Lake 
Wales, Fla. 

Born in St. Louis, Mr. Cook was 
graduated from Washington Uni- 
versity in 1912 with a degree in 
electrical engineering. After a rel- 
atively brief period in engineering 
work, he entered the business pa- 
per field and was associated with 
Hardware Reporter, Hardware Age 
and Electrical World for several 
years as an advertising salesman. 

In 1920, in association with the 
late Jerry McQuade, Mr. Cook 
founded Topics Publishing Co. and 
served as its president continuous- 
ly until 1950, when he became 
board chairman. 


® In 1953, Topics Publishing paid 
$940,000 to settle a series of stock- 
holder suits begun in 1948 by John 
S. McQuade, son of the late co- 
founder. The suits charged the de- 
fendants, Topics Publishing Co.; 
Aglar Cook, publisher, and 12 oth- 
er directors of the company with 
“wasting” the company’s assets 
and not declaring reasonable divi- 
dends. It also questioned some of 
the salary and expenses paid to 
Mr. Cook. 

This settlement was made, it was 
reported (AA, June 15, 53) upon 
the distinct understanding that it 
was in no way a concession or ad- 
mission as to the validity of any of 
the charges . . . to dispose of the 
litigation and to restore harmony 


in the ownership of the corpora- 
tion. 

Two previous suits had been dis- 
missed and appeals denied. The 
third suit was little more than a 
day old when a settlement was 
reached. 

In addition to his extensive acti- 
vities as a publisher and leader 
in the drug and food industries, 
Mr. Cook was also active in hotel 
developments here and in various 
social and recreational organiza- 
tions. He was a member of the 
Mountain Lake Club, Lake Wales, 
and the Morris County Golf Club, 
Morristown, N.J. A long time resi- 
dent of Madison, N. J., he had 
made his home in Florida since 
1950. 7 


RAYMOND O. DEEN 3 

Cuicaco, March 5—Raymond O. 
(Ray) Deen, 56, died Feb. 26 of a 
stroke. Mr. Deen had been adver- 
tising manager of Patterson Pub- 
lishing Co. for the past three 
years but had been inactive since 
November, 1954, because of a 
stroke. 

Before joining Patterson, he was 
with American Builder for a short 
period and had been with Mc- 
Graw-Hill Publishing Co., repre- 
senting American Machinist and 
Product Engineering in the Chi- 
cago area, for 20 or more years. 
For a few years following 1927, he 
represented Industrial Marketing 
in New York. 


DAVID GREENBERGER 

New York, March 5—David 
Greenberger, 58, former depart- 
ment store owner and prominent 
for many years as an authority on 
retail advertising and merchandis- 
ing, died Feb. 27 at the Brigham 
Hospital, Boston, after a long ill- 
ness. 

Born here, he entered the de- 
partment store field at an early 
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U.S. Foreign Trade 
Hit Record in ‘56 


WASHINGTON, March 5— 
U.S. foreign trade hit new 
highs again in 1956. 

The Department of Com- 
merce, in a preliminary re- 
port, estimates that non- 
military exports of merchan- 
dise expanded to $17.3 bil- 
lion, one-fifth more than in 
1955. Imports rose 10% to 
$12.6 billion. 

In exports, gains were re- 
ported for agricultural prod- 
ucts (up 30%), coal and steel 
scrap shipments (up 50%), 
iron and steel mill products 
(up 20%), construction, ex- 
cavating and mining equip- 
ment (up 50%), other indus. 
trial machinery (up 20%) 
and motor vehicles, parts and 
accessories (up 10%). 


age and became advertising man- 
ager, sales manager and then chain 
supervisor for the Ross Stores, of 
Jersey City. In 1923 he opened the 
Franklin Stores, in Elizabeth, N. J., 
which he sold in 1938 to establish 
the Mayflower Department Store, 
in Port Richmond, Staten Island, 
N. Y. He sold out in 1954 and re- 
tired because of illness. 

After his retirement, Mr. Green- 
berger wrote a feature column 
called “Speaking of Retailing,” for 
Ready to Wear, a national news- 
paper for retailers. 


Agency Named by Democrats 
Kastor, Farrell, Chesley & Clif- 
ford, New York, has been appoint- 
ed to handle advertising for the 
Democratic State Committee of 
New Jersey for the gubernatorial 
campaign for the reelection of Gov. 
Robert B. Meyner next fall. 
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PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


e-. for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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‘ o"5 
A Fable Told im the Public Interest RX ayaa 


The King 
Who 


Got Squeezed 


by 


“Tight Money” 


There once lived s King who siways hancellor of the Eachequer 
got everything be wanted “Money i Tight.” he told him. 
When he wanted s new carvings “188 up the Huysl Prem and it's 

he tit, When he wanted new us off enough for everybody 
robes, bought them When he The Chancellor paled. “Thet 
wanted s new castle. he hed onlyto = would bring Inflation, Your 
ign on the dotted line, and twas Majesty,” he quavered. ““Re- 
~~ hat happened to | 

K t door when they 

alts hese ite short of ae etn’ 

please.” And lo, it was charged. For ‘The King nodded. “Mild Info 
K had Good tien got to be Wild Inflation. 


Money was so cheap Fey 
better off with « basket full of po- 
He frowned 


‘Then. since the problem was be 


te mo such thing as « free lunch.’ ” 
At first the King was furious. He 
turned « Royal Purple. 
Bui even as be ray he wae 
thinking about t econ- 
-— 3 hed seid After all, you 
don't get to be « first-rate King by 
being thick between the ears’ This ex 
end 
other ia how the King's 
ppened to 


Suddenty his anger sw : 
besutiful daughter he 
marry @ junior economet 


berded 
Aha’, be exclaim T think you 

have something’ Sey oo —" 
. Be the economist continued 
When people attempt to borrow 
more than they are saving. sooo 
is « shortage of money to 


The King wested to buy some to look » little Cumplicated, 
thing. ond me hy on h j od then even « King can't VA/ 
as usual, Bui the yy | a tat 
ay] he to do thie for vou, but snort simple lest on Tight oP Che printing poggees. epich 
- br dod : . nfistoom Lt . 
T'm 6 little tight for cash myseif!” Money — What it and what to pa fg ye FE 
Te Ee ryt Ay BB ep cams qaahe han 2 en P © am Oke @ 0 Se 
ke - is Custom im many volumes, filled with y 
aoe oad oa But they “A wise saying, Ob King,” anid 
Be he went wy | all written over the King's head. jE mg ey r b5 = 
down the street it there he was iy. were to save 
again rebuffed) When he said, In fury, he banished ene cone = more... then there would be plenty 
* it * im hie mist after another, until finally be to lend and Inflation could be ; 
ingratiating manner, the man hung bad only one left svoided. And soon our Tight MORAL: 
beck, murmuring sbout “Tight ‘Trembling, this junior economist Money’ should go away If cock of we Kings will cave some- 
é appeared balore the King “All it takes ie more savings! thing extre each payday, we too will 
The departed in « buff, “Your Majesty,” be quavered, the King beamed pur an end to ow ‘Tight Money 
drown by eis horses. “1 have reduced the subject of “Indeed, Your Majesty said it,” Se how about starting with you—thie 
At bie castle, he summoned hie = “Tight Money toninewords: ‘There  quoth the economist. payday! 
Our 
75th 
Annwersary 


HARRIS Trust & 


Mente Patras Remeree Brame — Member Poteet Depeun |e -on Cw weatenn 
—~ emt Sevings Bors “> 6 


: par Savings BANK 


et ee te 


115 W. MONROE STREET~+ CHICAGO 90 


AESOP’S ECONOMICS—Harris Trust & Savings Bank, Chicago, used 
fable form to explain to the public what “tight money” means and 
how it can be avoided. Leo Burnett Co. is the bank’s agency. 


Harris Bank Tells 
What ‘Tight Money’ 
Means in Story Ads 


CuHicaco, March 7—The Harris 
Trust & Savings Bank went into 
five dailies here in January and 
February with an ad series ex- 
plaining to the public what “tight 
money” is and how it can be 
avoided. According to the bank, 
the series stirred up highly favor- 
able public reactions. 

All three ads in the series— 
one page and two one-third pages 
—appeared in the four Chicago 
dailies plus the Chicago edition of 
the Wall Street Journal. 

Two of the ads were in fable 
form and one was straight expo- 
sition. Point of the ads was that 
“tight money” results from a 
shortage of loanable funds and 
that attempts by the Federal Re- 
serve System to provide more 
money bring about a risk of infla- 
tion. The best way to provide 
more loanable funds without risk- 
ing inflation, the ads assert, is to 
increase savings. 

Outside of the bank’s signature 
at the bottom of the ads, there is 
no “sell” in them—no suggestion 
that such saving be done at the 
Harris Trust. 


se “We can’t point to a single 
dime’s worth of business that 
these ads have developed for us,” 
says William Flory, the bank’s 
business development manager. 
“But the reaction—from the public 
generally, other banks, business 
connections and economists—has 
been the most favorable ever de- 


| public.” 

On the chance that other banks 
/and public opinion leaders might 
| like to use the series themselves, 
| Harris Trust had a kit of ad mats 
jon the series sent out. Thus 
far the ads have been reprinted, 
over different bank signatures, 
in Knoxville, Tenn.; Jamestown, 
|N. D.; Texarkana, Ark.; Harvey, 
Ill.; Appieton, Wis.; Detroit and 
Romeo, Mich.; Palm Beach, Fla.; 
Creston and Sigourney, Ia., and 
Salt Lake City, Utah. 

One of the ads also is making a 
national appearance in the March 
Fortune. 

Harris Trust does not regard the 
series as part of a long-term pro- 
motion, according to Mr. Flory, 
since obviously the national eco- 
nomic picture can quickly change 
and obviate the point of the ads. 

Leo Burnett Co., Harris Trust’s 
agency, prepared the series. - 


‘Omnibook’ Suspends After 
19 Years of Publication 

Omnibook, a 19-year-old month- 
ly of abridged books, has suspend- 
ed with its February, 1957, issue 
because of higher publishing costs, 
declining advertising revenues and 
an “almost static circulation of 
125,000.” Long sold for 35¢ a copy, 
Omnibook was raised to 50¢ with 
its January issue. 

Books Abridged Inc., New York, 
which published Omnibook, will 
offer book-form condensations to 
fill unexpired portions of Omni- 
| book subscriptions. 


Paris & Peart Names Two 


Paris & Peart, New York, has 
added two copywriters to its staff. 


veloped by our advertising,” Mr.| They are Helen Blair, most recent- 


Flory says. 


ly with M. H. Hackett Co., and 


Explaining the purpose of the Julius Harburger, formerly with 
series, Kenneth V. Zwiener, bank | Warwick & Legler. 


president, said, “The twin sub- 
jects of ‘tight money’ and ‘infla- 


versation and editorializing today, 
but it is our belief that their true 


too well understood by the general 


Riley Joins Scolaro, Meeker 
tion’ are popular topics for con- | 
| Telegram, 
| joined the sales staff of the De- | 
definition and significance are not | troit office of Scolaro, Meeker & | 


Rex L. Riley, formerly with the 
Adrian, Mich., has 


Scott, newspaper representative. 
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The Omaha World-Herald 


sells 242,598 nNon-DUPLICATED Families 


in Nebraska and Western Iowa 


% 
Only 4. Double Exposure 
in The Omaha World-Herald’s $2.3 Billion Market 


There’s good reason why advertisers count on more pulling power 


from The World-Herald: 


® An evening newspaper is published primarily for the 
Retail Trading Zone. 


® A morning newspaper is published primarily for 
subscribers outside the Retail Trading Zone. 


Except for spot news, content is the same in both newspapers . . . 
features, columns, comics. Purchase of both editions by outstate 


readers is undesirable because of the similarity of the two editions. 


The City “Sunrise” edition, with a nominal distributon of 9,900 


copies, is a small 4%—the only element of duplication. 


Read by 3 Out of 5 Families in Nebraska 


and Western lowa 


Omaha 
World-Herald 


252,598 DAILY 263,674 SUNDAY 
ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
NEW YORK ® CHICAGO ® DETROIT © LOS ANGELES 
SAN FRANCISCO 


Omaha—World Headquarters Strategic Air Command 
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...with discretion, of course, since 
we feel it's important to know what 
our customers think of our work. After 
all, the important thing is what our 
customers have to say about us! And their 
continual compliments have helped 
us win new accounts. 


nof eavesdropping 


a. DAY AND NIGHT SERVICE 
» RELIABLE 
| etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


ee 


Dr. Evarts Graham, 
Cancer Authority, 
Is Dead at 73 


Str. Louis, March 5—Dr. Evarts 
A. Graham, 73, a pioneer student 
of smoking habits and lung cancer 
and the first surgeon to remove 
successfully an entire human 
lung, died yesterday of lung can- 
cer at Barnes Hospital, where 
much of his research had been 
done. 

Dr. Graham was a cigaret 
smoker, but close associates said 
he had been virtually a non- 
smoker for the past ten years. 

Studies in lung cancer were 
carried out by Dr. Graham and 
his associates in 1948 under a 
grant from the American Cancer 
Society. 

The smoking habits of 200 male 
patients with lung cancer were 
compared with those of 500 males 
of the same age who did not have 


witn HAPPINESS JOURNEYS 


a safari... for a sales incentive? Yes! 
A real African Safari . . . arranged for Admiral Corporation 
by JOURNEYS INTERNATIONAL, the foreign division of 
HAPPINESS TRAVEL SERVICE. 


saies buliders . .. No wonder this Admiral 
promotion was such a success. It was more than just an 
ordinary sales contest. It was a real sales builder. It 
presented a thrilling challenge to every participant, made 
them real enthusiastic adventurers. It presented a theme 
that created interest as the contest developed . . . and 
the results were even more amazing. HAPPINESS 
JOURNEYS has unlimited travel incentive opportunities 
for you . . . countless travel themes to build and sustain 
interest with resultant sales volume. 


let the ex 
NESS JOURNE 
travel. The personnel are 
where in the world. They 


ive you an incentive pr 


your greatest success. 
complete packaged travel... When 
you deal with HAPPINESS JOURNEYS. you are as- 
sured of awards with real appeal. Your incentives are 
completely packaged with every detail arranged. Whether 
ou want your program to have the glamour of foreign 
lands or the appeal and fascination of one of America’s 
wonderlands, HAPPINESS JOURNEYS has a travel 
package for your purpose or .. . as the Safari, 
tailor-made for your exclusive program. 


i. 


ment. HAPPINESS 


without charge for ‘\ 


= hone, wire or write today on 


INCENTIVE DIVISION 


6 EAST MONROE STREET 
CHICAGO 


CAGO 3, ILL. 
2-4900 


Happiness 


have 


ackage your conventions 
othing insures the success and attendance of 
a sales convention like an appealing environ- 
; ; will arrange trans- 
portation, location and other attractions 
service 


your letterhead for details on how 
INESS JOURNEYS can help apply travel to your business successfully! 


TRAVEL SERVICE, INC. 


2 WEST 46TH STREET 
NEW YORK 


erts handie it...HAPPI- 
S are two of the best known 
le who have been every- 
é 4 ; real travel “know-how” 
This combined with expert sales promotion material will 
ain that is out of the ordinary. 

hether you need a week-end trip or an African Safari, 
for one or a thousand, HAPPI 
a complete plan from A to Z—including all sales help and 
literature necessary to make your next incentive program 


names in 


JOURNEYS has 


36, N.Y. 
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lung cancer. The data showed that 
95.5% of the patents with lung 
cancer had smoked a pack of 
cigarets or more a day for 20 
years; that only 0.5% of them were 
non-smokers and that of the 500 
cancer-free patients 11% were 
non-smokers. 

The findings were presented at 
a national conference of the soci- 
ety in 1949. In 1951 the society 
bestowed its annual award on Dr. 
Graham. 


s The first successful removal of 
an entire human lung was per- 
formed by Dr. Graham at Barnes 
Hospital April 5, 1933. The patient 
was Dr. Robert Gilmore, a Pitts- 
burgh obstetrician, who fully re- 
covered. Since then the procedure 
has been credited with saving the 
lives of many lung cancer victims. 

Dr. Graham was graduated 
from Princeton University and re- 
ceived his medical degree in 1907 
from Rush Medical College. He 
was one of the founders of the 
American Board of Surgery; pres- 
ident of the International Con- 
gress of Surgery in 1953 and a 
crusader for improved medical 
care standards and the elimina- 
tion of fee-splitting. 

He retired in 1951 after 32 years 
as chief surgeon at Barnes and as 
head of the department of surgery 
at the Washington University 
school of medicine. e 


THOMAS L. SMITH 

New York, March 6—Thomas L. 
Smith, 79, former president and 
chairman of Standard Brands, died 
yesterday of a heart ailment at his 
home in Summit, N. J. Mr. Smith 
retired from Standard Brands in 
1950 after more than 30 years with 
the company. 

Born in Troy, N. Y., he began 
his career in the food business as a 
door-to-door salesman in Troy for 
the Fleischmann Yeast Co. at $3 a 
week. Later he was transferred to 
the New York office, where he be- 
came assistant to the sales manag- 
er. In 1931 he left Fleischmann 
after serving as vp and a member 
of the board of directors. 


® Shortly afterward, Mr. Smith 
became Ist vp and general manag- 
er of Standard Brands when it ac- 
quired Fleischmann and several 
other companies as subsidiaries. In 
1937 he was elected president, and 
in the mid-’40s he became board 
chairman. 

He was active in Summit, where 
he had lived for 50 years, as a 
member of the city’s planning 
commission and zoning board. He 
was founder of the Summit Fed- 
eral Savings & Loan Assn., and a 
director of several corporations. 


THOMAS GREENE 


Cuicaco, March 5—Thomas 
(Tom) Greene, 50, a space sales- 
man for Popular Science Monthly, 
died in his home Feb. 26 of a heart 
attack. Born in St. Louis and a 
graduate of St. Louis University, 
Mr. Greene came here in 1934. 
Prior to joining Popular Science 
Monthly, he sold space for the Chi- 
cago Daily News, Fawcett Publica- 
tions and Capper’s Farmer. 


STEPHEN A. CASH 

EVANSVILLE, INpD., March 5— 
Stephen A. Cash, 60, vp in charge 
of sales of Sterling Brewers Inc,, 
died March 2 in his home. A sales 
executive for many years, Mr. Cash 
joined the Frank Fehr Brewing 
Co., Louisville, shortly after Pro- 
hibition and rose to the position of 
general sales manager. 

He joined Sterling in 1950 as 
general sales manager, and last 
year was promoted to vp in charge 
of sales. He was a member of the 
Louisville Sales Council and the 
Evansville Sales Executives Club. 

Born in Brockton, N. Y., Mr. 
Cash was educated at Columbia 
University. Ike was a veteran of 


World War I. 


RS aed ER ee. a. tes eS (es ae eater Tr 
es a ae ee ee a ee ee a ee ee re oo ae 
SR a> © BN ee a ci Mer, A ee 8 cae ae eee eee ee Se eae Atami Non Heemghee Sel 28 > A ae ra Te eps ak eS Ce Re <i Tepe Co See MARNE D oor OH hae 
Ts ae 4 ae é ci gle ee of 4, ne ‘ es ee iter. os eee ¥ Das ke ee ee 2 NER eer aeri ctie, ot Set Mates ay Sh Ne oe ir * ea me Be eae ie ee pee E 23h ee “ype ae = 
. aT ae Ieee cs SP otee ewes ae Baie eck See : i on gras : Toe ee aes is ie md ge eee pee Ere, ee SAP ine al , eee G2 0 Seem a Sa: == 
Pe — ae = a am eae: a ner ‘ nee : < See rtte- : eee } we = = Teer hea aes ay ae by 2s i Ci ag ee =. ts. yee arms ad Pa 
: = — 4 oe f . ‘ 5 a ts 
i erat <% 
eee 62 eC 
a | 
cP ae 
4 — Pre... age oe PE SATA SS PAPAS SSA LS SP SD GS SD SED Oy | < 
a 4 . . = Fe: 
ae le ws E + Seen 1 ; 
- ee ae ser ae : 
had = ie slags Mi ee ls Bes 
ee ex aD Pe? . Tee on : | cae 
¢ Se i en 3h ci — 1 7 
: eS PR ee ee ac : 
Are Bn Tha cone, Wome eon .- ! 
oo ae  —_——, ee ok ae Sa aan ! mS 
Be user cd ‘ aan os | NNER yee BE Cisse | me 
See Tie 3. Si i 
Seatac ee a i ae ay 35 ath # 
a Vie a es ene rs ‘ ; | oe 
r a 3 , SOME een ae | — 

% (an Be est Tome | ; 

‘ F ) i 
a e 7 has 
" we make 
dis is ; ' ' 1 
UES ah y is 
ae a 2 i eee 1 : 
aes a ee 4s Ae 7 = TENG ee ae “ _ : H = 
ae ae oF ) i es 
mas P gol ieee ae ere - * 4 ; : 1 wet 
m Sy ae meen fe i ig 
pees a ~ - 
z= : oc, Zoe is a Me F r es 
an Pa i ee dee =i ee cacao Se oe 4 om i i 
Seer | 5 te ie einen é ‘ 7 
i= "ees |" rn ay 1 ne 
Sey . i 2 Pe Pe a ] Dag 

oe eaten de Se roa ae 1 ee 
a ae Pg soe 
ee eae mae? 
Bate Ps leh os « Pak 7 aire: i " 
ae é: 8 or ae ee 
ao i 
ie sa sa ss s= ee ee ee ee ee ——-$ —-— - rer er | | 
‘ 

- ante Sess a 

os Clam ~ 

a Dy pe eee ahs eee A ee : 
* = oa ; * ee a ‘, pas ‘ | ; 
a. Re : a 
- ee aa es - PS ; er 7 

By (ey ed Dak ; 
i " mre 
} ed ~ + 2 . 

rege Pe. : a 
Mer asi aur. ; i Pt 
wet ve 

ae } 
SADIE Os. | Ni 
Tea ® ve. 
Bat: | _ 

: ; . ie 
ae r eel - ce 
af ? 7 2 wie 
a (ee t i a =e 
a as rei 
ene Sh Pie i ee F Ae 

oe és Bom 
x 2 ie +H - 2 
er et Ban” an 
pees eae at Tea 
0 ee -* ’ 4 : sa 
ON e 
a . oat pal | ‘ 
as ae xt 
Poses : a) } Ea 
ee os ae 
me i 
a ad he 
i - 
coer a x af 
Bose" ioe 4 : 
aici . .- ee =f 
oe / “0, Gi . 
| a Cae § ro 
Rein PONG : a 
ee pede i ‘ . ake 
et NJ = » r } i 
oe a 3 | a) 
Si iat. tok Sr enes 
eke : ‘ \ =e 
ean / 
ie. soe an 4 pes 
ae i ' y i 
i sae aah e 
a ees p ~ ue 
eas \ 4 i: 
. eae ~ ; 
Oe con 
Sa ee: a a 
62 deasnoii Sa ae 
a ut, oe ove 
So 4 | hy 
Ass Poe ee 
o eta tap 
es : 
gio 
ae 2 
ee ha | De 
“a gre se 
_ | 
| 
{i SS | 
% ms p Mao, 
: ‘ C7, My, 
els Pah Z A 
a>; ee . KG ? ies 
ee ae es | pe 
ee” x) y | 
ea. ae > \n : 
aes be 
¥ te i ss ; = f 
* 98.43 
seme “4 y | 
a4 ee ) a | . 
gts ae “ah pol 
a = 
a s Cirele 7. PS : 
Ler ee y E : me aE, : : * : . y ; 3 ‘ 
an ks ine See Q ad > abe Sie aa 5p gen Rte Se ir 2 yore 5 ra er aa r : Y Peer Sh i ad ie is Eo se : ree 3 ‘ Pp 4 4, ee ey ee ne Pe 2 
Boon, grr ares ; ene ee ieee gs ee i es are fas Tig i : Se Ae Wey: of ee ae She “aes ae splat sinc : tal RY aE i bp eee eee ees ee Pa ee al res Se ie 
a Fpl Te rian : ; : pa (iets nae ie cage ‘ ; : eG ee sume : Cig J Lo Naga oe ek Pie Ee as 
rest rae es i Se aes (oan eke cea, pepe cE SPN eee aie ha ge ao ates ore ee bee tee ’ ; ie et ge Pe Py ee . ILO Org ea, tbe AGE Pea oe le oe yen ae gene 
a. ee X sR tg ae a mai bee oo casi TE pe Pa en, ee RR sles St og 2S near ae ae eee ee RE Mik eee ess iy (ie ei me are es 


ha 


+ Impossible 


~~ 7 Mall Coupon For FREE QUALATEX Balog Information -— 


Advertising Age, March 11, 1957 


Push Better Ways 
of Farming, Coons 
Tells Farm Ad Group 


Cuicaco, March 5—Manufactur- 
ers, agencies and publications 
serving the agricultural field 
should use their advertising and 
editorial efforts to promote better 
farming methods and _ educate 
farm equipment and supplies deal- 
ers as to their role in serving the 
farm market. 

This advice was voiced yester- 
day by Harold L. Coons, advertis- 
ing manager, Keystone Steel & 
Wire Co., Peoria, Ill., who spoke at 
the organizational meeting of the 
Agricultural Advertising Assn. of 
the Chicago area, a new group. 

The sales and advertising ef- 
forts to the farm market represent 
“one of the most glaring examples 
of a breakdown in our distribution 
system,” Mr. Coons said. 

He pointed out that the modern 
farm must be a “factory” making 
most efficient use of its land. This 
means new chemicals, new ma- 
chines, new seeds and new breeds 
of animals—about which the farm- 
er, and often the dealer, know very 
little, he said. 


® He described a Keystone adver- 
tising campaign that was built 


around the theme of better land 
use. “In this campaign, we provid- | 
ed our customers and dealers with | 
actual farm data that we thought | 
would be useful,” Mr. Coons said. | 

“This was not an altruistic effort 
but an effective means of selling | 
more Keystone fencing to farm-| 
ers,” he added. | 

The first slate of officers of the 
new advertising organization was | 
elected at the meeting. The group 
is composed of marketing men in 
manufacturing companies serving 
the farm market, of men in their 
agencies and of farm advertising 
media men. 

The officers are D. R. (Specs) 
Collins, vp of Marsteller, Rickard, 
Gebhardt & Reed, president; Vern 
Anderson, advertising manager of 
Prairie Farmer, ist vp; Tom| 
Swearingen, farm market manag- | 
er, Masonite Corp., 2nd vp; Harold | 
O. Hayes, vp of Fuller & Smith & | 
Ross, 3rd vp; Ira Bix, director of | 
advertising research, Farm Jour- 
nal, secretary, and R. C. Fer- 
guson, western manager, Success- 
ful Farming, treasurer. 

The three directors are C. R. 


We Meet Deatlines 


Realistic... 
Difficult... 


Phone our Betty Wolfe at Willard, 
Ohio 231. Tell her your deadline. 
She'll tell you if we can make it. If 
we can't, she'll say so. And, if Betty 
says we'll meet your deadline . . . 
we will! 


The PIONEER Rubber Company 
408 Tiffin Road, Willard, Ohio 
Please send me: 
( Name of my nearest QUALATEX 
Distributor 
0 Copy of “Advertising Balloon Fact Pack” 


(Ideas, samples, prices and imprint 
worksheet) 


Lash, vp of Needham, Louis & 


Has Record Sales, Earnings 
Brorby; Edward P. Nesbitt, presi- 


Warner-Lambert Pharmaceuti- 
cal Co., Morris Plains, N.J., reports | 
worldwide sales for 1956 at $153,-| 
320,441, compared with 1955 sales | 
of $136,468,796. Consolidated net 
income in 1956 was $10,821,419, up 
more than $1,000,000 from 1955 
when it was $9,794,556. Earnings 
were $4.63 per common share com- | 
pared with earnings of $4.20 per | 
share in 1955. 


dent of Critchfield & Co., and 
Robert Dinnsen, advertising man- 
ager of the Oliver Corp. * 


Webber Library Formed 

A “James B. Webber Jr. Me- 
morial Library of Retailing” will 
be established at Wayne State Uni- 
versity, Detroit, with a $10,000 
grant from the Ford Foundation, 
of which the late head of J. L. 
Hudson Co. was a trustee. The 
library, honoring Mr. Webber, for- 
mer exec vp and general manager 
of Hudson, will be established with 
part of the Ford grant. The re- 
mainder of the memorial grant will 
be used to enlarge Wayne’s pro- 


The El Paso Times and El Paso 
Herald-Post are two separate 
newspapers. They dominate this 
area and are the Metropolitan 
newspapers of the Fabulous 
Southwest. 


A market where your advertising 
IS effective. 


Mulderrig to Venard, Rintoul 
Gerry Mulderrig, formerly a me- 
dia buyer at Dancer-Fitzgerald- | 
Sample, has joined the New York | 
sales force of Venard, Rintoul & 
McConnell, radio and tv repre-| 


The El Paso Times El Paso Herald-Post 


An Independent Newspaper A Scripps-Howard Newspaper 
Morning and Sunday Evening 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


gram for retailing management. sentative. 


| METROPOLITAN Be: 
San Jose 


gai 


Up and Coming... 


Billion Dollar Mark 


And Lockheed’s two research 


and guided 


hh ‘Dideeieeend Menke missile facilities add. . . 


the only medium reaching 
every part of Metropolitan 
San Jose! 


® 3000 employees — estimated $13,200,000 
annual payroll 


® Plant investment of $30,000,000 


® 544,000 square feet of floor space on 297 
acres of plant sites 


SAN JOSE 


Y 110,000 Daily Circulation* 
Up 12.2% 


VY 93,000 Sunday Circulation* 
Up 13.4% 


Y Total Linage 44,678,251** 


Up 11.4% 


* Publisher's Monthly Statement 


** Media Records, 1956 


Mercury AND News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


INC. 


Heart of California’s Second Gold Rush! 
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9-YEAR 
RECORD OF REQUESTS 
for individual Market Data 
pieces prepared by Media 
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19936 ....- « 68,135 


estimated for 1957— 
OVER 70,000 PIECES 
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§ beneficent Blizzard 
is headed 


this way! 


when marketing planners and media specifiers from all over the advertising- 
marketing world, in ad departments and agencies alike, start pencilling those 
handy request forms which will be sprinkled liberally through the pages of our 
April 29 issue—the 10tn great compilation we’ve produced as our annual MARKET 
DATA ISSUE. 


YES = WE’LL BE UP TO 
A RECORD BREAKER 
IN REQUESTS... 


The figure is staggering; but it’s a fact that in response to the 1956 issue alone, 
requests for information on 68,135 individual items concerning markets were passed 
on to media providing information for the advertising world. Over 70,000 are pre- 
dicted for this forthcoming 1957 issue. This is a whale of a lot of contact between 
media and media users; we know of no other single issue of an ad publication which 
generates action on such a scale. 


ABOUT 1,600 OR MORE MARKET DATA PIECES 


will be digested and catalogued in eight classifications, to simplify 
selection by the readers. Column after column, page after page will 
get the most careful scrutiny from the very individuals whom media 
are most anxious to reach. These include the executives who select 
new markets, who decide to expand (or reduce) efforts in old ones, 
who build the budgets and pick the media in which to spend them. 
What's more, these people will be most receptive to all market 
and media facts which bear on their particular marketing and 
advertising interests—including the facts you want them to consider 
—why your market and medium belongs on their schedules. It’s 
hard to imagine a more potent opportunity for strong media adver- 
tising to get positive results with such a combination of qualified 
audience (largest in the advertising press), attention-compelling 
content and preconditioning to support it. 


HERE’S YOUR CHANCE 


for maximum promotion, impact and penetration. Year by year, the 
Market Data Issue grows more important as a working tool for 
everyone who carries any degree of responsibility in marketing 
planning and media decisions. Year by year, more and more such 
people pore over the swelling pages of listings, fill out and send the 
thousands of request forms, soak up vital marketing facts which 
media send them — decide on market and media action, Since 
Advertising Age’s record paid-circulation is now over 37,000 — 
and since repeated studies show that total readership of each issue 
runs beyond 140,000 — it’s apparent that here is your prime oppor- 
tunity for contact with the right people everywhere in advertising 
and marketing circles — to thoroughly blanket the field with your 
sales story. 


PLAN NOW TO HIT HARD 
with a full “tell-all” sales story! Get the full facts of 
why you belong on important schedules before the 
very people who can put you there. And by the way— 
isn’t this a made-to-order spot for the extra-attention, 
extra-readership values of an insert? 
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Advertising Age, March 11, 1957 


Advertising Pages and Linage in Farm Publications 


February and Year to Date for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-—Total Advertising, in Pages—, ————Total Advertising, in Lines————__ in Lines -—tTotal Advertising, in Pages—, ————Total Advertising, in Lines————._ in Lines 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. | Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. | Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Farm Magazines {Texas Ranch & Farm .... 130 162 58.0 69.2 12,978 16,520 57,960 70,588 12,306 15,078 
Capper’s Farmer .......... 84.0 77.9 132.7 1341 36,054 33,398 56,953 57,516 34,454 31,819 Total Group ............ 39 SIS 1004 1239 39,232 52701 100883 126157 38043 
Farm Journal: Lar size (1020 ti in January 1956. 

$tested Eéltion ...... 130.1 114.0 1945 2015 55,828 48,924 83,483 86,460 53,476 46,135 nom pan r 

H#Eastern Edition ...... 130.4 114.0 195.4 201.5 55,968 48,924 83838 86,460 53,616 46,135 

H#Southern Edition ...... 118.9 106.3 1762 190.8 51,039 45,637 75,622 81.888 48.687 42.848 Semi-Monthlies 

Western Edition ....... 132.8 118.2 195.7 2068 56,975 50,714 83,991 88,753 54,623 47,925 Colorado Rancher & Farmer 40.6 495 59.6 73.9 30,768 37,461 45,153 55,964 28,780 34,185 

Average 4 Editions ...... 0 113.2 1905 200.2 54,953 48,550 681,734 85,890 52,601 45,761 Dakota Farmer .......... 71.6 67.3 1083 107.3 56,162 52,776 84,888 84,165 52,857 51,012 
Farm & Ranch—Southern Agriculturist: We BN inns v0hhseh 114.4 112.2 184.2 186.7 89.718 87,969 144,397 146,336 82,245 79,526 

#Southeastern Edition ... 563 465 88.1 75.5 24,143 19,957 37,813 32,383 21,654 16,801 Hoard’s Dairyman ........ 638 641 109.1 115.0 46,501 46,596 79,426 83,722 41,582 41,059 

Southwestern Edition .. 594 50.7 948 80.1 25,498 21,743 40,679 34,377 21,994 17,453 Kansas Farmer .......... 57.1 60.3 83.1 97.1 43,417 45,877 63,206 73,836 40,350 42,092 

Average 2 Editions ...... 575 481 90.7 77.3 24,671 20,654 38,930 33,160 21,786 17,056 Missouri Ruralist ........ 676 59.2 98.3 98.1 51,377 45,052 74,769 74,584 45,823 39,135 
Progressive Farmer: — Montana Farmer-Stockman .. 67.8 70.9 104.0 112.9 51,247 53,571 78,624 985,337 8,225 8,288 

#Carolina-Va. Edition ... 118.5 115.7 184.3 178.2 80,612 78,686 125,394 121,225 77,556 74,898 Nebraska Farmer ........ 103.6 106.2 164.6 177.8 78,348 80,320 124,499 134,470 68,185 69,401 

#Ga.-Ala.-Fla. Edition .. 121.4 115.0 185.7 178.8 82,531 77,936 126,254 121,339 79,066 73,767 New England Homestead 40.6 44.0 65.0 81.2 28,432 30,770 45,522 56,854 22,384 25,480 

#Ky.-Tenn.-W. Va. Edition 114.3 113.6 171.8 171.7 77,736 76,810 116,879 116,750 74,873 73,363 Prairie Farmer: 

#Miss.-La.-Ark. Edition . 115.4 110.0 1724 165.3 78,489 74,726 116,882 112,297 75,251 70,705 Z#Iilinois Edition ....... 121.3 1212 1928 2028 88,318 88,273 140,412 147,682 78,428 77,223 

#Texas Edition ......... 115.5 1084 174.7 166.6 78,554 73,703 118,829 113,256 73,719 69,030 Z#Indiana Edition ...... 114.4 114.1 1819 191.3 83,312 83,087 132,494 139,312 73,422 72,037 

Average 5 Editions ...... 117.0 1124 177.8 172.1 79,584 76,372 120,848 116,973 76,093 72,353 Average 2 Editions ...... 117.8 117.6 187.4 197.0 85,815 85,680 222,268 229,177 75,925 74,630 
Successful Farming ........ 111.9 1143 166.1 175.9 50,363 51,417 74,725 79,141 49,143 50,076 Rural New-Yorker ........ 32.7 441 61.9 79.9 25,632 34,574 48,530 62,668 21,975 30,334 

Total Group .......... 84 4658 757.8 795.6 245,625 230,391 373,190 372,680 234,077 217,065 Wallaces’ Farmer ........ 114.6 129.1 1919 211.4 89,882 101,237 150,502 165,786 80,240 ~91,775 
#Not included in totals. Western Farm Life ........ 425 45.4 64.0 72.5 33,322 35,605 50,183 56,849 25,587 27,983 

Western Farm Life: 
Monthlies nee Sine Des vin’ 38.0 45.4 68.2 116.2 29,804 35,605 53,479 91,134 28,659 30,293 
American Fruit Grower .... 40.6 35.3 67.5 66.9 17,530 15,254 29,170 28,917 17,260 14,991 ee RPO ae 88.9 99.8 138.0 160.7 69,704 78,272 108,188 126,979 67,551 75,027 
American Poultry Journal: was 1iiEY 1ahiz 1m? Wa aaysa4 angen 
ry Total Group .......... 1,061.6 1,115.1 1,687.6 1,887.7 810,129 851,365 1,373,634 1,527,861 690,368 720,220 

#Eastern Edition ...... 38.8 449 768 89.6 16,691 19,245 33,010 38,415 11,364 12,012 : cae ; : =f . 

Midwest Edition ...... 36.4 392 747 79.2 15,612 16812 32,024 33,966 11.050 11.185 SUeh Cectates fo Re, COeterneS Geten eee Cares ce Eee eppenes bo Cree Pom Oe 

#Pacific Edition ....... 35.8 399 71.6 77.1 15,341 17,141 30,696 33,117 11,032 11,969 

H#Southeastern Edition .. 36.9 39.7 74.0 84.2 15,801 17,039 31,722 36,145 11,114 10.990 Bi-Weeklies 

Southwestern Edition ... 41L 69.3 — 14,656 29,738 11,022 California Farmer: 

Average 5 Editions ...... 34 40.9 73.3 82.5 15,620 17,557 31,348 35,411 11,116 11,539 Northern Edition ..... 71.0 63.5 53.1 57.4 53,686 48,004 80,292 86.7 . a 
American Vegetable Grower 34.4 285 56.8 53.7 15,141 12,322 24,523 23,196 14,974 12,214 HSeuthern Edition... 700 637 515 S67 52935 48148 771689 85.601 50809 asi23 
Arkansas Farmer .......... 23.2 24.0 34.7 448 17,530 18,166 26,321 33,919 16,251 16,804 Average 2 Editions ...... 70.5 63.6 52.3 57.0 53,310 48,076 79,090 86,269 51,090 46,761 
Better Farming Methods 384 428 60.9 71.6 16,470 18,373 26,119 30,735 16,470 18,373 Dairymen’s League News .... 14.7 131 29.5 30.9 10,728 9,584 21,515 22,502 10.056 8,884 
Breeder-Stockman .......... 63.0 74.0 136.9 142.0 26,488 31,080 57,512 59,640 1,442 1,491 Total G a2 67 aie “879 $4038 87660 100.605 Toe771 Zi i $a5 
Breeder's Gazette ........ 196 211 317 40.8 8824 9,517 14,258 18,353 7,788 8,333 wig! ow PE ' , : . ’ . ’ ’ 146 35, 
Broiler Growing .......... 43.3 448 824 813 18555 19,236 35.341 34,895 13,738 15,225 det included in 
The Cattleman .......... 85.7 95.2 193.6 214.2 35,966 39,995 81,277 89,982 13,671 14,585 
#Coastal Cattleman ...... 29.8 182 47.6 469 12,505 7,680 19,975 19,750 3,171 3,885 Weeklies 
County Agent & Vo-Ag Teacher 27.4 37.5 73.1 75.1 11,744 16,083 31,345 32,210 11,744 16,083 
Electricity on the Farm 94 10.3 188 17.0 3,378 3,690 6,756 6,202 6,756 6,202 ee le oe. Ca eee te a om 
Farm Management ........ 28.9 29.4 43.6 47.6 12,337 12,630 18,632 20,440 12,337 12,630 —" 

#Florida Cattleman 76.2 824 146.1 161.7 32,007 34,880 61,367 67,933 14,070 16,705 | ymms Fete -------. 7 a ey RB 
California Citrograph ...... 23.5 23.0 48.0 48.0 15.820 15,526 32,354 32,410 15,668 15,246 | Okia.-Ark, Edition ....... 144 221 25.7 33.7 35,397 54.353 63.310 83.020 21.616 35.057 
Georgia Farmer ........... 17.6 163 35.1 45.5 13,336 12,341 26,593 34,452 13,227 12,181 nse... 154 230 276 353 37989 56548 67859 Scars ’ 
Kentucky Farmer ........ 331 2S 7 830 29997 2308 S87 63 ue us | lee :::::: BS SE GSS iW} 50 101 : — 

Michigan Farm News ...... 23 23 3.9 3.5 5,235 5,046 8,839 7,791 4893 4,868 Total Group .......... 69. 8 0 140.7 92,910 110, 176.870 193, 49,034 47,621 
Mississippi Farmer ........ 18.7 17.5 269 34.7 14,178 13,205 20,346 26,258 13,866 12,897 | 

Missouri Farmer .......... 87 13.1 85 12.7 5955 9,015 11,681 17,510 5,132 8219 | Dailies 

National 4-H News ........ 24.2 251 36.9 37.1 10,1356 10,556 15,496 16,901 10,136 10.556 | chicas Daily © 

Nation’s Agriculture ...... 93 13 176 175 4155 5,054 8048 7,984 4,155 5,054 | easaed 

##New Jersey Farm & Garden 53.7 58.5 101.1 102.1 24,192 26,455 45,547 46,081 19.342 22.656 a aisiscene.* 35.6 262 743 68.2 75,790 55,759 158.048 145,129 47,582 34,684 
Poultry Tribune: | werere 

Eastern Edition ....... 48.6 585 100.0 107.2 20,851 25,084 42,890 45,978 14,340 17,149 | Pa. ME ashaneth 35 385 71.0 70.3 77,602 81,994 151,207 149,611 45,777 46,305 

Midwest Edition ....... 448 536 908 .2 19,238 22,976 38,969 39,543 14,037 16,871 4 

HSoutheast Edition ..... 53.2 57.2 1046 103.7 22,807 24,528 44,871 44,486 15,769 17,526 Ry OS ‘eer 491 414 92.0 87.0 104,418 88,279 195,878 185,075 66,241 54,168 

Southwest Edition ..... 60 —— 94.0 —— 19,720 40,343 13,915 pia y 2.7 25 54.4 56.8 54,755 47,867 115,839 121,055 36,688 27,756 

#Pacific Edition ........ 52.5 56.8 102.1 106.1 22,516 24,371 43,809 45,496 15,342 16,973 MIDE senor ssseece — - a ’ : — 

Average 5 Editions 1957; Total Group ........ 1469 1287 218 2823 312,565 273,899 620,972 600,870 196,288 162,913 

4 Editions 1956 ........ 49.0 56.5 983 1023 21,026 24,240 42,176 43,875 14,681 17,130 
Southern Livestock Journal... 89.0 94.0 169.0 173.0 37,674 39,788 71,551 73,108 4,788 4,123 Quarterlies 
#Southern Planter ...... 34.2 42.7 S88 78.2 23,967 29,882 41,207 54,733 22,844 28,605 
Tennessee Farmer & Homemaker 23.8 18.8 36.1 35.4 18,642 14,793 28.236 27,855 17,744 14,133 §Farm Pe 92.3 113.2 92.3 113.2 42,616 52,276 42,616 52,276 42,616 52,276 
Turkey World ...........- 58.5 59.4 146.1 136.9 25,100 25,468 62,686 58,711 13,289 14,005 §Published in March, June, September, and December. Figures shown are for March issue. 

Western Dairy Journal .... 33.3 39.2 79.0 81.9 14,315 16,814 33,922 35,119 10,637 12,834 
#Western Fruit Grower .... 38.0 34.0 60.3 60.3 15,960 14,280 25,300 25,300 15,960 14,280 Canadian 
Western Livestock Journal: . 

Mountains & Plains Edition 32.0 49.0 102.9 129.3 13,744 20,576 44,145 54,297 6,541 7,633 ee “6 WS BS G7 52,181 29,054 49,194 46,026 32,181 29,054 

Pacific Slope Edition .... 59.0 88.2 230.9 250.8 25,326 37,828 99,067 107,590 14,677 16,153 ; 

Wyoming Stockman-Farmer 33.5 31.0 69.5 64.0 26,418 24.920 53,508 48,622 19,526 15,726 B. ~5 —— * ae 62.7 GS 1042 D9 45,906 42.555 12.969 SSE 43,550 42,100 

Total Group .......... 1,044.1 1,1495 2,0159 2,146.1 606571 561,334 1,021,377 1,096,864 330,610 334,847 Weekly Star .......... 75.7 83.2 1449 171.2 73,844 83,231 141,368 171,229 52,219 56,993 
Not included in totals. Farmer's Advocate & Cana- 

dian Countryman ........ 419 543 744 89.8 29,338 38,020 52,087 62,847 23,066 29,751 
Newspaper Monthly Farm Sections Farmer's Magazine ........ 26.4 318 43.4 49.1 11,325 13,642 18,618 21,063 11,230 13,599 
Iowa Farm & Home Register 18.2 27.2 29.6 39.0 18,564 27,761 30,176 39,803 18,047 26,873 Total Group .......... 206.7 2298 366.9 410.0 158,413 177,248 285,042 325,095 130,065 142,443 
Rural Gravure ...........: 7.7 84 128 15.7 7,690 8420 12,747 15,766 7,690 8,420 # Not included in totals, 


‘Hawkeye’ TV Film Is 
Diplomatic Adventure 


(Continued from Page 3) 
eye. They christened the series 
“Hawkeye and the Last of the 
Mohicans.” 

TPA decided to shoot the series 
in Canada. It was a_ decision 
fraught with consequence. Canada 
has a long and distinguished rec- 
ord in film documentaries, but the 
TPA series was one of the first 
television film series shot in the 
dominion. Except for the stars of 
the production, all cast members 
were Canadians. 

To expedite production, TPA 
set up a Canadian subsidiary, 
Normandie Productions Ltd. Nor- 
mandie was to work closely with 
the Canadian Broadcasting Corp. 
Under Canadian broadcasting 
procedure, CBC produces network 
entertainment, operates stations, 
ind regulates broadcasting. 


s Normandie had to cope with a 
variety of problems. Sample: In 
the U. S., Mohican is pronounced 


Moe-heek-an; Moe- 
eek-an. 

Besides, the French dialog ver- 
sion for Canadian distribution was 
in the works at the same time. 

And the cold northern climate 
was rough for outdoor shooting. 

A CBC censor was on the spot, 
less to keep risque scenes from 
the picture than to be sure that 
taste, propriety and historical ac- 
curacy were preserved. 

The pronunciation § difficulty 
was ironed out easily, with the 
discovery of old CBC tapes which 
demonstrated that the American 
pronunciation had once prevailed 
in Canada as well. 

The decision to use Canadian 
actors was based on sound busi- 
ness reasons—unless 90% of the 
personnel in the film production 
company were Commonwealth 
subjects, selling would have to 
await periodic quota allowances. 
Thus only stars were imported. 

Financial arrangements be- 


in Canada, 


tween CBC and TPA have yet to 
be disclosed. CBC has said it was 
open to similar arrangements 
with other companies. Meantime, 
“Hawkeye and the Last of the 
Mohicans” has yet to hit Cana- 
dian screens—it is already run- 
ning in 90 U. S. markets—and it 
looks like fall before the series 
bows in Canada. The series—28 
episodes were shot in Pickering, 
Ont.—is said to be the most ex- 
pensive in which the CBC has 
been involved. 


s CBC’s caution may be laid to 
its position: As a crown corpora- 
tion it can look forward to ques- 
tioning in the House of Commons. 
It feels its expenditure of funds 
must be beyond question. 

Further, it does not wish to 
“jeopardize other similar opera- 
tions we have in mind.” So its 
share in the series and from 
worldwide distribution rights is 
secret. 

The distribution rights outside 
of North and South America were 
sold to Incorporated Television 
Programmes, London. 

U.S. observers figure that the 
break-even point for TPA on the | 


ure that includes a production cost 
of around $1,250,000, plus sales 
cost, advertising, promotion, 
printing and bank interest. 

So far “Mohicans” has been 
sold in 90 U. S. markets. To com- 
plete the confusing picture, the 
“eastern” was sold first in west- 
ern markets. Langendorf United 
Bakeries (through Compton Ad- 
vertising) bought the series first 
and started televising it in 14 
West Coast markets in the first 
week in January. - 


Rayette Hair Color Drive 
Uses Color TV Theme 

Rayette Inc., Philadelphia, will 
promote new hair colors around a 
“compatible color television in- 
spired”’ theme this spring and sum- 
mer through beauty shops. Six 
separate contests, one a month 
from March through August, will 
offer an RCA Victor color receiver 
to the beauty salon operator with 
the best window display of the 
month featuring Rayette’s Dream 
Color rinse and RCA Victor. The 
project is being coordinated by 
Leonard F. Fellman Co., Phila- 
delphia. 

Part of a broad program to be| 


a trade schedule, the contest will 
also feature other prizes, including 
record players, transistor radios 
and record albums by RCA. Ray- 
ette is available only in beauty 
salons. 


Wine Co. Plans Campaign 


Pleasant Valley Wine Co., Ham- 
mondsport, N.Y., has launched a 
newspaper campaign using small- 
space ads in about 20 newspapers 
in 14 markets to promote its Great 
Western champagne. The schedule 
calls for an ad every weekday. 
Each daily copy change will be 
keyed to an event, a prominent 
person’s birthday or a national or 
regional anniversary tied in with 
the slogan “Make every day an oc- 
casion with Great Western wines.” 
Spot radio and magazines will 
be used. Al Paul Lefton Co. is the 
agency. 


Two Join ‘Good Housekeeping’ 

Sigrid Helmer, formerly with 
McCann-Erickson, has been named 
promotion art director of Good 
Housekeeping, New York. Jane 
Treber, formerly with Mary Chess 
Inc., has joined the magazine as 


series is about $2,100,000—a fig- | backed by national advertising and promotion assistant. 
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THIS IS WISCONSIN... 


-..close to a *1 BILLION Farm Market! 


THIS Is THE MEDIUM IN THE MARKET 
...for Prestige, Penetration, BIG SALES! 


ONE PUBLICATION 
does the complete selling job! 


Yes, only one farm publica- 
tion delivers to you the 
nearly billion-dollar Wiscon- 
sin farm market. Ask your 
dealers, ask the farmers 
themselves, they’ Il tell you 
that one publication is 
the Wisconsin Agricul- 

turist and Farmer. 


In Wisconsin, the “AG” is 
basic as the soil itself. Close- 
to-home editing delivers 
cover-to-cover readership. 
Its penetration and prestige 
delivers active dealer sup- 
port for your product. It’s 
the medium in this top farm 
market. 


WHAT'LL THEY BUY IN '57? 


Get your free copy of “1957 Buying Intentions 


Of Wisconsin Farm 


Families,” an annual 


survey of proved accuracy. Write: Richard 


S. Pierce, 
AGRICULTURIST ANDFARMER, 
Racine, Wis. 


publisher, WISCONSIN 
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No. 81 of a series 


The NEWS of the ROCKIES 


Denver's retail Radio and TV stores 
laced 70.7% of their linage in the 


Department Store Sales .. 


U.S. Total Drops Off 4% for Week 


WaAsHINGTON, March 7—Depart- 
ment stores across the country 


for 
For the two weeks prior to that 


the week ending March 2. 


ocky Mountain News in 1956. Lead- 
ership in big ticket and luxury items. 


(Media Records) 


during the week ending March 2) date sales broke down as follows: 
dropped 4% behind sales for the 
same week of 1956, the Federal 
Reserve Board reported today. 

For the four weeks to that date, 
sales gained 3% and for the year to 
that date they gained 2%. 


% Change from ‘56 
Week Ending 
Federal Reserve Feb. Feb. 
District, Area, and City 16 
UNITED STATES 
Boston District ........ ‘ 
Metropolitan Areas 
Boston 
Downtown Boston . 
Suburban Boston 
Cambridge 


s Of the 12 FRB districts, only one 
reported a gain—Minneapolis, 
which gained 4%. New York re- 
ported no change. The remaining 
districts had sales running behind 
last year as follows: Boston, 12%; 
Philadelphia, 15%; Cleveland, 4%; 
Richmond, 5%; Atlanta, 5%; Chi- 
cago, 2%; St. Louis, 7%; Kansas 


Springfield 
Providence 

New York District 
Metropolitan Areas 


Advertising Age, March 11, 1957 


Department Store 
Sales Barometer 


Change from 1956 
Week Ended 
March 2, ‘57 -4% 


Jan. 1, ‘57 to 
March 2, ‘57 


#2.% 


City, 5%; Dallas, 6%, and San 
Francisco, 4%. 

A detailed breakdown of these 
\| district sales will be available later 


Rocky Mountain News 


A SCRIPPS-HOWARD NEWSPAPER ® DENVER 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


Giant “pressure cookers” turn wood into pulp at Champion's Texas Division. 


Pulp for Champion’s quality papers 
is first cooked in huge digesters 


Champion’s intricate recipe for manufacturing its line of quality 
papers involves the utmost skill and technical precision. One of the 
first processes takes place in the giant digesters where millions 
of wood chips are cooked to a pulpy mass. Here, as everywhere 
in the papermaking operation, Champion exerts careful control 
to assure you of superb papers and to maintain its Jeadership in 
the papermaking industry. 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY ¢« HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas, and San Francisco. Distributors in every major city. 


» 


- . 


Symbol of leadership in papermaking 


Philadelphia District ............ 
Metropolitan Areas 


Wilkes-Barre—Hazleton .. 
Cleveland District ............ 
Metropolitan Areas 
Fe 
Akron . 
Cincinnati 
Cleveland 
Columbus ........... 
Springfield ............ ° 
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Pittsburgn ai iilatiiasanabl 
Wheeling-Steubenville ..... 
Richmond District 
Metropolitan Areas 
Washington mseneecessseensceete 
Downtown Washington 
Baltimcre , 


— = 
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Metropolitan Areas 
Birmingham 
Jacksonville ... 


| 
~ 
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New Orleans ......... 
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Tacoma 
r—Revised 


Mogul Names Gurwitz, Poretz 

H. Milton Gurwitz, formerly di- 
rector of sales promotion and mer- 
chandising of the Jacob Ruppert 
brewery, has joined Emil Mogul 
Co., New York, as account super- 
visor on the Manischewitz Wine 
Co. account and a member of the 
agency’s plans board. Mogul also 
has named Arthur W. Poretz, pre- 
viously public relations director of 
MacLachlan, Ungar, Fruhling & 
Zysk, assistant director of public 
relations. 
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Bob Feller Adds ‘Pitching’ Talent 
to Otto Graham’s on Motorola Roster 


Cuicaco, March 5—Otto Graham | 
and Bob Feller, two of the most | 
famous pitchers in the history of 
American sports, are doing their | 
“pitching” these days for youth ac- | 
tivities and for Motorola Inc. 

Mr. Graham, former star quar- 
terback and passer for the Cleve- 
land Browns professional football | 
team, and Mr. Feller, for many | 
years an outstanding pitcher with | 
the Cleveland Indians, signed with | 
Motorola last year following their 
retirement from active athletics. 

Motorola feels it has gained a 
tremendous amount of good will 
from the general public with its 
new sports program that empha- 
sizes public service. However, the 
company makes no secret of the 
success of “Mr. Quarterback” as a 
merchandiser. 


| 
| 


® Motorola started its new pro- 
gram with Mr. Graham last fall. 
The format was a simple one: Mr. 
Graham would arrive at a city in 
the morning. After interviews with 
the local press at the airport, he 
would visit the children’s wards of 
one or more hospitals where he 
would sign autographs and talk 
football with the patients. 

Following a lunch put on by a 
local civic organization where he 
would be the guest speaker, Mr. 
Graham would make a personal 
appearance at the stores of Motor- 
ola dealers. Then he would show 
up at football practice at a local 
high school or college field where 
he would talk with the players and 
coaches and give tips on passing 
and calling signals. 

The evening would see him at- 
tending a dinner meeting of a local 
group and also, perhaps, making 
an appearance on a radio or tele- 
vision sports show. Then he would 
leave the city for his next destina- 
tion. 

In all, Mr. Graham made per- 
sonal appearances in 42 major 
cities last fall. As part of the pro- 
motion, Motorola offered Wilson 
footballs (retail value of $4.95) for 
$1.95 as premiums in all Motorola 
dealers’ stores as a traffic builder. 
Motorola also held an “Outguess 
Otto Graham” contest in the fore- 
casting of scores of major football 
games. The company reported that 
70,000 footballs were sold. 


® A similar personal appearance 
tour and format is planned for Mr. 
Feller. As a promotion, Motorola 
will offer Wilson baseballs (retail 
value $2.75) for $1.49. The Motor- 
ola dealers will contribute 25¢ 
from the price of each baseball to 
the local youth league of the cus- 
tomer’s choice. 

The company estimates it will 
sell 500,000 baseballs and that it 
will contribute from $100,000 to 
$125,000 for youth baseball. The 
baseball promotion will start 
around April 15. Motorola will 
back the promotion with page ads 
in Sports Illustrated and other 
sports and outdoor magazines. 

“We feel that the activities of 
Mr. Graham and Mr. Feller are a 
public service,” said A. H. Center, 
Motorola director of public rela- 
tions, “We do not try and push the 
Motorola name and as a result, we 
have received very favorable 
treatment from most of the press.” 

Mr. Center pointed out that the 
personal appearances of the two 
athletes are coordinated by Motor- 
ola distributors in the various 
cities. 

“We are sold on this public serv- 
ice idea, and we seriously feel 
that we can make a definite con- 
tribution to youth activities in 
football and baseball,” Mr. Center 
said. “Our dealers and distributors 
also are enthusiastic about the pro- 


motion, and we feel that the whole 


arrangement has made for better | 
understandings in all segments of | 
our organization.” e| 


MOTOROLA SETS BUDGET 
‘ABOVE $10,000,000’ 

Cuicaco, March 5—Motorola Inc. 
will invest between $10,000,000 and 
$12,000,000 in advertising and sales 
promotion this year, ADVERTISING 
Ace was told today. This repre- 
sents a sizable gain over 1956 ex- 
penditures that ranged between | 
$8,000,000 and $9,000,000. 


year, having purchased spots on| papers and outdoor in selected | 
markets. Included in the over-all | 
budget are appropriations for co- 
op advertising and the promotional 


NBC’s weekend “Monitor,” with | 
more spots or program participa- 
ions contemplated later this year. | 


|azines, trade publications and tele- | Feller. 
Motorola is going into radio this| vision participations, plus news-| 


| Dailies Group Elects 

| J. P. Dawdy, Welland-Port Col- 
|borne Tribune, has been elected 
president of the Ontario Provin- 
cial Dailies. Other new officers in- 
clude E. J. Mannion, Thomson 
Newspapers, Ist vp, and J. Ross 
| Bates, St. Catherines Standard, 
2nd vp. 


SWITCH PERFORM- 
ANCE—Hal Mc- 
Cormick, director 
of advertising 
and sales promo- 
tion for Motorola 
Inc., signs a base- 
ball for Bob Fell- 
er, former Cleve- 
land Indians 
pitcher, as Mr. 
Feller signs up 
with Motorola. 


Cleworth Names Verschoor 
Albert L. Verschoor, formerly 
| with the Aeronautical Digest Pub- 
lishing Co., has been named circu- 
|lation manager of the Cleworth 
Publishing Co., Cos Cob, Conn. 


as 
The company also will use mag-| activities of Otto Graham and Bob | 


Leo Burnett Co. is Motorola’s 
agency for consumer products; 
Kolb & Abraham is the agency for 
the communications electronics di- 
vision. e| 
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GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active’ MBS 


Winning awards for TV advertising is wonderful. Winning 
ales is even better. These commercials for “Futurama” — 
Revlon’s new kind of lipstick case — did both. Starring beau- 
tiful Barbara Britton, the series was chosen in a Sponsor maga- 
zine survey of copy chiefs as one of the top ten of 1956. Market 
surveys show this “Futurama” campaign also helped skyrocket 
Revlon’s share of total lipstick unit sales to an all-time high. 
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Everyone talks about th 


BATTEN, BARTON, DURSTINE & OSBORN, 


NEW YORK * ATLANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND 


ab «1 gok! Quick*n-easy OS 
to spark up your mea" 
——_—oe 


ood 
STERLING sat brings ov the best 1" t \ 


e weather — especially salt manu- 
facturers. In fact, the claim of salt pouring in damp weather has 
become an advertising cliché. So International Salt Company is 
taking a new approach for its Sterling Salt. Promoting salt as 
an exciting ingredient in modern cooking, newspaper ads fea- 
ture special recipes made better with Sterling Salt. Animated 
salt shaker appears in every ad, is also used at point of sale. 


one-cent sale. Packing more than 300 items into four-page 
spreads, Rexall runs what are essentially retail advertisements 
in national media... and gets the one-cent news read by more 
than thirty-five million families across the U.S. Since Rexall’s 
first one-cent sale was advertised by BBDO Los Angeles back in 
1949, Rexall one-cent sales have increased ten times in volume. 


7 Je its tail 


‘ 
ideas road . 


“me pally Oe | 
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, Te 
“This baby” is the 1957 De Soto. And this four-color spread 
is one of a new series — created to sell “the most exciting car 
in the world today” in a most exciting way. Copy drives home 
the basic theme with news of De Soto's new Torsion-Aire ride, 
TorqueFlite transmission, Flight Sweep styling, Triple-Range 
push-button control, super-powered V-8 engines and many other 
great De Soto advances for 1957. By BBDO Detroit-New York. 
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e w.A.- KRUEGER co. 
neater of Wire Color’ lithography 
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3e30 west wisconsin AVENVE * MILWAUKEE s. wisconsin Md TELEPHONE: 
Office of the 

=-_ 
Secretary — Seles Menoges January 22, 1957 


Mr. Jack Johnson, Advertising Manager 
ADVERTISING REQUIREMENTS 

200 East Illinois Street 

Chicago 11, Illinois 


Dear Mr. Johnson: 
Therefore I felt you would 


ults we have had from four 
in ADVERTISING REQUIREMENTS, 


reciates testimonial letters. 


one which sets forth the res 
ocess advertisements we ran 
ember 1956 and January 1957. 


Our firm always apP 
be interested in this 
full page four-color pr 
September, October, Nov 


86 direct respons 
for 94 differen 


The prospects who 
ional advertising. 


2 dif- 


es from these ads. 
t pieces of promot 


ed 23, and came from 1 


All told we received 

wrote in made requests 

Requests for our Company promotional book number 
York to California. 


ferent states, from New 

“Miracle of Micro-Color" book numbered 9 and came from 10 
states, from New York to California. 
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The Worm of Self-Consciousness in American Culture 


By Margaret Mead 

My mother wrote one of the very earli- 
est social science articles about adver- 
tising and it was approving. This was 
way back before 1900. In those days 
social scientists thought advertising was 
going to be a tremendous force for good 
in this country, a point of view you have 
just been rediscovering. There was a long 
period in between when this probability 
was not recognized either by the public, 
the social scientists or the advertisers, 
themselves. 

However, back at the turn of the cen- 
tury my mother wrote an article in 
which she pointed out that the great 
function of advertising was that it was 
going to teach people what to want. It 
was going to teach them the things they 
did not know they could want, and when 
they found out they could want them 
they would want them and they would 
buy them, and the whole society would 
be benefited—she didn’t use the word 
“upgraded” because they did not know 
it then—but she made the same sort of 
point. 

Then there was a virtually barren 50 
years when practically nobody like my 
mother said a good word for advertis- 
ing... 


Less, Not More Conformity 

What I really want to talk about to- 
night is looking at advertising as an 
anthropologist, and from the distance of 
Manus, half a world away, looking back 
at this country, taking this point about 
conformity that has been made several 
times today. Everywhere I go I am asked 
questions about conformity. The elders 
get up and say, “Isn’t it awful that youth 
is so conforming!” Youth gets up and 
says, “Is it true that we are so conform- 
ing?” All over this country people are 
talking about conforming. 

I listened to some of the descriptions 
today. For instance, high school students 
wear the same clothes as other high 
school students. That is one sign of con- 
formity. Another sign introduced by one 
of the speakers was that if you were 
dressed for town you stayed on the op- 
posite side of the street from your friend 
in Bermuda shorts—which suggests that 
people in business suits used to run 
across the street and walk around with 
people in Bermuda shorts, and that 25 or 
30 years ago high school students did not 
dress like high school students and col- 
lege students did not dress like college 
students, and furthermore in other parts 
of the world, that beautiful old world 
where there was taste and things like 
that, there was no conformity, that con- 
formity is something we have invented 
in the United States recently. 


= I have heard this over and over again 
in the last six months and it has puzzled 
me very much, because we are not con- 
forming as much today as we did 25 
years ago, and anyone who has lived as 
long as I have knows it. Every middle- 
aged woman in this room knows it. She 


Noting that Advertising Age occasionally delves into the social sciences, 
reader Robert LaRue of Holden, Chapin, LaRue, Detroit, suggested recently 
that AA readers might be interested in the text of some remarks on advertising 
made by Dr. Margaret Mead. noted anthropologist, at the 1956 advertising con- 
ference at the University of Michigan. AA covered the conference, including 
Dr. Mead’s talk, at the time, but is nevertheless pleased to present here, with 
permission of the University, a major portion of Dr. Mead’s informal talk. 
Readers will find her discussion of conformity, of feedback in the advertising 
business, and of the problems of broadening the culture well worth some seri- 


ous reflection. 


can wear her clothes for years and they 
do not get out of style, which was not 
true 25 years ago. 

We have tremendous variety today, 
tremendous choice, but everybody is 
moaning and groaning and accusing and 
self-accusing and breast-beating about 
conformity. What does this mean? I think 
it means, not that we are more conform- 
ing, but that we know that we are con- 
forming—when we do conform. This is 
the contribution for good or ill that ad- 
vertising and particularly the market 
survey—the kind of survey that feeds 
back into the mass media and into ad- 
vertising—has made to the culture of the 
United States. 

Listening to people talk you would 
think junior executives used to go to 
work in polo shirts, because now they 
wear neckties. They always wore neck- 
ties, but they didn’t know it. Now when 
a boy who wants to be junior executive 
ties his tie he knows he is tying the kind 
of a tie that a junior executive would tie. 


s The youngsters in school start build- 
ing portfolios for themselves virtually by 
the time they are in kindergarten, build- 
ing up the picture that will be presented 
to employers, to college entrance boards, 
or the FBI, as the case may be. It is 
extraordinarily like what is happening in 
the Soviet Union, though on a much 
milder scale. We imitate the Soviet Un- 
ion a lot of the time, but we play for 
marbles and not for keeps. 

We have accounts from Soviet defec- 
tors from the late '30s, of people who 
knew they were doomed, because people 
who had hired them had already fallen. 
They knew they were doomed, but it 
might take six months, They also knew 
who were spying on them. So for the 
six months or so they carefully planted 
subversive remarks of sufficiently mild 
nature, which would go in the portfolios, 
so that when they were finally arrested 
they would be sent to Siberia instead of 
being executed. 

We are doing this here, only on a dif- 
ferent sort of level. With the help, of 
course, of advertisers in the mass media 
we know which colleges rank how and 
for which things. You all have in your 
offices notes on different types of col- 
leges—when you should mention an Ivy 
League college and when not to—where 


in the Middle West mentioning an Ivy 
League college will work and will not 
work. 


Self Conscious Feed-Back 

Or take that charming magazine, Con- 
fidential, and its article, “Harvard Men 
Are Lousy Lovers”—published some time 
last year—that is based on a survey, you 
remember, an alleged survey among the 
wives of Harvard men, who, to the great 
annoyance of that magazine, said they 
were satisfied with their husbands, 
which upset everybody. 

This sort of information spreads all 
over the country and is known by every- 
body trying to get themselves or their 
sons and daughters into college. “I hear 
this year Barnard is emphasizing all- 
around character more than brains.”’ Or 
you hear that another college cares about 
brains. Or take instead the magnificent 
news a few weeks ago of which towns had 
the most eligible bachelors in the United 
States. That is the sort of thing that de- 
feats itself very rapidly. 

I am just waiting for the incident to 
occur in which one nursery school child 
hits another nursery school child with a 
train of cars and the other one says, 
“Look out! It'll go on your college record.” 


= Of course we have had Gesell, and now 
for almost a generation you have known 
whether your child walked at the right 
time, weighed the right amount, and 
kicked you under the table when he 
should. At six you take their shoes off 
because they are likely to kick under the 
table. There were something like 300,000 
mothers who had to go through the sixes 
without Gesell, because “One to Five” 
came out, and then children were six be- 
fore “Five to Ten” came out. Those chil- 
dren had better marry each other! No- 
body else will understand them. 

We also had the Kinsey Report and 
everyone could look up his own and 
everybody else’s standing in that. 

So we have built up in the last 25 
years an enormous degree of self-con- 
sciousness. This is fed back into the 
agencies, of course, who then know 
whether a kitten ranks a puppy and for 
what, when the pretty girl ranks a baby 
or when a baby ranks a pretty girl, and 
they put the pretty girl on in the right 
place—which either means that more 


people want more girls to rank more 
puppies, or they learn that advertising 
men put pretty girls on with cement 
mixers and when they see a girl with a 
cement mixer they refuse to buy cement 
mixers because the advertising man put 
the girl with the cement mixer and he 
shouldn’t have. 

We build up double-take, triple-take, 
quadruple-takes, and so on, until 
you have a public who are experts on 
advertising. We have a feed-back system 
but we don’t know where it is going. 
When you read one of your survey re- 
ports you don’t know who started it. 
You don’t know whether the public really 
liked puppies in this spot, or whether 
they did ten years ago so you put the 
puppies in and now they expect them. It 
goes round and round. 

It is a little like OSS during the war. 
You know, one OSS branch would start 
a rumor without telling other branches of 
the American expeditionary forces, then 
it would get reported back and we would 
think it was true. Even other parts of the 
OSS would think it was true, too. You 
never knew at any given moment wheth- 
er a propaganda rumor had been started 
by the enemy or started by OSS. 

This type of circle has been introduced 
in this country by advertising and the 
mass media. I think advertising in a 
sense has to take more responsibility be- 
cause you, I think, have done more of 
the surveys, have supported market re- 
search more, have done more work to 
find out what people of a given social 
economic group are eating, who they are 
kissing, where and when, so it can be 
put in an ad. 

You have accumulated this mass of 
information that now tells every young 
American, when they are doing what 
they would have done anyway, that they 
are doing it because they are conforming. 
It worries them a little bit, and it wor- 
ries you, of course. Madison Ave. no 
longer knows whether it is being Madi- 
son Ave. or is being the country’s con- 
cept of Madison Ave., or being Madi- 
son Ave.’s concept of the country’s con- 
cept of Madison Ave. 

You get a lot of very strange miscar- 
riages. I think probably one of the very 
best ones was the article written by the 
author of “The Man in the Gray Flannel 
Suit.” He did very well with the Man, and 
then somebody thought—this is the copy- 
cat phenomenon you were referring to— 
he also might know something about a 
“Girl in a gray flannel suit,” so they got 
him to write an article on that. It relates 
very well to women in 1935. It was a 
piece of reflectiveness that did not reflect 
forward. 

This situation in which people now ask 
first, what are people like me doing, so 
they can do it, has been reasonably acute 
in this country. I think it is this which 
lies back of all this worry about con- 
formity. 


# I now want to shift for a minute to all 
the optimistic and congratulatory things 
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that have been said today. I believe if 
anybody who had not dealt witn adver- 
tising for 20 years had come in today he 
would never have guessed that advertis- 
ing was a pilloried profession in the 30s. 
It used to be said that you frightened 
people with halitosis. You frightened 
them with bad complexions. You taught 
them that there were magical panaceas. 
You taught them to want things they 
ought not to want. You stretched them, 
suborned them and all sorts of things. 
You should go back and read some of the 
older discussions of advertising. You 
probably have forgotten. 

This is all changed now. Advertising 
today is playing the role you have dis- 
cussed and the role my mother talked 
about 50 years ago, of being the agency 
that is helping people upgrade them- 
selves, teaching them what kind of 
clothes, what kind of furniture, what 
kind of wallpaper and what kind of 
thoughts people of their or the next so- 
cial class ought to have. 

This upgrading is good, it is very good 
indeed. It used to be called “being mo- 
bile upwards” and it wasn’t nearly as 
good as “upgrading”! You all spoke today 
with appreciation of the fluidity of Amer- 
ican society, the amount of upgrading 
that is occurring, and it is quite fascinat- 
ing. Janitors are called custodians and 
have sections in educational associations. 
The attendants in mental hospitals now 
are given awards for their “psychiatric 
achievements.” And I just went to an 
interpreters’ conference where the inter- 
preters are interested in “cross-cultural 
communication” and this in terms of 
philosophical systems. 


s All over the country, we are having 
these changes in the relationship of oc- 
cupations. There is some down-grading, 
though not so much yet. We do have 
such things as people who used to belong 
to learned professions becoming members 
of unions and striking, which I think is 
probably a fair instance of down-grading, 
in self-estimation. Sometimes people who 
once were called professors are now 
called employes. That is down-grading, I 
suppose. 

On the whole, everybody is shuffling 
around and moving in different direc- 
tions. Advertising has the role of teach- 
ing them how to do it. 

It has always been necessary in the 
United States to visualize mobility for 
adults, because this whole country was 
made by people who came over here after 
they had been brought up to behave in 
another way. That is why we have Emily 
Post. Advertising from one point of view 
might be called the modern Emily Post 
amplified, in teaching people virtually 
every detail of how to spend their money, 
how to take advantage of new technolo- 
gy, how to take advantage of the new 
kind of tastes. 

There is just one trap in this picture, 
which the last speaker this afternoon 
mentioned. He said we were running into 
taste for taste’s sake... . 

Emphasis is being placed today on the 
importance of taste as a way of helping 
people who live at a lower economic 
level, or with less education, to move out 
into the American scene and become 
members of what has been beautifully 
called the “core culture.” The core cul- 
ture is that style of living of which it can 
be said, that once you hit it you can go 
anywhere and no one will insult you. 
You can get on a train and the porter will 
be polite. You can go into a hotel and no 
one will ask you to leave. You can take the 
children to school and the truant officer 
won't stop you in the hall. You can move 
around. It used to be called the lower- 
middle class. It has been described also 
by Martin Loeb as the class, the culture 
of which is like a magnet to everybody 
below it, and a repellant to everybody 
above it. 


What Happens at the Top? 
There was much discussion today as to 


the role advertising is playing in letting 
every American have access to the core 
culture, letting everybody get into the 
lower-middle class. Anybody who was 
not there before can now get in. This is 
very noble when you are talking about 
the people who are under the lower- 
middle class. 

But there is one great difficulty in all 
this picture. We are upgrading and up- 
grading, and people who did not like 
Shakespeare will now like Shakespeare, 
and people who did not know about Bach 
will know about Bach, and keep baseball, 
and we are going wide as well as deep. 
But what has happened to the top? What 
kind of new ideal is being developed? It 
is wonderful to teach sharecroppers that 
they too have a right to eat lean meat. It 
is wonderful to teach the man in the 
street that he has as much right to an 
LP record as anybody else. 

All through the talks today there was 
a kind of vigorous equalitarianism that 
is America’s contribution in productivity 
as over against Europe. It is wonderful 
that you can buy the same dress for 
$14.50 that you can for $140, with the 
seams not so well finished. But it means 
everything in dignity for the people in 
this country, that they have access to the 
whole culture. That is all true and it is a 
magnificent thing that we can be proud 
of. 


s But what happens to the top, the peo- 
ple who already had been upgraded? If 
there isn’t any further place to go for 
them then there is nothing for them to 
do except to find out what the other 
people who are just like them are doing. 
What Mr. Stanley talked about today, 
for instance, was more people seeing 
Shakespeare. But Shakespeare is already 
there. He has been there for a long time. 
Just increasing the number of people that 
will see Macbeth over television, al- 
though it is a very good thing to do, does 
not say anything about the growing up- 
per edge of exploration and invention of 
this society—how we are to produce new 
playwriters, new plays, new political in- 
ventions. 

At no time today was any purpose out- 
side our own borders mentioned. The 
only time other countries were referred 
to was to say how much better we were 
than they were. There were a few refer- 
ences to the fact that in this country and 
nowhere else in the world could anybody 
do so much about upgrading. But other- 
wise the rest of the world was left out. 
No one mentioned the change in power 
sources, no one mentioned the atomic 
bomb, not even to say how positive and 
beautiful it was that the atom was going 
to be set to work for mankind. What we 
talked about was taste. We talked about 
the improving standards of living of the 
people in the United States. 


® It is a fine system, but I found when 
I started to write a few excerpts for the 
press, after having made up the title on 
the spur of the moment over the tele- 
phone—you know, you either have to 
have sex in a title or be ambiguous, and 
since I decided there would be no sex I 
had to be ambiguous—that the worm I 
talked about had turned into a silkworm, 
which I did not know when I gave the 
title. It turned into a silkworm which 
spun the silk out of the inside of itself 
and wrapped itself up in it. This is the 
serious thing we are doing. We have 
become completely reflexive. We have no 
heroes, no saints. Our young people don’t 
read novels any more. They don’t read 
the great novels to find out how their 
souls will be torn, what great passions 
will grip them. They read Time, Life and 
Fortune to find out what they them- 
selves are thinking this week, and they 
know down to the smallest detail. 

You make a survey and tell yourselves 
what you are doing, and then you do it 
some more until you are tired of doing it, 
because you are bored to death. So you 
do another survey and find you were 
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just had to reprint. 


We seldom accept outside contributions for this column, despite the fact it 
would save us a lot of grief writing it. (And frequently make it a whale of 
a sight more acerb, too.) But here just recently we received two we felt we 


We like it. We liked the comment on the Eastern Air Lines ad, too, showing 
“This ad for Drambuie is a very subtle one, full of motivations. What’s hap- 
pened is this. The lady has gone to the ladies’ room (where else?) and the 
man is wondering when she’s coming back. He’s sort of teed off because she 
left—right in the middle of a story he was telling about himself and bor- 
rowed a dime in the bargain. He’s thinking the dinner cost enough without 
her having to go squandering dimes. Don’t they have a row of free ones, like 
in railroad stations? He’s disgusted. He’s saying, ‘Phooey!’—which rhymes 
with Drambuie. And that’s where the motivation comes in. The W. A. Taylor 
Co. hopes that whenever you feel like saying, ‘Phooey,’ you'll get all mixed 
up and wind up saying, ‘Drambuie.’ Unless you get terribly mixed up, in 
which case you may wind up in the ladies’ room.” 


We like it. We liked the comment on the Eastern Air Lines ad, too, showing 
Eddie Rickenbacker congratulating Bernard Gimbel, Eastern’s 50 millionth 
passenger. The comment: “The Rickenbacker luck continues! If it had been 
us, some nonentity would have shown up!” 


uw : 
<7 ; 
ud 
Alter Dinner—a ORAM’ of DRAMBUIE 


the Cordial with he Booten whishy pace 


bored. That doesn’t get anywhere. 

This is the new consumer culture Reuel 
Denney talked about early this morning, 
and I do not think it is the culture of the 
entire United States. I think it is the 
culture of Madison Ave. with its envi- 
rons, colonies, extensions, and empires. 


® This is a very serious point, because 
this is you. (You understand I am only 
using Madison Ave. the way one uses 
words like the Kremlin.) You hold in 
your hands the definition of yourselves 
and the definition of American taste, of 
what is happening in America. For in- 
stance, take those carpet ads that have 
been coming out, with the man sitting 
on the carpet at a woman’s feet. Some 
man who “knows” America is a matri- 
archy invented those ads. 

There was a wonderful ad in a New 
York survey two years ago. It was a 
shirt ad, three-dimensional, activated. In 
the ad a woman was dressed as a cave 
woman, in a leopard skin. She was drag- 
ging a much smaller man in a shirt, along 
by the hair, his arms folded, with a look 
of absolute bliss on his face. What that 
was supposed to say, to whom, is a very 
open question. It is rather doubtful 
whether American men want to buy 
shirts to show they like to be dragged by 
the hair by cave women. 

However, this is the stereotype that 
has emerged from a mixture of adver- 


tising, sophistication and psychoanalysis. 
And it is being spread all over the coun- 
try. 


Uneasy Advertising Practitioners 

In the third place, it seems to me, 
there is a note of lack of respect for the 
advertising profession. I listened very 
carefully to our last speaker today and 
saw the films of the honest, good ads 
that would stand up by themselves, that 
were related to the product, that were 
clear and sensible and represented all the 
best things anybody could say. Every- 
thing was honest and beautiful and clear 
except the voice of the announcer, saying 
in effect, “Now, folks, you are going to 
hear a commercial. We hate to give com- 
mercials and you hate to hear commer 
cials and we are telling you this is a 
commercial so you can tell it is a com- 
mercial, so if you don’t like commercials 
you can turn it off.” (That is not a com- 
ment on the particular voice in that 
particular commercial, but it was a rath- 
er typical voice.) 

Ten years ago people would have said, 
that is fine; it warns us it is a commer- 
cial so we can turn it off. We cannot say 
that any more. If advertisers are going to 
say that they are going to play a re- 
sponsible part in American culture, that 
they are going to have ads that make 
sense, which have high standards, then it 
is going to be necessary to talk about 
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the product in a tone that does not warn 
people this is a phony, as that stylized 
voice that goes with commercials now 
does. 


s So there are still traces, it would seem, 
even over a 50-year span, even in a jubi- 
lee celebration like this today—because 
that is pretty much what it has been, of 
course—of the whole advertising indus- 
try, not really feeling itself to be as 
David Potter described you in “People of 
Plenty.” I don’t know how many people 
have read that book. Not as many as 
should, I would imagine. There is a won- 
derful and terrible discussion of adver- 
tising in it. First there is a very good 
chapter that says advertising is the insti- 
tution of plenty; that as society shifts 
and changes it develops new institutions, 
and that not until we developed the kind 
of plenty that we have now did we de- 
velop advertising; that advertising is the 
essential, crucial institution of plenty. 
[This chapter from Mr. Potter’s book was 
published in ApverTistnc Ace Oct. 4, 
1954.) 

And there is nothing you would rather 
be, I imagine, more than “the institution 
of plenty.” Advertising represents our 
high productivity, the age of the common 
man, 

But then Mr. Potter goes on and recites 
every cliché about advertising that any 
critical person ever wrote. So the institu- 
tion to which is entrusted this precious 
development of our economy still has not 
had the kind of statement made about it 
that would make people feel that adver- 
tisers are a responsible group who can be 
trusted to carry on a role such as you 
have defined for yourselves today. 


® Three weeks ago I went to a confer- 
ence in England which philosophers 
would call a meta-conference. It was a 
conference on conferences. At that con- 
ference we defined what a conference 
was. A conference is the special institu- 
tion of an expanding body of knowledge 
in a shrinking world. This is such a con- 
ference, dealing with a shrinking world 
and expanding body of knowledge. How- 
ever, you have not yet included the 
shrinking world in your definition. So I 
very seriously commend your taking a 
look at the rest of the world and think 
also of ourselves as a people who hitch 
our wagon to a star. Today you have de- 
scribed better and better wagons but 
done nothing about the star. 
. * ” 
Following her formal talk, Dr. Mead 
answered questions from the floor. Per- 
tinent portions of some of these questions 
and answers follow. 


To a question as to her qualifications 
to discuss advertising: 

“Anthropologists are people who spe- 
cialize in the study of whole societies. We 
study very little ones, ones with few 
people in them, no writing, no elaborate 
tradition. We learn a great deal about 
them very quickly. If we are dumped in 
these small societies often enough we 
get a certain amount of training in look- 
ing at wholes. 

“In talking about advertising in this 
society I am talking about it as part of 
a whole. And for the last ten years I 
have had many students doing intensive 
studies on American advertising, in many 
different ways. 

“I have only been in the South Seas 
once since 1939. I have worked with na- 
tional campaigns. I worked intensively 
with the nutrition campaign in this coun- 
try. I followed what happened to adver- 
tising about food. So I have done a good 
deal of rather careful work in this field.” 


@ Question: “You asked in your talk the 
question, what happens to the top? In 
your estimation, what does happen to the 
top?” 

Dr. Mead: “Nothing has happened yet. 
As I say, I do not think this using of 
ourselves as a model of ourselves has 
gotten very far yet. You see it in the 
disappearance of novel reading in adoles- 
cence, which is one of the things that 
has happened. 

“You see it when you ask young people 
what they want to be. The search for se- 
curity and asking about pensions is also 
a great change in the level of aspiration. 
What people ask today is: ‘What kind of 
a job will it be? Where will I live? How 
much vacation will I have? Is there any 
overtime? What is the pension?’ What 
they are thinking about is where they 
can spend their time with their wife and 
five children and a station wagon. 

“This is beginning and people are wor- 
rying about it. Everybody is fussing 
about conformity because they are con- 
scious of it. It is not too bad as yet. But 
if we continue to make surveys and tell 
people what they are doing and not sug- 
gesting anything else, not having any 
star, all you’ve got is the American peo- 
ple responding to the very best survey 
on the 49 varieties of wagon.” 


® Question: “You speak as though we are 
going into kind of a golden age, with a 
slight foreboding of possible decay at the 
end, and the society turning inward, and 
the American intellectual and academic 
people pictured as exposing our inade- 
quacies with their votes of dissension. 
But don’t you think since we are going 


Just Looking. . .~~ 


CARACAS: In this astonishing city 
—so modern as to make New York 
seem a little steam-age—a man in a 
gray flannel liqui-liqui finds himself 
in a somewhat curious environment. 

There are some 100,000 tv sets in 
Caracas, for instance, but it is doubtful 
whether anybody really knows how 
many viewers, or who they are, or 
what they listen to. 


® Tv production, as practiced by the 
Criollos, is something you have to see 
to believe. 

Many half-hour and even hour 
shows are put on the air without any 
rehearsal whatever. 

Directors generally work without 
benefit of assistant directors or tech- 
nical directors, punching up their own 
shots. They handle four or five shows 


By.Walter O'Meara 


daily and some have handled as many 
as eleven. 

Yet, there is a charmingly casual 
air about everything. Cameras, for ex- 
ample, aren’t numbered; directors ad- 
dress the cameramen by their names, 
which are placed above the monitors. 

In one big studio I visited, people 
drifted in and out, laughing and talk- 
ing, while a live show was on the air. 

Not a clock with’ a sweep second- 
hand was in sight, incidentally; a few 
minutes one way or another doesn’t 
always matter down here. 

It all seems a little odd, maybe, in 
a city where the most beautiful super- 
market in the world serves a smart 
‘clientele of station-wagon shoppers, 
and every other car on the street ap- 
pears to be a Fleetwood Cadillac. 

But anyhow it’s wonderful! 


into a period like this our job is to sell 
people on different views on the part of 
people like yourself and going forward, 
instead of picking apart, which is good, 
but intellectually should there not be a 
reaching out and going forward?” 

Dr. Mead: “You see, I said I don’t 
think this has actually happened yet. 
When I go around the country and talk 
to other people and they say, ‘Aren’t we 
all smothered under conformity?’ I say 
‘No, but we think we are.’ 

“I am talking about what you your- 
selves think, about yourselves. I am talk- 
ing about what turns up in the comic 
books when an advertising man is being 
psychoanalyzed. I am talking about the 
novels written about the advertising in- 
dustry. I am not talking about what I 
think about you; I am talking about what 
you seem to think about yourselves to- 
day. 

“I do not believe in golden ages. I do 
not believe we are going into decay. I 
think this is just another piece of feed- 
back, and I am just part of the feed- 
back. You see, I am part of the self- 
survey system that you have set up. You 
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have a conference and you ask Reuel 
Denney and me to come to talk to you 
about yourselves, so you will think about 
yourselves in some other way. It is all 
part of this same system. 

“We know now that one of the things 
that is happening in the world is that 
you keep altering what was to have hap- 
pened by telling people that it is going 
to happen, and then it doesn’t necessarily 
happen. 

“I do not regard myself as a prophet 
of doom who says advertising agencies 
20 years from now will plunge us into a 
golden age. I regard myself as a piece of 
the machinery of self-consciousness. This 
group has a conference on advertising 
and is trying to think about advertising, 
so I am one of the gimmicks that you 
put into the picture to help yourselves 
think. I am not an outside intellectual 
just sitting around criticizing. As I told 
you, my mother approved of advertising. 
I have never had any sympathy with 
the picture of advertising as the devil. I 
am the kind of person who, if I like the 
radio program, thinks I ought to listen 
to the commercial just out of gratitude.” 


Looking at Radio and Television ... 


A Look Ahead at Television 


By The Eye and Ear Man 


There is a shaping up of network pat- 
terns for the 1957-58 television year, 
even though normally it would be too 
early to make any accurate conclusions. 
The pattern is bound to be as malleable 
as ectoplasm, but early reports can gov- 
ern potential client decisions about shows 
and franchises. 

There is vigorous competition among 
three networks. If Sylvester Weaver gets 
his “little network” going, probably with 
the DuMont-owned stations as a nucleus, 
there will be a fourth competitor. ABC 
is determined to strengthen its program- 
ming and to keep pressing the leaders. 
NBC is determined to win back what it 
has lost over the years and compete on a 
more equal basis with CBS. CBS is 
standing pat and firming its few weak 
spots. All in all it’s like watching four 
wrestlers fight blindfolded in three feet 
of codfish. 


s Earlier in the year there was much 
talk about short term commitments. 
Everyone agreed that they were fair and 
necessary, provided the producer didn’t 
lose any money. Then along came ABC 
with several sales of untested properties 
which got the usual year firm commit- 
ments. 

First was the “Frank Sinatra Show,” 
with a price tag equal to any show, and 
with a notoriously unreliable star with- 
out a previous history of success in a 
continuous vehicle and with no record <f 
success as his. 9wn_producer. This offer- 
ing was snapped up by Chesterfield ,in 
an untried time, Friday, 9-9:30 p.m., EST, 
on ABC—without a pilot and without a 
bail-out point. True, the show might be 
a hot one, but it could just as easily be a 
Winchell and the escapades of the Rover 
boy could cause embarrassment to the 
client. 

“Zorro,” a Disney half-hour adventure 
series scheduled for Thursday, 8-8:30 
p.m., EST, on ABC, against formidable 
competition, is high priced ($90,000 a 
week time and talent) and was bought 


. without a pilot, cast, script or anything 


but the Disney name. It is a well-known 
show business adage that a producer is 


‘ only as goed as his next show. Disney 


has no history in this kind of operation 
in television. 

“O.S.S.” was a more reasonable buy 
for Mennen Co. Scheduled to go on ABC 
following Sinatra, Friday night 9:30-10 


p.m., this adventure series had a pretty 
good pilot and was very reasonably 
priced—$60,000 time and talent, gross, 
weekly. And yet, this is the kind of show 
everyone was predicting could be nego- 
tiated with a bail-out point. It wasn’t, 
though Mennen is expected to look for a 
co-sponsor. 


s The purpose of illustrating the trends 
in this year’s market with ABC shows is 
the extraordinary early sales of ABC 
(usually the last network to approach 
sell-outs) with untested properties at 
relatively high prices for full-year com- 
mitments. This indicates that the buyers 
are again out to smag the best early 
availabilities. It leads to intense compe- 
tition for properties and removes any 
possibility of favorable deals for the 
wary advertiser. 

NBC is also scrambling to stabilize its 
programming and begin selling, but with 
a more complex and unwieldy organiza- 
tion, this network cannot make the quick 
program decisions that ABC has, and as 
a result, is missing the early advantages. 
NBC’s remarkable progress in the day- 
time is of course inevitably going to lead 
to sales and will free personnel for work 
on nighttime problems. 

CBS is playing king of the hill. With a 
decided advantage over its competitors, 
CBS has only to polish the majority of 
the incumbents and get early enough re- 
newals to enable the producers to have 
time enough to get ahead on scripts and 
turn out better products. They are also 
in the enviable position of having two 
new hour shows, Perry Mason and the 
“Big Record,” ready to go. 


® The stranger the three networks are 
about to meet is former NBC chieftain 
Pat Weaver. While his present plans do 
not include anything but complementary 
advertising to support television network 
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Would you be happy with this 
for your Sunday best? 


he Any combination of syndicated Sunday magazines will put pants on a selling program 


Here’s the “SUNDAY BEST” most advertisers buy . .. but unless you can buy all three leaders, it’s smart to try them on for fit. 
Too much coverage above the “waste line” and too little below doesn’t give Sunday 


— Pprrrne magazines a chance to prove their full power to move merchandise. 


PAGES OF APVERTISING PLACED IN COMBINATION ay Z : es 
It’s no coincidence that most advertisers stopped buying one combination years 
ago (see chart). The wrong fit is the reason. 


1. Too much duplicated circulation in the same newspapers 


600 600 . (check the figures for Cincinnati, Cleveland, Philadelphia and St. Louis) 
AMERICAP WEEKLY & THIS WEEK ; . . . *,° 
\ i : 2. Too much doubling up with two newspapers in cities where one newspaper 
does the job 


(just look at Milwaukee, Baltimore, New Orleans, for example) 
3. Too few markets reached through local newspapers 


BA 


500 . (the same newspapers your local merchants use to sell your goods) 
*~ : 4. Too much dependence on coverage through “spill-over” circulation of far-off 
newspapers 


‘e 


(you can’t sell Akron by buying Cleveland twice) 
5. Too high priced for what you actually get 


400 Qi 400 

BUT SEE WHAT HAPPENS WHEN YOU BUY PARADE WITH OTHER SUNDAY MAGAZINES... 
Parade is used in many different combinations with great success 

by leading advertisers. 

With the most frequent combination (see chart), you get nearly 

— 300 twice as many cities covered by local newspapers . . . you have NO 

Ss duplication in identical newspapers . . . and a minimum of doubling 
up with two papers in the same city—all at far lower cost. 

j % PARADE, of all the three top syndicated Sunday magazines, gives you:— 

- 200 eeencomenonenalintirs Highest readership - Most markets - Most exclusive markets - Lowest cost 

; To get your money’s worth . . . First get the facts. 

100 100 
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buys in major markets—perhaps ten 
connected markets with film repeats for 
the coast—this is a factor which may 
lead to four-network competition in the 
not too distant future. Mr. Weaver’s no- 
tion is to take low cost shows and use 
them to get additional audience in areas 
where sales potential is the highest and 
network show ratings low due to multi- 
ple station competition. Advertisers al- 
ready use spots and local buys, anyway, 
in many of these markets, and are re- 
ceptive to the controlled buy proposed 
by Mr. Weaver. 


® Despite all earlier reports on the soft- 
ness of the television market, it now ap- 
pears that established shows with satis- 
factory ratings will be renewed early to 
gain that precious one or two month 
head start that means the difference be- 
tween a good show and a mediocre show. 
This will account for over half of the 
programs now on nighttime television. 
The second group activity is to latch 
on to shows with little risk or high po- 
tential. While there is some buyer re- 
sistance to higher price tags, such as the 


On the Merchandising Front... 


freeze offered the $55,000 net asking 
price for the Milton Berle situation com- 
edy film, for the most part program costs 
will be up 15% over last year. This cost 
will result in an increase of repeats 
sprinkled in with original film shows to 
keep the cost down. 


s The last group of shows to be sold will 
as always be the marginal time group. 
This will include the new NBC 7:30 to 
8 p.m., EST, strips coming in last against 
the formidable opposition of the “Robin 
Hood,” “Cheyenne,” “Disneyland,” “Rin 
Tin Tin” highly successful, highly en- 
trenched incumbents. It will include 
afternoon shows and cultural shows. The 
toughest sale of all will be the ABC day- 
time effort against too-low sets in use 
and now almost equal competition by 
NBC and CBS. 

Tip to buyers: If you know now that 
your media requirements call for a half- 
hour show in nighttime television, get 
going. Pretty soon the pickings of shows 
and time will be skimpy. If you miss the 
boat in the early days, the risks get 
greater. - 


The No-Merger Merger Plan 
Attracts More Attention 


By E. B. Weiss 

Late in 1956 it was announced from 
Grand Rapids that two furniture manu- 
facturers had arranged for a “no-merger 
merger.” The two companies are the well- 
known Imperial Furniture Co. and the 
Grand Rapids Uphol- 
stering Co. 

Under the announced 
plan, these two manu- 
facturers have formed 
a- business association 
designed to correlate 
sales and design func- 
tions. The national 
sales organization of 
Imperial will also rep- 
resent the Grand Rap- 
ids Upholstering Co. And designing ac- 
tivities of the two companies will be 
correlated. 

Hewever—and this is what makes this 
a “no-merger merger”’—the two compa- 
nies will retain their corporate identities 
and their new affiliation will not include 
any change in stock interest, ownership, 
etc. 

This is the third such program involv- 
ing companies in the furniture field. A 
somewhat similar arrangement had been 
made not long before by Schoonbeck Co. 
and Henredon Furniture Industries Inc., 
and by Sligh of Grand Rapids and Arm- 
strong Furniture Co. of Martinsburg, 
W. Va. 

Nor is this procedure of “no-merger 
mergers” confined to the furniture indus- 
try. There have been isolated examples in 


E. B. Weiss 


G. D. Crain Jr. Says... 


several other fields where non-competi- 
tive manufacturers operating in related 
fields have combined their sales organiza- 
tion and sundry other activities. Youngs- 
town Kitchens and Tappan Stove have a 
joint arrangement of this sort. 

What is more, wholesalers and even re- 
tailers are taking up the idea. I have heard 
of a fairly impressive number of retailers 
—in appliances, in home furnishings, even 
in ready-to-wear—who have joined in 
promotions, in buying, etc., and the total 
is increasing quite rapidly. 


= I suspect that this will become one of 
the answers of the medium-size and even 
small business organization to the prob- 
lems posed by the merger trend among 
giant companies. The “no-merger merger” 
not only holds a potential for important 
economies for medium-size and smaller 
companies, but it also tends to restore, to 
some degree, their volume relationship to 
their giant competition. Yet it enables 
these organizations to preserve their 
highly valued independence. 

I believe also that this procedure will 
enable these medium-size and smaller 
organizations to remain advertisingly 
competitive. As the costs involved in mak- 
ing a brand or selling impression on the 
public mounts—and, clearly, the increas- 
ing total volume of advertising by itself 
makes these costs jump because it is so 
much more difficult to make one’s self 
heard—I think we will see a multiplying 
number of these very interesting “no- 
merger” merger arrangements. 7 


Give the Gals a Chance 


When Jean Fletcher appeared on the 
program of the Bureau of Advertising at 
the recent newspaper executives’ meet- 
ing in Chicago, it was the first time that 
a woman had participated in a Bureau 
convention presentation. 

The reason was that Miss Fletcher, 
who is in charge of research and pre- 
sentations in the Chicago office of the 


BofA, had suggested the study fe teen- 
age interests and reading habits which 
resulted in the full-scale slidefilm pre- 
sentation shown at the convention and 
now being seen by advertisers and agen- 
cies. 

Miss Fletcher and her boss, Dent Has- 
singer, did the narration for the film 
showing, and most of those who saw it 


thought that it was well done, both from 
the standpoint of content and presenta- 
tion. 

The lady member of the team is 29, 
and holds a master’s degree,in business 
administration from the University of 
Chicago. She has been active in the Chi- 
cago chapter of the American Marketing 
Assn., so that she is a real professional 
in the business. 

Willard Pleuthner, of BBDO, who is 
the brainstorming specialist of the agen- 
cy, said recently that many of the secre- 
taries and other female workers who 
participate in brainstorming sessions put 
on by agencies and their clients often 
come up with some of the best ideas 
which are recorded in those meetings. 
This at least indicates imagination and 
creative ability, even though it is not 
intended in that kind of free-wheeling 
operation to judge ideas on the basis of 
their practical value. The purpose is to 
get as many suggestions for later con- 
sideration as possible. 

This reminds me that one large agency 
which encourages all of its employes to 
offer suggestions for the campaigns 
which it produces has had very good 
success in getting good ideas from sec- 
retaries and other girl employes. On one 
occasion the agency was trying to devel- 
op a phrase to describe the unbreakable 
mainspring used in a watch, and the de- 
scription actually adopted and used was 
suggested by a secretary. It was, “The 
watch with the heart that never breaks.” 
(The agency later lost the account, and 
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so perhaps the slogan is no longer being 
used.) 

The incidents mentioned suggest that 
advertisers and agencies may have a lot 
of good material in their organizations 
which is not being used. While the -re- 
ative departments of agencies are 
posed to come up with the bright 
there is no telling when one will 
in the mind of someone whose }j« 
be far removed from that of th: 
and art men. If it isn’t submittc 
consideration, then both the adveru.: 
and the agency stand to lose. 


® There have been some published criti- 
cisms of brainstorming recently, mainly 
on the ground that too many impractical 
ideas are presented. Actually, the method 
is intended to stimulate thinking and to 
collect a lot of ideas, good, bad and in- 
different, from which workable and use- 
ful plans may be developed. 

The big asset of the technique, it seems 
to me, is that it brings into the cre>tive 
arena a lot of people hired for othe: jops, 
some of which may be routine and un- 
inspiring. If secretaries, clerks and other 
workers in the lower echelons are en- 
couraged to play the game in brain- 
storming sessions, the result may not 
only be a substantial addition to the sum 
total of ideas offered, but also at least 
occasionally locating a bright mir” ‘*- 
longing to someone who has no been 
tapped for the creative effort of which 
she may be capable. 

Give the gals a chance! + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

A merchant has asked where we be- 
lieve an ad’s signature should appear. 
Not as a matter of esthetics, but as a 
matter of economics, and of business 
courtesy, I believe in all but very small 
ads, the signature of regularly advertising 
retail stores should appear at the top of 
the ad. 

At the left is an ad the way it ran in a 
metropolitan paper. There is nothing so 
refined or characteristic of a good store’s 
advertising about this ad as to enable 
women at the very first glance to know 
this particular good store ran the ad. 


s It happens that many women are not 
interested in lending an ear to stores of a 
borax or “schlock” type. Most women 
want to know who is addressing them. 

If, therefore, a particular woman was 


The entire modern upholstery showrooms 
from two of America’s greatest sources - 


stopped by this bold heading, it is likely 
she would have to glance to the bottom of 
the ad to find out who was advertising, 
before she would read on. 

It may be easy enough to gle back 
to the top of the page to start .cading. 
But the advertiser always takes the 
chance that the “marginal” readers won’t 
glance back. Most women read seated. 
The bottom of the paper is apt to be 
folded in the lap. When a women lifts 
and straightens a paper to see the wo1- 
tom inch or so, it is very easy to go on 


and glance at the next page or to turn ) 


the next page. 
Why risk the loss of any readers if it 
is unnecessary? 


= It is a principle of business manuge- 
ment to achieve all that can be achieved 
with expense dollars. It is a principle of 
management to move with economy on 
any program to any end. Even if some- 
thing is to be done lavishly, it should be 
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Calcofluor White 


puts “Glow-White” 
in offset papers! 
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This page is a regular grade of offset stock—with A BiG DIFFERENCE! 
CALCOFLUOR* White PMS Conc. has been added to give it a truly ‘‘whiter- 
than-white” sparkle and brilliance. 


Just compare this page with any ordinary white sheet. Notice how the 
CALCOFLUOR-treated page improves legibility of the print... provides 
maximum contrast between black and white...improves and sharpens 
details in the halftone. 


Papermakers... printers... package designers... advertising men find that 
CALCOFLUOR-treated offset stock gives EXTRA SELL to many paper items 
including: 
Catalogs + Annual Reports + Artists’ Papers + Business Forms 
Engineering and Architectural Drawing Papers + Sales Literature 
Manuals « Business Cards « Folders « Greeting Cards « Programs 
Letterheads + Books + Labels + Packages + Sanitary Tissues 


Ask your printer to show you samples. Papermakers will be interested in 
our helpful Technical Bulletin, DYEING PAPER WHITE. Write to 
* Trademark 


—_ CYANAMID ~~ 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 
New York « Chicago * Boston + Philadelphia + Charlotte 
Providence « Atlanta + Los Angeles + Portland, Oregon 


North American Cyanamid Limited 
Dyes Department, Montreal and Toronto 


Printed on 100 lb. offset stock 
containing CALCOFLUOR White PMS Conc. 
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done economicaliy—that is, efficiently. 
Isn’t it equally desirable as a principle 
to conserve readers? This is done by 
conserving eye movements. No breath of 
disadvantage should be built into any ad 
if if can be avoided. 
It is unwise to erect fences for readers 
instead of gates for them to pass through. 
Another matter of plus value from top 
signatures is this: Practically every 
newspaper page is glanced at. If a wom- 
an glances at this page and isn’t under 
any circumstances in the market for fur- 
niture, she will not read. And she surely 
will not say: “Well, I guess I’ll look at the 
bottom of this page to see who is run- 
ning this ad in which I am not inter- 
’ ested.” Therefore, no cumulative effect 
is had for the store from readers who 


Salesense in Advertising... 


By James D. Woolf 
I once heard a department store execu- 
tive make the assertion that “The only 
thing that makes stores different is 
people.” 
F His point was that stores compete with 
5 each other largely on 
; e i the basis of personnel. 
They buy approxi- 
mately the same mer- 
chandise at the same 
price, and sell it at ap- 
proximately the same 
price to the consumer. 
What makes the dif- 
: p a ference is certain in- 
i James D. Woolf tangible values, large- 
: ly emotional, which 
work for or against any given store. 
“Store image”’ is probably the name for it. 
It seems to me that this observation 
applies with equal truth to national ad- 
vertising of reputable products, Techno- 
, logical savvy is so universal in America 
i| that the day of “better mousetraps” is 
j 
' 


it just about over. Any industrious entre- 
preneur, provided he has adequate capi- 
tal and business sense, can produce and 
market a lethal device capable of outwit- 
a ting and executing the most wary mouse 
} that ever nibbled at the bit of fragrant 
cheese. 

The fact is that few products in gen- 
eral use today possess exclusive features 
of important superiority. This being so, 
the copywriter of today is usually hard 
put to find exclusive consumer benefits 
worth making a noise about. In his dilem- 
ma and desperation he too often resorts 
as to bombast and ballyhoo, monkeyshines 
4 and mendacity in the sales “behalf” of 


Tips for the Production Man... 


| 
Test Yourself 


By Kenneth B. Butler 


Here’s a neat little problem or brain 
teaser for the production man. A bus 
driver’s holiday. The problem consists in 

i} figuring out the most economical method 
of running a little promotion piece. 

You are to test yourself on the most 
economical method of printing the covers 
for a give-away memorandum book. The 
stock is 100-lb. coated cover enamel. 
Front and back covers are to be run in 
four-color process and the inside covers 
contain calendars which are to be run in 
black only. 

The job is to be printed letterpress on 
a single-color Miehle Vertical press. This 
press will handle a sheet 13” x 20”. Trim 
dimensions of the memo book, after 


pass the ad by. 

But if the signature is at the top, a 
woman’s eye encompasses the signature 
without pronouncing the syllables or 
reading the ad. The store gains some- 
thing in cumulative value from its pres- 
ence in the paper, even with ads that are 
not read. 

Finally, it seems to me a matter of 
common business courtesy to announce 
your name before you address people. 
If a salesman enters your office, is it not 
better for him to say: “I am Jack Gibson, 
with so-and-so,” instead of telling his 
whole story first, and then saying: “Oh, 
by the way, I am Jack Gibson of so-and- 
so”? 

At the right is the ad as I would prefer 
to run it, for any store. 7 


Are Your Ads ‘Nice People’? 


excellent products. Lacking an exclusive 
product virtue of real importance, we 
sometimes find him whooping it up with 
incredible and unsubstantiated claims of 
superiority. 

I do not believe I am being too fanci- 
ful when I suggest that a manufacturer’s 
ads are his “people.” In print and over 
the air, or in whatever media he uses, his 
ads are his representatives, his spokes- 
men, and what they say and how they say 
it—in short, their deportment—has as 
much influence on consumer feeling as 
the behavior of store clerks behind the 
retail counter. 


s Appearing today are many fine adver- 
tising campaigns that make not the slight- 
est attempt to be brutally competitive. 
They are competitive in spirit, of course, 
but they proclaim the virtues of their 
products invitingly and tastefully and in 
completely credible terms. In brief, their 
ads are perfectly “nice people,” manner- 
ly and well-bred, eager to please. Adver- 
tisements that I consider to be “nice peo- 
ple” appear regularly for such products 
as Cannon towels, Betty Crocker mixes, 
Campbell’s soups, Coca-Cola, Seven-Up, 
Lady Pepperell sheets, International Sil- 
ver, Jell-O, Life Savers, Jockey under- 
wear, Kroehler furniture, and Gold Med- 
al flour, to mention only a few that I note 
in current magazines. 

I think we tend to overrate the per- 
suasiveness of noisy, high-pressure, hot- 
sell copy. I believe that consumer faith 
in sellers as “nice people” is the impell- 
ing factor in the annual purchase of bil- 
lions of dollars’ worth of advertised mer- 
chandise. . 


on This One! 


stitching to a body section (not involved 
in this problem) are 2” x 6”. Total qanti- 
ty of covers to be produced is half a 
million. 

As a point of reference, in case you 
get to comparing cost of electros for 
gang-running vs. cost of press time, use 
a figure for presswork of $2 per color per 
1,000 impressions. 

We suggest you go ahead and work it 
out your own way; then compare with 
the recommended solution explained be- 
low ... just to see how you came out. 

. 7 . 

SUGGESTED SOLUTION: The con- 
ventiona] method of planning this run of 
presswork would be to run work-and- 
turn, that is, outside and inside covers 


at one impression, backing up at the 
half-way point in the run. Using the 
conventional method, the press is large 
enough to print three-up, so that two 
extra sets of electros of all pages would 
be purchased to make this possible. 

However, due to the fact that the in- 
side covers take only a single color, 
work-and-turn is uneconomical. Sheet- 
wise is the best way to plan this form, 
seeing to it that every bit of the area of 
the color runs are printing color. 

Thus, six complete outside covers are 
run at one time, requiring five sets of 
electros plus the original plates. The in- 
side covers are likewise run six-up in a 
single time through the press. 

Any method of running that does not 
run six-up is uneconomical. not only in 
press impressions, but in ability of the 
press sheet to cut out of standard cover 
stock sheet sizes. The six-up cuts out 
without waste from 20” x 26” cover 
weight. Our press sheet is 20” x 13”, with 
plenty of allowance for bleed, trim, and 
grippers. 

The work-and-turn method would re- 
quire 666,666 impressions. The sheetwise 
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method reduces this to 416,666. Thus 
you have a presswork saving of $500. 
From this must be subtracted the cost of 
three additional sets of electros, which 
we compute to be $120, making a net 
saving of $380 by running the method 
suggested. Certainly a worth while sav- 
ing, more than compensating for the time 
spent in engineering. 
~ om * 

The interesting question might be 
raised as to whether planning this run 
for a press of twice the capacity of the 
Vertical might not provide the means for 
a still further economy. 

Running 12-up on a Miehle Horizontal 
or Miller Simplex would save 206,000 
impressions, but would entail additional 
expenditure of about $240 for electros, a 
theoretical saving of another $176. 

However, we believe that the higher 
hourly selling price and possible lower 
hourly productive rate of the larger press 
might pretty near eat up this saving, 
making the move a questionable one un- 
less, of course, a later re-run of substan- 
tial quantity seems a possibility. 

How did you come out? C 


DRAWTHINKS. 


| COPYWRITER'S Art Course 


No. 7, the ABC’s of Drawing the Product 


You don't need art talent 
to click with your art department 


And you don’t need art talent to draw these practical views of airplanes 
based on the copywriter’s visual ABCs 


shapes. Go to it. 


- “A 


wer 
A”. Paw! 
*” CHILDREN'S 
RRNA REI 


COUGH Syrup 


These could be your roughs, which 
may or may not inspire the artist. 
There should be an advantage, 
though, when you, too, appreciate 
some possibilities of visual approach. 
Airplanes and other objects are much 
simpler to indicate when you simplify 
them for your purposes of art de- 
partment instruction and inspiration. 
Dotted lines in airplane A, above, 
show how, by simply connecting the 
front circle to the rear square, you 
get a simple body shape, about like 
a cigaret. 


Next Lesson: (No. 8) “Preventing 
the Communications Breakdown” 


If they laugh when you sit down to explain your roughs, you may change 
their snickers to smiles of appreciation by practicing with these simplest of 


| SERENE 


FLIGHT 
‘o>: 
4 ee 


Quer seas service hourly 
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get proportions right 


® squares help you 
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THANK YOU—Louisville adclub speaker, J. C. Penney (right), board 
chairman of J. C. Penney Co., receives a pair of bookends from 
J. Garrett Noonan, ad director of the Courier-Journal and Times. 


Ostensoe Farr 


SPECIAL GUEST—OMSI, so named for the Oregon Mu- 
seum of Science & Industry, Portland, and born to 
promote “Project Science,” a proposed Portland 
science center, has become such a prominent local 
citizen he appeared as guest last week before the 


Welch OMSI 


Oregon Advertising Club with guest speaker, Dr. Lee 
E. Farr, from Brookhaven National Laboratory. Don 
Ostensoe, adclub president, Dr. Samuel L. Diack, 
chairman of the museum, and Robert Welch, 
“Project Science” chairman, welcome OMSI. 


EVOLUTION—T hese photos, taken 18 years apart, show changes in out- 

door designs. Note the classical figures at either end of Libby’s 1929 

panel. Today, as in 1929, Libby, McNeill & Libby is one of the major 

food advertisers in outdoor. J. Walter Thompson Co., Chicago, is 
the agency. 


USEFUL—That’s a 
cheesecake the 
model is holding 
—with canned 
corn instead of 
cheese. The dish 
is part of a pro- 
motion by Con- 
tinental Can Co. 
and others in the 
industry to move 
a record-break- 
ing canned corn 
pack. 


Conley Barton 
CELEBRATION—Founders of the National Outdoor Advertising Bureau 
were honored at the 41st annual meeting of its directors. Shown here 
are R. P. Clayberger, retired, formerly of Calkins & Holden, founder; 
J. H. S. Ellis, president, Kudner Agency, NOAB chairman; L. E. Con- 


THE EYES OF WBTV—Travelers in the Carolinas are being startled by 

this outdoor ad for Charlotte station WBTV. The signs have been 

placed along one of the busiest highways in the region by the 
Interstate Advertising Co. 

7 


YUMMY—The luscious Ritz cracker ad in the current Life is experi- 

mental on the part of National Biscuit Co. and its agency, McCann- 

Erickson, New York, Nabisco says. The color bleed spread with 
vertical treatment is running in Life only. 


Morey Brophy Ellis Clayberger 
ley, NOAB vp; Thomas D’Arcy Brophy, chairman, Kenyon & Eck- 
hardt, a past chairman of NOAB; and directors F. B. Manchee, exec 
vp, and Bruce Barton, chairman, Batten, Barton, Durstine & Osborn, 
and S. M. Morey, Morey, Humm & Warwick. 


YOU FEEL RATHER SPECIAL 


free mee comnts « Piccadilly... Britain's Tag Level Cigerette 
oe 


AMERICAN STYLE—British cigaret ad- 
vertising, which for years has used 
little more than an illustration of 
the pack and a slogan, is beginning 
to climb out of the rut—as witness 
this effort for Piccadilly, one of the 
Carreras brands. McCann-Erickson 
Advertising Ltd. is the agency. 
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month after month... 
1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 
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Dad building something in his workshop, Mom trying during the year... 


out a new recipe—BH&G readers act on ideas they see in 
“the book”’. Associated with reading the ads and articles 


in an average issue of BH&G, 6,950,000 readers reported e 

taking 27,100,000 actions! 15,500,000 people read an O erica 
average issue. One third of the 123,800,000 people in the 

U.S. 10 years of age or older read one or more of every 


twelve issues. That’s 44,150,000 readers of Better Homes reads Better Homes & Gardens ! 
and Gardens — and over 40% of them are men! Meredith 


Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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USE 
MISSOURI NEWSPAPERS 
THE EASY WAY 


Whether you use one or all of 

Missouri’s 398 newspapers it’s 

easier, faster, cheaper with Mis- 

souri Press Service. 

ONE ORDER—ONE BiLi— 

ONE CHECK 

Send today for your free directory of 

Missouri newspapers—weekly, daily and 

Sunday. Write . . . 

MISSOURI PRESS SERVICE, INC. 

WALTER WILLIAMS HALL 

Columbia Missouri 


Mornings, Weekends 
Preferred in Recent 
Radio Time Buying 


New York, March 5—Recent 
time purchases on three of the 
major radio networks include: 

At ABC, Carter Products (Ar- 
rid), Good Housekeeping maga- 
zine and the La Choy Food prod- 
ucts division of Beatrice Foods 
Co. bought segments of morning 
programs through Sullivan, Stauf- 
fer, Colwell & Bayles, Grey Ad- 
vertising Agency and Foote, Cone 
& Belding, respectively. 

At CBS, Park & Tilford (Tin- 
tex) bought 10-week sponsorship 
of three five-minute units per 
week on three daytime programs, 
through Emil Mogul Co. 

At NBC, new advertisers are: 
R. J. Reynolds Tobacco Co., five 
participations a week for 26 weeks 
for Camels, through William Esty 
Co.; Waterman Pen Co., ten par- 
ticipations a weekend for 13 


weeks, through Fletcher D. Rich- 
ards Inc.; American Institute of 
Men’s and Boys’ Wear, 14 weather 
reports a weekend for ten weeks, 
through BBDO; Schick electric 
shavers, 40 participations a week- 
end for two weeks, through War- 
wick & Legler; Waverly Fabrics 
division of F. Schumacher & Co., 
ten newscasts a weekend for sev- 
en weeks through Ehrlich, Neu- 
wirth & Sobo; Park & Tilford 
Distillers Corp., 30 participations 
|for Tintex, through Emil Mogul 
Co. and Beltone Hearing Aid Co., 
two participations, through Olian 
& Bronner. . 


Peters, Griffin Names Two 


Joseph K. Fletcher, formerly a 
senior account executive with 
WCAU-TV, Philadelphia, has been 
named a televisien account execu- 
tive with Peters, Griffin, Wood- 
ward, New York, radio and tv rep- 
resentative. Peters, Griffin also has 
elected Jones Scovern, a vp and 
business manager for the past two 
| years, treasurer of the company. 


ee 


CITY Limits 
OF 


ELSEWHERE &. 


POPULATION 125,000 


There need be no 
neglected market centers” 


them. 


n every daly newspaper in the U. 6 


hare 


_— 
> 


AGB Reads every ad 


> 
@® 


Daily newspapers are published in 
1,393 market centers and ACB reads 
every advertisement published in 


The U.S. is big. The cities widely 
scattered. The ads of merchants fea- 
turing your brand and/or competitive 
brands are hidden from you unless 
you receive an ACB Report. 


studied 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own or competitive accounts. 
A widely-used service for deter- 
mining sales policy and directing 
salesmen’s efforts. Reports can 


Tear sheets are the basis of all 
research in newspaper advertising. 
ACB can furnish tear sheets con- 
taining advertising of any specified 


UNDUPLICATED 


Keeps you posted on new sales 
ideas, copy themes, premiums, 
new advertisers, etc. You specif: 
the kind of advertising you wis 


EVERY ADVERT 


TEAR SHEET 


SEMENT 


IF YOU GET ACB RESEARCH SERVICES 


The usual ACB Report is about the 
size of a schoolboy’s tablet. You can 
highspot it in a few minutes. When 


by salesmen, salesmanagers, 


advertising departments and agency- 
men, it reveals a world of potent indi- 
cations for increased sales. Here are 


3 out of 14 ACB Services. 


RETAIL STORE REPORTS 


show linage; cost of space; city; 
publication; sales territory; dealer 
name; product and price adver- 
tised; mats used; totals and per- 
centages. ACB Reports are better 
than 95% accurate. 


SERVICE 


dealer or national advertising. ACB 
tear sheets are complete pages and 
show position, full headline in- 
formation, etc. 


COPY SERVICE 


to see if, as, and when it appears. 
ACB will “‘spot"’ it and send you 
tear sheets. Covers all dailies in 
the U.S. 


ADDITIONAL 11 additional services are available. Described in ACB Catalog sent free 
SERVICES: on request, or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicage (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. + Memphis (3) 161 Jeflerson Ave. + Som Francisco (5) 51 First St. 


IN EVERY DAILY NEWSPAPER 


Advertising Age, March 11, 1957 


Nielsen Network TV Ratings 
Two Weeks Ending Feb. 9, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 

Rank Program (000) 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........ccccccccccceecseeeeee 18,078 

2 | Love Lucy (Procter & Gamble, General Foods, CBS) .................666600 17,056 

3 Disneyland (American Motors, Derby Foods, American Dairy, ABC) ........ 16,596 

4 Perry Como Show (Several sponsors, NBC) .............ccccccccceccsseneenseeereeeenners 16,349 

5 Steve Allen Show (Several sponsors, NBC) ...........:cccccccecseesevsssenseeeeeseeenenens 16,231 

6 December Bride (General Foods, CBS) ...........c.cccccccccccccesscescecsenseeneneneerceneene 15,013 

7 Re I SN CI a canccrsctiaiinindedsesenosnesicicamnsosicccosncnbecosseneensd 14,698 

8 enn: ty, COED ilencn cee cetidctcctnes etihetrertsnnntnabstterpnecncreconsncstitins 14,266 

9 The Lineup (Brown & Williamson, Procter & Gamble, CBS) .................... 14,109 

10 Tee: SE TI TI crnesihalgtinnint vi cicsccstcccscss cxrenscorincissccnce 14,030 


PROGRAM POPULARITY} 


Rank Program 

1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) o............ccccccccceessesseeneenneeee 

2 1 Love Lucy (Procter & Gamble, General Foods, CBS) 

3 Perry Como Show (Several sponsors, NBC) ..........::ccccsssesseseerensenerernennns d 
4 Disneyland (American Motors, Derby Foods, American Dairy, ABC) ............ 43.2 
5 Steve Allen Show (Several sponsors, NBC) ..........ccccscsssssssssseesersenennnnnenneees 42.8 
6 ey en I Es osapstonsbsnpetitionnebgubdoogecooer’ 39.3 
7 od sails dnesbonavetemmennnidtiahmaneipaiienss 38.2 
8 NN Fs TEI | ssenecccsesctscvnssennersotensestocssnnorenececszcovosssrenoneesescense 37.2 
9 GE Theater (General Glacirie, CBE). .......0.cccccccrreccoccrscsosescrcrsossesensccsssnesenssnoenees 37.2 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ................0006 37.0 

Nielsen Average Audience** 

Rank Program 

1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ...........cccccceens 

2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........ccccccccceseeereeeens 

3 December Bride (General Foods, CBS) ..........cccccccccecsesseersereeereenneneecenerees 

4 Perry Como Show (Several sponsors, NBC) ............ccccecccesssseenseneesnenenneeeen 

5 Re IND | CONDONE) CII sah pacscecicionicceseniniiiipsiniesssticestondescorsnscesccorecnivs 

6 PRIESTER, “TRIED ai citeretete cece tbinrravesnsqnicnrsecosccccscccssesssnsccsccrecees 

7 ee eee Cee TRA Ge ti kaheccetnstnattaendetatsecervencicceconsceccccsesece 

8 The Lineup (Brown & Williamson, Procter & Gamble, CBS) 

9 The Jack Benny Show (Lucky Strike, CBS) ..........ccccccccccseesesseeeseseesnenerenee 

10 Disneyland (American Motors, Derby Foods, American Dairy, ABC) ........ 12,851 

PROGRAM POPULARITY+ 
Homes 

Rank Program (%) 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ............cccceeeeee 42.3 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccccccseeeseneeneersenene 37.9 
3 er ee nna CU, ED 5s, ccncnnnpubansnconnpreneccsvesecesseasococnse 36.6 
4 Perry Como Show (Several sponsors, NBC) ..........ccccccccecsecseeseereeeneeeneenees 36.4 
5 GEARED Greeti Gere, GIG) ccvecceseccsccseccccccccccscscthestessosccssscessccecsscovcccecseece 35.1 
6 ee Fe NT TE TID ocicectccscecssecestatnbattimniphinessetasensteeves secscesentes 34.8 
7 Dragnel (ChesterMald, PBC) .ni...ciscocscesccecsorvecessesessssnasssresssssosssveenasocoreorsessceosees 34.5 
8 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ...............00 34.2 
9 Arthur Godfrey Scouts (Lipton, Tomi, CBS) ...........ccccsseseeereeerenreeerenenes . 34.0 
10 The Jack Benny Show (Lucky Strike, CBS) .........cccccccscseeessnersesenenennnennnnenee 33.7 


* Homes reached by all or any part of program, except for homes viewing only one 
to five minutes. 

** Homes reached during average minute of the program. 
+ Percented ratings are based on ty homes within reach of 
each program. 


station facilities and by 


ne Solid Nat 
n Solid Cincinngt 


“He's the new media man from that big agency upstairs.” 


r The Cincinnati Daily Enquirer is solid 

3 No. 1 right down the line. Including 
a 21,000 edge in City Zone Circula- 
tion . . . a healthy lead in Retail 
Display Linage. Get full story from 
Moloney, Regan & Schmitt, Inc. 
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Advertising Age, March 11, 1957 


PREVIEW—Though not adopted yet, 
this slide-top cigaret package has 
been demonstrated to the cigaret 
industry. The creator is Bernard 


Tamarin, head of Pull-Packing 
Inc., Philadelphia. 


Anti-Trust Suit 
Hits Wurlitzer’s 
Franchise Setup 


BuFrFra.o, March 5—The govern- | 
ment has filed an anti-trust suit | 


against the Rudolph Wurlitzer 
Co., of North Tonawanda, N. Y., 
charging the company with re- 
straint of trade through unlawful 
contracts with its distributors. 

It attacked Wurlitzer’s method 
of granting franchise contracts 
for distribution of new and used 
coin-operated phonographs in in- 
terstate commerce, a business it 
says runs to more than $15,000,000 
a year. 

The Sherman Act suit, filed in 
federal court here by U.S. Attorney 
John Henderson on instructions 
from the Justice 
asked for an immediate injunc- 
tion and other relief the court 
might grant. 

The government said the dis- 
tributor franchise contracts re- 


sulted in (1) the elimination of | 


all price competition among dis- 
tributors and (2) in the preven- 
tion of operators and other cus- 
tomers from buying from the 
distributor of their choice and 
from selling to persons of their 
choice. 


= Named as co-conspirators were 
all distributors who had signed 
the franchise contract with Wur- 
litzer for the coin operated ma- 
chines since 1948. 

The civil complaint said that in 
1955 Wurlitzer manufactured 
about 25% of the coin operated 
phonographs produced in the U. S. 
It said most of the company’s 
distributors are located outside 
the state of New York and that a 
good part of its business is with 
foreign customers. + 


Carstens Sponsors 
Rainiers Baseball 


SEATTLE, March 5—Carstens 
Hygrade Packing Co., of Tacoma, 
selling Carstens Hygrade hot dogs 
and other packaged meats, has 
bought a one-quarter sponsorship 
for the 1957 television of home 
games of the Seattle Rainier ball 
club in the Pacific Coast League. 
The games are televised via 
KTVW, Seattle-Tacoma indepen- 
dent outlet. 

In picking up the baseball 
sponsorship, Carstens has taken 
over the time bought in the last 
two baseball seasons by Seattle 
Packing Co. for its Bar-S line of 
meat products. It is understood 
that Carstens paid approximately 
the same _  price—$62,350—this 
year as was paid last year for a 
quarter sponsorship, but that Se- 


Department, | 


attle Packing was interested in cut- 
| ting back to a one-sixth sponsor- 
ship. Seattle Packing recently was 
bought by Cudahy Packing Co. 
|and operates as a division of Cu- 
dahy. 

| 

| 

|@ Carstens’ baseball sponsorship 
also will extend to radio broad- 
casting of all Seattle baseball 
games, both at home and away, 
starting April 11. Television will 
cover only 85 home games, start- 


@ | ing April 30. 


| The Carstens tv and radio con? 

|tract was handled by Pacific Na- 

|tional Advertising Agency, Seat- 
tle. 

| A partial sponsorship of tele- 


vised baseball on KTVW has also | 


been bought by Boyd Coffee Co., 
| Portland, covering one-sixth spon- 
sorship of home games. Boyd, long 
a supplier of coffee to restaurants 
and other commercial users, is ex- 
panding into retail sales in the 
Seattle area. Advertising is han- 
dled by Showalter Lynch Adver- 
tising Agency. 7 


ADVERTISING IN THE LAFAYETTE JOURNAL 
and COURIER PRODUCES PLUS SALES IN THIS 
RICH NORTHWESTERN INDIANA MARKET 


No advertising program in Indiana is complete that does 
not include a schedule in the Lafayette Journal and Courier. 
We always recommend the Journal and Courier because 
no other newspaper can give us the coverage necessary 
to sell in the Lafayette market. 


ROBERT D. LINDGREN 
Lindgren Brokerage Company Food Brokers 


lai lis, indi 


This Important Indiana Market Is Covered Only by the 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best © 
Balanced Market 


JOURNAL'=""COURIER © 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Only you can dry 

the tears of hunger... 

The U.S. Government has 
given CARE precious 

stocks of farm abundance .. . 


| Every $1 you give enables CARE 
| to deliver a big Food Crusade 


overseas. 


ARE 
Food 


package to a needy family 

. . . And your name and 
address go with each package, to 
tell hungry children and their 
parents that you, and our country 
are their friends . 


Join the 


Crusade 


| Bo 226 


sends 22 Ibs. 
of food to the 
world’s hungry 


‘1 


CARE. 660 First Ave., New York 16, N. Y. 


Enclosed find $ 


for Food Crusade packages 


to be delivered in my name, wherever most needed. 


YOUR NAME 


CIID ecieneciennicscenpitniitiints 


CITY ZONE STATE 


Note: Contributions are Income-Tax Deductible 
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This Week in Washington .. . 


Farm Income Rises, Congress Told 


By Stanley E. Cohen 
Washington Editor 


tion, there won’t be a soul around 
| who will have first-hand informa- 


Advertising Age, March 11, 1957 


The tenth annual Market Data 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


section of ADVERTISING AGE will 


WASHINGTON, March 7—While 
Congress continues to look for 
more ways to help the farmer, 
there seems to be no doubt that 
farmers had a bit more spending 


money in 1956, and that more} 


gains are indicated for 1957. 

Preliminary figures from the De- 
partment of Agriculture show that 
farm people had spendable in- 
come (above farm operating ex- 
pense) from all sources totaling 
$19.8 billion in 1956, compared 
with $19.5 billion in 1955. On a 
per-capita basis, that averages 
$889 for each farm resident, an 
increase of $8 over the preceding 
year. 

On the House floor this week, 
there was much debate over the 
fact that this was achieved be- 
cause income from non-farm 
sources increased from 
$290 per capita, while income from 


farming dipped from $606 to $599. | 


But administration forces were 
ready to do battle on this pessi- 
mistic appraisal. While realized 
net income was estimated at only 
$11.6 billion for the year as a 
whole (after allowances for 


changes in inventory), they point) 


out that the rate of farm income 
climbed steadily throughout the 
year. 

From a rate of $11.2 billion in 
fourth quarter 1955, realized farm 
income reached $11.6 billion for 
the first half. As soil bank pay- 
ments began to have their impact, 
realized farm income hit a rate of 
$11.9 billion in the third quarter 
and climbed to $12.4 billion in the 
fourth quarter. With the soil bank 
in full operation in 1957, experts 
are confident the final result will 
be a lot more satisfactory for the 
farmer than it has been for many 
years. 


. . - 
TV Prober Cox’ Legacy: 
Finance, Allocations Reports 

Puckish-looking, hard-hitting 
Kenneth Cox, who has served as 
special counsel in charge of the 
Senate commerce committee’s tv 
investigation, is burning the mid- 
night oil in a determined effort 
to end his 15-month tour of duty 
here and return to his Seattle law 
practice in another three or four 
weeks. Sen. Warren Magnuson 
(D., Wash.), the committee chair- 
man, reportedly is scanning the 
roster of Seattle lawyers for a new 
special counsel. 

If Mr. Cox had been inclined to 
extend his stay, he could hardly 
have been encouraged by the 
treatment given to his report 
proposing a large-scale test of sub- 
scription tv. Before this report 
could be discussed with committee 
members, sufficient quotations 
were leaked by an unidentified— 
and hostile—source so that oppo- 
nents were able to line up enough 
votes to postpone its adoption, per- 
haps indefinitely. 

Before leaving, Mr. Cox expects 


to draft two more reports—one on 


network business practices, the 
other on allocations policy. These 
drafts, together with 3,100 pages 


of printed testimony accumulated 


under his direction, will be left 


for the instruction of others who 


continue the seemingly endless in- 
vestigations of tv business prac- 
tices. 


$275 to| 


‘tion on which to base recommen- 
dations for or against further ap- 
peal. 

Of the four commissioners who 
voted Jan. 4, 1952, to put a limit 
on tire discounts, William Ayres 
|}and John Carson were gone before 
the year was out. Commissioner 
Stephen Spingarn and Chairman 
James Mead, both Democrats, were 
displaced with newcomers more 
acceptable to the Republican ad- 
ministration, and even Commis- 
sioner Lowell Mason, a Republi- 
can, was unable to hold on to his 
seat. 

- a . 
It's Small Business vs. 

Small Business on Price Bill 

Small business supporters of 
H.R. 11 and S. 11, limiting the 
| right of suppliers to cut prices in 


|order to meet competition, are 
| worried about the flood of hostile 
| mail pouring in on Congress from 
filling station operators, who have 
been warned that these bills may 
lead to elimination of independent 
operators in the gasoline business. 
A friendly Senate judiciary sub- 
committee under Sen. Estes Ke- 
fauver (D., Tenn.), sponsor of S. 
11, is taking testimony, and House 
hearings are anticipated in the 
near future. But grocers and drug- 
gists who have pressed for these 
| so-called “good faith” bills fear so 
|much controversy has been gen- 
| erated that there is little chance 
|of the top-heavy support they 
whipped up when similar bills 
went through the House last year. 


. e 2 

Airlines’ Rate Boost Plea 
May Be Diversionary Action 

Just as the Civil Aeronautics 
Board was preparing to start on 
an oft-postponed general investi- 
gation to determine if airline fares 
are too high, major airlines upset 
the time table by filing petitions 
proposing 6% to 10% fare increas- 
| es. The airlines have conducted an 
|active publicity campaign con- 
tending they are unable to absorb 
| further increases in costs. But 
|}some CAB people say privately 
| they suspect the chief purpose of 
| the petitions is to make an ulti- 
j}mate decision for reduced fares 
|less likely. In any event, under 
CAB law, the board must take up 
the airline petitions before it can 
go back to the general fare inves- 
tigation, for the law specifies that 
| petitions for rate adjustments be- 
come effective in 120 days unless 
the board acts to modify or deny 
them. 


| Ribfoil Cup Wins Award 
| An award for the outstanding 
|}example of aluminum’s use for 
packaging was won by the Ribfoil 
| container, produced by Basca Mfg. 
|Co., Indianapolis, and designed by 
G. L. Canfield of that company. 
|The aluminum foil cup won the 
| $1,000 contest conducted by the 
Package Designers Council and 
| sponsored by the Aluminum Co. of 
America. Introduced last year as 
the container for Kraft Foods Co.’s 
Party Snack cheese line, the cup 
was judged by PDC as the most 
| ingenious technical design appli- 
| cation in aluminum. 
| 


appear in the April 29 issue. The idea is to bring together, in one 


Dreher Adds Three Abroad 

® e ° Monroe F. Dreher Inc., New 
Everything (Even Reversal of | York agency, has added three for- 
FTC) Comes to Him Who Waits eign affiliates: Publicidad Salas, 


The court of appeals decision Mexico City; OTPLA, Havana, and 


knocking out a Federal Trade |4®S, Caracas. 


Commission rule fixing a ceiling on 

quantity discounts in the auto tire _Celluplastic Elects Proctor 
business dramatizes the turnover| J.D. Proctor, general sales man- 
in FTC personnel which has taken | ager of Celluplastic Corp., New- 


associations and others. 


invited to submit market studies 


will be accepted. 


cies, preferably without charge. 


stated. 


1957, will be listed in a “not yet 


place, all possible market data issued by advertising media, trade 


The data wil! be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, more than 1,500 separate pieces of market data were 
listed in the section, and readers of ApvERTISING AGE sent in re- 
quests for over 68,000 individual pieces. 

Advertising media, associations, trade groups and others are 


this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 
1. It must be current. Nothing published prior to June, 1956, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 
3. It must be available for distribution to advertisers and agen- 


conditions are attached to its distribution, this should be clearly 


4. It must be received before April 2, 1957. 
Market data material scheduled for publication before Sept. 1, 


that a 50-word description of each such item reaches ADVERTISING 
Ace before April 2. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApvertisinG AGE, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. 


or compilations for inclusion in 


If there is a charge, or other 


published” tabulation, provided 


Simon & Schuster 
Sues Over Tax Book 
by Lasser (S. Jay) 


New York, March 6—A _ book 
titled “S. Jay Lasser’s 1957 Income 
Tax Guide” has brought an 
injunction suit against the author 
and his publisher, Arco Publishing 
Co. The plaintiffs are Simon & 
Schuster, publisher of the late J. K. 
Lasser’s “Your Income Tax,” and 
his widow, Terese R. Lasser. 

A temporary restraining order 
was granted in the supreme court 
here, and the plaintiffs will seek 
continuance of it pending a suit. 

The J. K. Lasser volume, first 
published by Simon & Schuster in 
1939, has been continued by the 
publisher since the author’s death 
in 1954. More than _ 13,000,000 
copies reportedly have been sold, 
and S&S says in its plea for an in- 
junction that it spends about $100,- 
000 annually in advertising and 
promoting sale of the book. 


es S. Jay Lasser, who is no relation 
of the J. K. Lasser, told ApvEeRTIS- 
ING AGE that he has been a practic- 
ing public accountant for 25 years, 
and that he has written and pub- 
lished many articles on tax matters 
which have appeared in accounting 
journals and elsewhere. His cur- 
rent book, he said, makes a per- 
fectly legitimate use of his own 
name as author, whereas the Simon 
& Schuster book is no longer writ- 
ten by J. K. Lasser. 

About two years ago Fawcett 
Publishing Co. brought out a tax 
guide by S. Jay Lasser, which ap- 
parently didn’t sell very well. 
Fawcett did not re-issue it last 
year, but Mr. Lasser issued a 16- 
page tax guide himself. S&S took 
no action on either of those books. 


BBDO Analyzes Market 

A source-book of economic facts 
about American consumers has 
been published by Batten, Barton, 
Durstine & Osborn, New York. 
Titled “Your Target,” and intended 
for use by all advertisers, the book 
is one in a series of periodic analy- 
ses of the changing American mar- 
ket. It covers factors affecting 
sales and advertising. Copies are 
available on request. 


Davis Joins Endorsements 
Tyler Davis, formerly with Max- 


place since 1952. 
When the case gets back to the | company, 


commission for further considera- packages, jars and vials. 


jark, has been elected a vp of the|on Inc., has joined Endorsements | 
which makes plastic | Inc., New York, testimonial organ- 


‘ization, as a group supervisor. 


Ketchum, MacLeod & Grove 
Adds Three Accounts 

Ketchum, MacLeod & Grove, 
Pittsburgh, has been appointed to 
handle advertising for Blaw- 


HARRY C. DOOLITTLE has been pro- 


|moted from a copy group super- 


visor to a vp and creative super- 
visor of Ted Bates & Co., New 
York. 


Knox Co.’s construction equipment 
division, Pittsburgh and Mattoon, 
Ill. For the past three years, the 
agency has handled all of the com- 
pany’s other advertising. Russell 
T. Gray Inc., Chicago, is the pre- 
vious agency. 

The agency has also been ap- 
pointed by Hope Natural Gas Co., 
Clarksburg, W. Va., to handle a 
year-round consumer campaign in 
West Virginia and Ohio. The agen- 
cy has done market research work 
for Hope since 1953. Pittsburgh 
Provision & Packing Co., the local 
subsidiary of Armour & Co., has 
assigned its line of Irish Brand 
products to the agency. Smith, 
Taylor & Jenkins, Pittsburgh, is 
the previous agency. 


Jackie Gleason (Bulova, Old Gold, 
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TV Playhouse (Alcoa, 117 Cities, NBC) 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, 171 Cities, CBS) 
$64,000 Question (Revlon, 175 Cities, CBS) 
Dragnet (Liggett & Myers, Schick, 169 Cities, NBC) 
| Love Lucy (General Foods, Procter & Gamble, 157 Cities, CBS) 
Perry Como (Several sponsors, 145 Cities, NBC) 
Jackie Gleason (Bulova, Old Gold, 
Playhouse 90 (Participating, 126 Cities, CBS) 
I've Got a Secret (Winston cigarets, 183 Cities, CBS) 
Producer's Showcase (RCA, Buick, John Hancock, 127 Cities, NBC) 
Gunsmoke (Liggett & Myers, 154 Cities, CBS) 


Videodex Network TV Ratings* 
Feb. 1-7, 1957 


Copyright by Videodex Inc. 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, 171 Cities, CBS) 
Perry Como (Several sponsors, 145 Cities, NBC) 
| Love Lucy (General Foods, Procter & Gamble, 157 Cities, CBS) 
Dragnet (Liggett & Myers, Schick, 169 Cities, NBC) 
$64,000 Question (Revlon, 175 Cities, CBS) 
Playhouse 90 (Participating, 126 Cities, CBS) 
Producer's Showcase (RCA, Buick, John Hancock, 127 Cities, NBC) 
Studio One (Westinghouse, 102 Cities, CBS) 


168 Cities, CBS) 


168 Cities, CBS) .... 


* Homes viewing in cities where program is telecast. 


chili 9,360 
i Linlietinenlititastiiciesresiih 9,191 
ARB Network TV Ratings 
Week of Feb. 1-7, 1957 
Copyright by American Research Bureau 
PROGRAM POPULARITY 
Program Rating* 
tated Deine 45.8 


1 Perry Como (Several sponsors, NBC) 


2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........cccccccscecsceescsseneeneene 42.3 
3 1 Love Lucy (General Foods, Procter & Gamble, CBS) ... 39.8 
i've Get A Secret (Winston cigareta, CBS) ........c.cccccccsssscssessesscosveressoscosesesorse 39.8 
5 Disneyland (American Motors, Derby Foods, American Dairy, ABC) .... 38.7 
6 You Bet Your Life (DeSoto-Plymouth, NBC) ..........ccccccccccccscsceseseesseeessnennense 38.2 
7 EE EE ar ee eee 38.0 
o RD IIL, TRIDEED cccsescesncneasitbnaminsdenessasqnssnevevessecnctmendeveteteiemuniamans 36.6 
9 People Are Funny (R. J. Reynolds, Tomi, NBC) ..........cccccccccsceesessensesseeeeenevene 36.3 
10 December Bride (General Foods, CBS) ............ccccccccccccseseeeeesssvvecereeevennevennerenes 35.0 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 PTT GED SUUNES CRORORIE, DCD cectrcenpeabieetiserteecrsectcrcrsdhinniicnininanin 48,260 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........cccccccccccsceeeeee 46,310 
3 | Love Lucy (General Foods, Procter & Gamble, CBS) ... 
4 People Are Funny ( R. J. Reynolds, Toni, NBC) 
5 Disneyland (American Motors, Derby Foods, American Dairy, ABC) ........ 36,180 
6 Rene. Tie GR, Fee eeenctittegicmnninied eins 35,880 
7 I've Got A Secret (Winston cigarets, CBS) ........cccccccccccessseeesevecssereenersees 34,680 
o You Bet Your Life (DeSoto-Plymouth, NBC) © cocccccccccccccscscssenerereeevsneneenes 33,220 
9 Lassie (Kellogg, Campbell soup, CBS) 
10 Your Hit Parade (American Tobacco, Warner-Lambert, NBC) ................ 30,200 


* Percentage of homes reached in markets where show appeared. 
| **Total number of persons viewing program. 
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‘Toronto Telegram’ 
Defies Blue Law: To 
Publish on Sunday 


ToRONTO, March 6—The Toronto 
Telegram will bring out its first 
Sunday newspaper March 17, de- 
spite a 1906 law known as the 
“Lord’s Day Act” which, some 
quarters hold, forbids Sunday 
newspapers. 

An editorial in the Telegram 
which announced the forthcoming 
Sunday edition declared, “There is 
a general exception in the act 
which does cover the publication 
of the Sunday Telegram. In listing 
the exceptions for work on Sun- 
day, the act says ‘any work of 
necessity or mercy’.” 

John Basset Jr., chairman and 
publisher, continued in the edito- 
rial: “I hold the opinion most 
strongly that the publication of a 
Sunday morning newspaper by 
Canadians for Canadians is a ‘work 
of necessity.’ I have checked this 
opinion with responsible lawyers 
who agree. 

“It is a work of necessity to 
gather and disseminate news seven 
days of the week and not just 


six,” he maintained. 
He also noted that the Canadian | 
Broadcasting Corp., a government | 
agency, broadcasts and televises 
news on Sundays. He said that this | 
indicates that the Canadian gov- 
ernment considers it proper to dis- 
seminate news on that day. 


® Press run of the Sunday edition 
March 17 will be 350,000, and ad- 
vertisers will pay 70¢ a line, the 
same rate as on weekdays. The 
150-page edition will include seven 
sections—four b&w standard sec- 
tions, Weekend Magazine, a 28- 
page color comics section and a 12- 
page novel. Price of the paper will 
be 15¢. 

The Telegram, which currently 
publishes six evenings a week, 
brings out a Saturday paper, which 
carries 16 pages of comics and 
Weekend Magazine. These features 
will be incorporated in the new 
Sunday newspaper, with the com- 
ics expanded to 28 pages. 

Price of the Saturday edition 
has been 10¢; it will go to 5¢ after 
March 17. The Telegram’s ABC 
circulation has been 266,867. 


Ayer Holds 27th Contest 


Publishers of all English-lan- 
guage daily newspapers in the con- 
tinental U.S., Alaska and Hawaii 
have been invited to enter their 
papers in the 27th annual newspa- 
per contest for the Ayer cup and 
other awards sponsored by N. W. 
Ayer & Son, Philadelphia. The 


contest day will be chosen by lot | © 


from the week of March 4. Last 
year the Ayer cup went to the 
Herald, Rutland, Vt. 


Megargee Heads Grocer Group 

J. Wilfrid Megargee, business 
manager during the past 10 years 
of Grocer-Graphic and Yankee 
Grocer, Bill Bros. publications, has 
been appointed publisher of both 
papers. Mr. Megargee has been as- 
sociated with Grocer-Graphic for 
the past 20 years. Daniel E. Calla- 
nan, associate publisher of Yankee 
Grocer, has also been appointed to 
Graphic. 


ROCKY MOUNT 


Business Is Better Than Ever... in 
NORTH CAROLINA 


Per Tomiey Retail Sales........ $6192. 
Per Family Food Sales........ 081. 
Per Family Drug Sales........ 156. 


One of the nine largest cities in the 
State. Sell in this rich market th 
advertising in one medium offering com- 
plete coverage. 
FREE! New Grocery Route List 
available to manufacturers and distributors 
THE TELEGRAM—Evening and Sunday 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Earnings of Advertisers 
1956 Fiscal Year 


Sear $ 876,987,184 $ 810,126,624 $23,602,746 $21,653,536 $5.01 $4.61 


Sales 
Company 1956 
SO *—EeF ee 124,457,938 
Commercial Solvents Corp. 58,745,254 


Dr. Pepper Co.* ........ 


Fansteel Metallurgical Corp. 32,256,153 
Federal Sign & Signal Corp. 11,218,406 
General Finance Corp. .... 22,585,435 
Goodyear Tire & Rubber Co. 1,358,763,538 
fo : eee 334,755,447 
Minnescta Mining & Mfg.Co. 330,807,692 
Monarch Machine Tool Co. 17,021,463 
National Distillers Products 

GG | 0 ndincctd Feuvese 543,099,524 
National Tea Co. ........ 617,635,555 
Nekoosa-Edwards Paper Co. 38,408,057 
Sylvania Electric Products . 311,021,046 


WEED Ge! ccadeceesscccs 74,443,851 
Universal Match Corp. .... 
Worthington Corp.” ....... 170,243,483 


i 7,214,989 6.11 5.21 
“Does not release sales figures. *Not given. Reflects 10% week strike. 4Preliminary. «Revised figures. 


|Two Wrights Make a Wright Germany and Japan. Ed Stern, 


A new public relations partner- | head of the division, says that Jan- 
ship, Wright International, has|uary overseas sales were 86% 
been formed in New York by Eu-|higher than those in the same 
gene and Peter Wright, who re- | month last year. 
cently resigned from the Hamilton | 


cen § from, : 
pany founded by ther timer SALISBURY 


Wright International will operate 
, . F RTH CAROLINA 
in both the domestic and interna- NORTE 


tional fields. It will have offices at 


441 Lexington Ave. The Hamilton poser 

Wright Organization continues un- 

der the direction of Hamilton cost 

Wright Jr. Sell the heart of the rich and prosper- 


ous Carolina market through its only 
Ziv Sells Films Abroad newspaper. THE SALISBURY POST. 
The international division of Ziv Nationality Represented ty 
Television Programs reports fur- 
ther overseas sales of its film prop- | BAY £-4;422ae1: 415 38. oe one me 
erties. New sales have been made | Bite vEIE Meni -ecmEtin Tinta iita a 
to ty stations in Britain, Italy, in all principal advertising centers 


“J 
THEY'LL BRAVE ANYTHING FOR FASHION. And some are more wonderful 4 
than others. We refer you to today’s best dressed people—the nation’s 21 million _ 


Women Who Work. They put $6 billion on their backs annually... buy more 
than half of the clothes sold in the U.S. today. The best of the best dressed— 


2'% million businesswomen, read CHARM MAGAZINE 


— 


= i 
= 


Largest circulation in the fashion field 
64 Rah See ona eneiyalieren silane ds 
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Information for Advertisers 


The 1957 “Directory & Source 
Book of the Coin Machine Indus- 


|rectory points out, sell over $1 
billion worth of products per year 


| neighborhoods, as well as buying|e Redbook has released a report; 


|habits. Flower Grower is located 
'at 2049 Grand Central Terminal, 
New York 17. 


e Fawcett Publications has 
brought out a new Reader Forum 
survey, “Make-up, Hand and Nail 
Care.” It shows gradual changes 


try” has just been published by 


in the U. S. This represents 20% 


on the use and market for regular 
and instant coffee and substitutes 
in the home. It sums up recent 
market studies on brand choice 
and buying patterns for each 
kind. It also shows the effect} 
of packaging and jar size on sales. | 
Copies may be had by writing on | 
company letterhead to Donald E. 


Coin Machine Review. It tells the | of all cigaret sales and 16% of 
growth of the industry in the past |candy bar volume. Copies are 
year. Vending machines, the di- | available from the magazine at 
|/1115 Venice Blvd., Los Angeles 


TORONTO, CANADA | 15, at $1 a copy. 


e “Love That Data” is a light, 
humorous brochure of market re- 
search on the mass-feeding mar- 
ket. It is produced by Food Serv- 
ice. Copies can be had by writing 
the magazine at 2132 Fordem 
Ave., Madison 1. 


Capital City of Ontario—Canada’s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
EBlanketed by the 


TORONTO DAILY STAR 
—§00,000 circulation (largest in Canada) 
~——80% coverage of Toronto 

50% coverage of 45 prosperous Ontario 
centers e “The Home Garden Market” is 
a 20-page summing up of research 
facts on America’s “favorite hob- 
by.” It gives facts on Flower 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Nationally Represented by 


WARD-GRIFFITH CO. 


in the beauty field. More women 
use cake or compressed face pow- 
der rather than loose powder, the 
survey shows, among other things. 
Copies of the survey may be had 
from the research department, 
Fawcett Publications, 67 W. 44th 
St., New York 36. 


e Parents’ Magazine has put out 
two survey reports. One is a 40- 
page market data book about fam- 
ilies with children. The other is 
an eight-page report on consumer 
spending for seven major product 
types. For a copy of these booklets 
write to Monroe E. Michels, pro- 
motion manager, Parents’ Maga- 


Grower readers—their incomes, 
age, sex, families, 


The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


homes and | 


zine, 52 Vanderbilt Ave., New 
| York 17. 


SG Wal 


' 

| 

| Our total 1956 Advertising Lin- 
| age—14,078,321 lines ...4 
Dailies in 
gory! 


7% GAIN over 1955! 


We're quite pleased with ourselves after reviewing our 


me ec 
Sein 


impressive 1956 linage gains. Little wonder, then, why over 


600 advertisers used the ELIZABETH DAILY JOURNAL to 
reach the more than 50,000 Elizabeth, and Union Country 


free 


UN Spettigne 
Hevmre Te Dipn 


(N.J.) homes. Furthermore, there are now MORE people =~ 
(Elizabeth City Zone Population now over 250,000) .. . 
with MORE money (Union County's $8,972 Income per 
Household—over 58% ABOVE the nation average) to 
buy YOUR products through the penetrating, dominant 


coverage of THE ELIZABETH DAILY JOURNAL. 


P.S. No matter what you sell, THE ELIZABETH DAILY 
JOURNAL can help you sell it! 


50,000 PLUS Circulation ] ROP SPOT and FULL COLOR 


Elizabeth Doily Jowrwal cuzasern r, new sersev 


National Representatives: WARD-GRIFFITH CO., Inc. 


hand at self-analysis . . . 


| 
Our 1956 Grocery Linage— | 
1,880,131 lines .. . leading all | 
but one of the New York Metro 


pardon, while we try our 


this important cate- 


Elizabet) Daily Journal “ax 
fe 


PP 
Reshuffling Looms, 
Police Foree Told 
Haase Wecubers \om 
To Whitthe Mrcdgot 


Wea Get 
th ficial 
Bev toms 


esa» ted Dray emia. (all 


Mervary Tee (tar Oat 


4 fetta Pimde Darm Fb rieade 


ton Mert Resigns te Mirectur | 
8 Oy OO ten Ga femme 


West, director of marketing re- 
search, Redbook, 230 Park Ave., 
New York 17. 


e “Buyers’ Guide to Imported 
German Products,” a 370-page 
book on all aspects of U. S.- 
German trade, is available from 
Nordeman Publishing Co., 14 E. 
62nd St., New York 21, at $3.40. 
It is published for the German- 
American Trade Promotion Of- 
fice. 


e Puerto Ricans in New York— 
numbering 585,000—are spending 
more money on hi-fi radio-phono 
combos and Kosher wine. These 
are two of the changes in buying 
patterns disclosed in a new sur- 
vey sponsored by La Prensa. 
Copies 
Spanish-language daily 
Canal St., New York. 


at 245 


e Canadian Home Journal has 
completed a study on the impor- 
tance of various media to women. 
Entitled “The Canadian Home 
Journal Study of Media Values,” 
copies of the 60-page booklet are 
available at no cost to advertisers 
and agencies. Requests should be 
addressed to Lloyd M. Hodgkin- 
son, director of advertising, Cana- 
dian Home Journal, 73 Richmond 
St. W., Toronto. 


e 1957 trends in the nation’s ice 
cream industry are forecast in a 


just-completed study by Ice 
Cream Field. 3,500 ice cream 
makers in all markets were 


one 
ee oN 
Meo fara 
ae thes 
hee om 
yet 
mot 
wate 
he 
Jai 


HERE’S WHY—In this ad in Women’s 
Wear Daily, Minikin Togs explains 


may be had from the 


to the trade why its current cam- 
paign for its children’s wear is 
| slated for fashion books. C. J. Her- 
| rick Associates, New York, is the 
agency. 

| polled. Published as an eight-page 
| brochure, copies may be had at no 
| cost from Ice Cream Field, 23 W. 
47th St., New York 36. 


e “The New America—Your Mar- 
ket Potential for 1957” is now 
| being distributed by True Story 
Women’s Group. It is the sixth 
|in a series of market analyses. 
| Copies may be had from Everett 
R. Smith, director of marketing 
| and research, Macfadden Publica- 
tions, 205 E. 42nd St., New York 17. 


Americans Drink More Cognac 
The National Assn. of Alcoholic 
Beverage Importers reports that 
cognac consumption in 1956 
| reached an alltime high of 360,000 
cases, a 9% increase over 1955. 


7 il 


_ 
——E 


for conventions, trade association shows, 
industrial and commercial exhibits... 


SELL MORE where MORE Is soup 


te. i e., 


Sateeee 
St attane 
SY ttecaerye 


® to the most diversified audience in the 


nation 


@to the most influential buyers in the 


world 


in the show place of the nation’s capital 


136,000 
Square 
Feet 


Only the modern, fully equipped D..C. Armory 


offers you an audience that is r 


ikl 


for @ 76,000 sq. ft. 


influencing more people and more purchasing 
agents of more organizations to buy more 
products than any other combined audience 


in the world... 


Government Agencies 
Military Organizations 
Industrial Groups 


_ Ideally located . . 


For FREE colorful brochure and further infor- 


mation—write, wire, or phone: 


D.C. 


Arthur J. Bergman, Manager 


NATIONAL 


the prestige choice-for your next convention 


a of unobstructed 
floor space on 
main level —plus 
an additional 
60,000 sq. ft. on 
lower level. 


Union Organizations 
Diplomats 

Statesmen 

. .. and other dominant groups 


@ Catering and 
restavrant facili- 
ties. 


- near Capitol Hill, the Penta- 
gon, government offices, private industries, and 
close to Union Station and National Airport. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


ORY 


GUARD ARM 


LINCOLN 7-9077- 
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‘Pendleton Appoints Five to 
Dutch Consumer Is Ad, Sales, Research Posts 


Brand Conscious but tenry J. Zellweger, formerly 
|merchandising manager, sales 
Wary, Admen Told 


' training manager and sales promo- 
has b named ad- 

New York, March 5—U. S.| | Gon ne ee a 
private investment in the Nether- 


vertising and sales promotion 
lands has tripled in the past eight 


manager of Proto Tool Co., Los 

ivisi dleton 

years and now totals $160,000,000. | “néeles»_@ division of Pendleto 
Of the 220 foreign subsidiaries 


Tool Industries, and Richard E. 

i t 

established there, 92—or 42%—|Peich has been named produc 
are American. 


sales manager of one of the com- 
; ‘ pany’s subsidiaries in the Midwest. 

American manufacturing po At the same time, Louis Green- 
ations now contribute $160,000,000 | ¢:014, with the company since 1943, 
to the gross national product of 
the Netherlands. 

Tnis bird’s eye report on Amer- 
ican business activity in the Neth- 
erlands was presented here yes- 
terday by W. Van Andringa De 
Kempenaer in a 
talk to the In- 


appointed director of 
sales, and Frank E. Hutton, for- 


sistant, was named director of re- 


was named assistant general sales | 

manager; Nelson Bartoo, formerly | } 
director of research of Proto, was | @ 
contract | J 


merly special field marketing as- | 


search and development, all of | er 


ternational Ad- Pendleton Tool Industries. 
vertising Assn. 

Mr. De Kempe- ’ 

naer is president Daily Sold 
of the Nether- Everybody’s Daily, Buffalo, 50- 
lands Advertis- year-old Polish language newspa- | 
ing Assn. 


per, has been sold to a syndicate 
headed by Matthew W. Pelczynski, 
former general manager of the pa- 
per. The syndicate purchased the 
controlling stock in Everybody’s 
Daily Publishing Co. from Frank- 
lin B. Rogger, president. Terms of 
the sale were not announced. The 
newspaper recently was converted 
from an all-Polish language paper 
into an English language newspa- 


per with a news section printed in 
Polish. The company also prints 
several other weekly and monthly 
Magazines and newspapers. 


Grusin Joins Gerstel 

Edward Grusin, formerly of 
Marshall, Lee & Richards, Chicago, 
has joined Gerstel Agency, also 
Chicago, where he will be in 
charge of packaged radio, tv and 


87 


merchandising plans in the food 
and drug fields. 


Wangsgard Shifted 

Jay Wangsgard, formerly sales 
representative in southern and 
midwestern territories of Farmer- 
Stockman, has been appointed 
northwestern manager of the pub- 
lication, with headquarters in 
Chicago. 


i 


=i Robert 8. ‘Stack’ 
' N off 


THIS IS ‘STACK’ FAIRLY——(Another W-G Salesman) 


ce. He attended Wak 


N.C. 
is a good salesman, 9 - 
Ward-Grifith men, is an 
papers we represent. 


hly cones in sales and advertising experience 
lous lp you to maximum results from the markets and 


Fairly joined our sales force in January, 1956, wersteg oy of our Chariot. 
Forest College in North Carolina and ® graduate of the 
University of North Carolina. He is an Air Force (Bur 
business experience involved working for The Nationwide Insurance Com 
agent. Later he served as manager of the Best Foods Inc., 


‘opean Thestre)” vebeeen. Btack Pairly's 

y as their qurue=s. 
Charlotte branch offi 

Ls as like al) 

news- 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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While pointing 
out that the 
Netherlands wel- 
comes American 
capital, Mr. De 
Kempenaer emphasized that the 
Dutch also want freer trading | 
conditions. He noted that while | 
Dutch imports from America have | 
doubled in the past six years, | 
these imports are now three iimes 
as large as the country’s exports 
to the United States. 


® He called the plans for a com- | 
mon European market an “impor- | 
tant step” in the direction of freer | 
trade among nations. 

Mr. De Kempenaer reported | 
that Dutch advertising expendi- | 
tures remain at 1%% of national 
income, which he said is 1% be- 
low the American average. He) 
said the main holdouts against | 
greater promotional expenditures 
are the small and medium-size 
Dutch companies. 

Mr. De Kempenaer told the | 
meeting that, as consumers, the | 
Dutch have “a feeling for branded | 
goods.” He warned, however, that 
they take strong exception to 
“high pressure” tactics. The ads 
that will score, he said, are those 
which make a “sound appeal to 
the sober, pennywise Dutchman.” 


s Mr. De Kempenaer extended a 
cordial invitation to American ad- 
men to attend the European re- 
gional convention which the IAA 
is sponsoring in the Hague Sept. 
11-13. He is serving as chairman 
of the convention. 

Mr. De Kempenaer is managing 
director of one of the leading 
printing companies in the Nether- 
lands. . product. 


Scott Adds Colored Tissues 

Scott Paper Co., Chester, Pa., 
is now marketing its Scotties facial 
tissues in pink and yellow, as well 
as white, and the Scotties package 
has been redesigned in accordance 
with the new colors. Scott will 
promote the new colored tissues on 
radio, tv, magazines and news- 
papers. 
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DAYTONA BEACH 
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Would you like captivated audiences for your 
sales story? STERE-O-CARD’s 3-D pictures 
will excite their imaginations — hold their 
interest while your message sinks in. 


Here’s how: with an ingenious folding viewer 
that shows SIX 35 mm. Eastman Color trans- 
parencies in 3-D, you visually present the 
beauty, efficiency, the advantages of your 


The viewer itself offers no less than 75 square 
inches (more than a 7 x 10 page) for your 
printed message! 


And the cost is LOW! For far less than $1.00 
each (depending on quantity) you get the 
viewer lithographed in full color from your 
art—a card with 6 double transparencies 
mounted in sequence—and a mailing envelope 
printed in one color. 


°TM Registered—Patent Pending 


Chow em, and tell em-youlll Coll om | 


STERE-Q-carRD 


brings your product to life in 3-D COLOR 
—and carries your full product story in 


IT MAY BE USED INNUMERABLE TIMES 


The viewer is sturdily made. It easily will out- 


last months of repeated use. 


Two pre-focused lenses magnify the transpar- 
encies 1% times against milk-plastic light 
screens—no batteries needed. You see beautiful 
3-dimensional color pictures that literally sell 


your product on sight. 


UNLIMITED APPLICATIONS 


To sell prospects in their homes—enthuse field 
forces—win distributors and wholesalers—for 
education of all kinds—for arresting, convinc- 
ing promotions—there’s practically NO field 
in which the STERE-O-CARD won’t give inex- 


pensive sales impact. 


You needn’t speculate about STERE-O-CARD 


— see it for yourself — FREE! 


FLORIDA 

Peoutetien: Metropolitan area. 98,400 

Florida's Year ‘Round Resort Covered By 
DAYTONA BEACH WEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors come 
from all over the U.S., Canada, Cuba 
and South America. Its Summer sea- 
sons now rival its Winters in tourist 
popularity 
—— $143,400,000 effective buying in- 


1956, Metropolitan area, 


i 


2 

3. Retail ae. 

$123.1 

4.A cating market index of 123 
5. 1956 total advertising 38. 221.098 lines. 
R r acey. Publishers’ 
Florida 


presented by 
epresentatives rs ‘Fk =a in 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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FORT 
PIERCE 


P.O. Box 2147 
Fort Pierce, Florida 


Telephone: Fort Pierce 3600 


| 
| 
| 
INDUSTRIES | 
| 
I 
| 


Name 


Fill out coupon, 
or attach’ to your letterhead. 


Piease send me the FREE STERE-O-CARD viewer 
with typical transparencies 


Company 


State 


City 
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In CANADA 


39% of the 
English-speaking Families 


read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in. all principal advertising centers 


Ruppert Reports Sales Drop 

Jacob Ruppert, New York brew- 
er, reports that in 1956 it sold 
1,539,289 barrels of beer, had a to- 
tal of $32,903,453 in sales, and a 
net loss of $175,852. Comparable 
figures for 1955 were 1,637,677 
barrels, $33,478,275 in sales, and a 
net income of $601,212. The com- 
pany attributes adverse weather 
conditions and increased labor and 
material costs for the 1956 dip. It 
reports that it intends to intensify 
its sales promotion and advertising 
in 1957. 
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For engravings that will fill the bill 
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By men who've trained . . . and know! 
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and Associates 
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JOHN G. O. WEBSTER, Argentinian na- 
tive, educated in Buenos Aires and 
Scotland, has been named manager 
of the new Lima, Peru, office of J. 
Walter Thompson Co. Mr. Webster 
has managed JWT’s Chilean office 
since 1951. Before that, he was 
with RCA and Ford in Argentina. 


‘Outboard Progress’ to Bow 

A new magazine, Outboard 
Progress, will be distributed, start- 
ing June 10, by Outboard Publish- 
ing Co., Jacksonville, Fla., pub- 
lisher of Outboard Magazine. The 
publication will be distributed na- 
tionally, seven issues a year, on a 
controlled basis. 


‘Oregonian’ Boosts Rates 

The Oregonian, Portland, will 
increase its general, retail and 
classified advertising rates by 2¢ 
a line beginning May 1. The news- 
paper cited “increased newsprint 
and labor costs” as reasons for the 
move. The open rate will then be- 
come 68¢ daily and 78¢ on Sunday. 


Tecnifax Offers Booklet 
Tecnifax Corp. is offering a 
booklet, “Visualizing the Abstract,” 
free on request to the company at 
195 Appleton St., Holyoke, Mass. 
The booklet was adapted from a 
speech by Patrick M. Beatts, man- 
ager, general education, Interna- 
tional Business Machines Corp. 


Warranty Card Data 
Help Baldwin Boost 
Ad Responses 300% 


CINCINNATI, March 5—Response 
to advertising of the Baldwin Pi- 
ano Co. has increased 300% during 
the last year because buyer infor- 
mation—obtained at a minimum 
cost—has made it possible to write 
more effective ads, James M. E. 
Mixter, director of advertising and 
sales promotion, reported at a 
luncheon meeting of the Advertis- 
er’s Club of Cincinnati. 

“Baldwin has advertised nation- 
ally for years,” Mr. Mixter said, 
“but, quite frankly, we had no 
systematic method of determining 
in advance what kind of people we 
wanted to reach, or what kind of 
sales approach would be most ef- 
fective. We aiso had no real way 
of measuring the effectiveness of 
our ads after they had appeared. 

“One of the assumptions that 
we seem to have made was that 
national advertising in our field is 
for prestige purposes primarily— 
long-range stuff. Over a period of 
time, however, we found that we 
were perhaps closing our eyes to 
the possibility of very real, direct 
and quick sales results,” he said. 


s “Prestige is all very well, and 


it is certainly important over the | 


years—it separates the boys from 
the men. But names of persons 
who want to buy, or even might 
want to buy, are precious. So we 
set about to strengthen this side of 
our advertising, and we think we 
have. 

“Spasmodic spot field research- 
ing by our agency, Ruthrauff & 
Ryan, and by ourselves, used to 
be about the only source of infor- 
mation we had about our custom- 
ers. We felt we needed more, but 
we weren’t prepared to hire an 
outside company to do an inten- 
sive job. 

“Actually, the solution to this 


|problem was quite easy. We de-| 


es 


“The MAR 


DR. DONALD R. HERZOG 


Sales forecasting committee chairman 
ond research and development com- 
mittee member, typify Dr. Herzog’s 
duties as Marketing Research Man- 
ager at the ARO Equipment Corporo- 
tion. He is also engaged in part-time 
lecturing on business at an Indiana 
University Center and is the author of 
several articles on marketing man- 
agement and labor relations. Holder 
of two B. S. Degrees, an M.A. and 
PhD. Degree, Dr. Herzog’s work ex- 
perience includes being market analyst 


for W. A. Sheaffer Pen Co. 


KET D 


6 Reem. se Po 


soys DR. DONALD 


R. HERZOG 


Manager, Marketing Research 


The Aro Equipment Corporation 


ATA BOOK is not only a source 
of marketing problem answers, 
but also a source of supply ve ‘- 


4 


“| use the Market Data Book to determine market potentials, set sales 
quotas, locate sales weaknesses, plan distribution, map sales quotas, 
find branch locations, select’ test markets, market new products and 
measure market changes. Adequate facts are given to put before me a 


wide variety of material useful in whatever industry | may be interested 


markets and media 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 


plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


to help them 


of 
INDUSTRIAL 


in probing. After careful reading and study, | keep it as a ready reference 
to be used as occasions arise.” 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


MARKETING 


200 EAST ILLINOIS STREET - 


CHICAGO 11, ILLINOIS 


Advertising Age, March 11, 1957 


cided to help ourselves by using 
the one source that was (1) read- 
ily available to us, (2) accurate 
and dependable and (3) relatively 
inexpensive. 

“I’m sure you know to whom we 
turned—to our customers them- 
selves. Any time an advertising 
man or a salesman can’t find the 
answer to a problem, there’s al- 
ways one place the answer can be 
found, if he digs hard enough. 
That’s the customer. 


s “If you know who he is, what 
makes him tick and what he’s in- 
terested in, you can sell him. And 
—and this is important—if you 
get to him when he’s a brand new 
customer, he will give you more 
help than if you wait until later. 

“So we developed a warranty 
registration card to make it easy 
for the customer to tell us about 
himself. In our case, it works. A 
piano or organ purchase is a ma- 
jor item for most people, and our 
warranty is the strongest and most 
complete in the industry. 

“We have found that most cus- 
tomers want to register their guar- 
antees. Actually, our warranty is 


|good whether or not it is regis- 


tered, but we don’t emphasize that 
point. We are receiving returns 
from about 75% of those who get 
warranty registration cards when 
they purchase a Baldwin product. 
Of these, some 10% give us no in- 
formation except name, address 
and date of purchase. Another 10% 
answer some, but not all the ques- 
tions. The other 80% answer right 
down the line. 


e “After more than a year of 
analyzing these returns, we are 
convinced they give us the best, 
most accurate information obtain- 


|able, and we are using this infor- 
| mation as the basis for our adver- 


tising and sales approach. 

“What have we learned from our 
experience? Much of the informa- 
| tion about our customers was not 
/news to us. We had suspected 
much of it. But now we know. Al- 
|so, we are now able, by totaling 
answers semi-annually, to detect 
any trends which might affect our 
business—changes in the standing 
of competitors, changes in the at- 
| titudes or tastes of customers.” 

Mr. Mixter said that the first 
ad run following the first analysis 
of the warranty card returns pro- 
duced almost twice the number of 
queries received as a result of pre- 
vious ads, after adjustments for 
size and circulation differences. 

The Baldwin warranty mailing 
piece is a perforated folding card, 
with spaces for checking answers 
to 10 questions concerning previ- 
ous piano or organ ownership, and 


information about family, home 
ownership and employment. * 
International Screen Adds 3 


International Screen Advertising 
Services has added three compa- 
nies to its membership. They are 
Theatre Audience Advertising Bu- 
reau of New York, member com- 
pany for the U. S.; Times Theatre 


| Advertising Ltd. of Toronto, mem- 


ber company for Canada, and 
Blaze Advertising Service of Bom- 
bay, member company for India 
and Ceylon. International Screen 
is an international organization 
with 20 member companies from 
20 countries. 


Blackburn & Co. Bows 


A new media brokerage house 
has been organized in Washington, 
D. C., Blackburn & Co. Principals 
are James W. Blackburn, Clifford 
B. Marshall and Jack V. Harvey. 
Mr. Blackburn was a partner of 
Blackburn-Hamilton Co., a media 
brokerage house which was re- 
cently dissolved (AA, Feb. 25). 
Activities of the new company will 
be devoted exclusively to negoti- 
ations, financing and appraisals in 
the radio, television and newspa- 
| per fields. 


Pe ; Rae Oe Noe wee ies ol wen ae ite ee i aes es ; a wpe a ee ” Yes eae etree et oa 4. Fa Wiis. : ‘ : Xa ane bag ty . sei. eee Si) Mae e Pag Oh 
SS a i oe uae ce ys) i ee ee eee ee ae Ng ne Sg ea ee: inte: 
iM ‘ e “7 Pes 
ae 7 ie 
Ae cn 
Sri 88 |i 
Se ie until 
pr ee > aA 8 
oie . “4 bit . 7 
s — A . *, % i 
eos t . ae 
po | - 
: a : ee <— i r - 
“ae | 4 . 
ae ay i 
ial ms ~, . - “ 4 
be ae : anm™ a 5 f; c ) SJ Se ae my 
a, ine  -f\ y Pigishs 
8 noes TE Pe ee ihe: 
mks aaa lias S\ an BS § 
oe - ae — oe : 
aha , ine rind 
i saecays ey: ———____ # 
apne A (TF) ce Oe yy et wale on 
aid Wr aly 4 A | = Photo ' 
be . a . | a 
‘ McGrath’s the place to go; F . . 
: = d ee 
£ ithe eb "Af So - Yad % elle! r 2 
be . ' “agua 2 _ me. ey a pedi * ‘ 
VW 9) A)... ff wV® Gekcr iv: wie | 
pie S59 eas | MSs Th F. : 
Po SS s= yj thomas tr. si 
Poe Each plate is made with care and skill ee | is 
is Tg ap 
ee le AG, Ti6e8  —— 2 
ak he, > pet — a eS 
tee 1 EY SEY) ot Ss 
aos ¥ WY’ ¥ " RE a 
= 4 \> ¥ m = y Me E. : - 
2, Se or ma a tile 
cd hee ae Va ge “2 5 
4 Se eee 4 
pa i 
td i Bi = 
ee _ le : 
Be Ee oe : a 
ered a ~ as “ 
eee Le : ; 
on _ 7 Pr A 
aoe et A ‘ re 
ie ee \ - | ‘ s 
ee ; J ie : 
“ = | : 
Sie | : 
ais ee ae 
wae BS ; ' 
=e Te ee ‘ Sy 
= - ee 
En aoe 
a e CT Sri ae SIOS + BS 3 
Be nA OTA ad es 
a ie -—— | ; 
exe DIRECTORY NUMBER | 
. OS eee 
Bes ee “p 
i ae: akaiee Baan Lae, ee Jogi Pe bible (eID. Se a ee y i ses 4 a oe ‘ j ue ; Nea is ss * - sig ’ Pugs in sia Pree f P = ee ox ian 
eae ee baisererak Me Frege heise seers Phe figs ac: gah its aie ae are eel! i Slt estis! 2 lg eeme ae Var sae 
«3 5 sf icavrene mG cr ae are ME 3 es ee : Fog Thacl see See ; ee = (all Ses “ee ee Teepe eee A 512 eeummaabe. 4: Hee Oran 
STEEN RGIS EE ee ae seb 7 igang eieamere tes PS I er ies eae ae EE oe ee 


Wolf Carpenter Guenther 


Buddle Milliken Manasse Harmer Sturm Gormley Weiss 


OPEN HOUSE—More than 400 representatives checked in during a two- Carpenter, Jann & Kelley; Joe Guenther, Branham Co.; Charles . [? 
day party tossed by Edward H. Weiss & Co., Chicago, in honor of its Buddle, J. P. McKinney & Son; Don Milliken, Texas Daily Press 
move to new offices in the London Guarantee Bldg. Here, enjoying League; Harold Manasse, Chicago Outdoor Advertising; Fran Harmer; 
food and drink, are agency members and guests: Nic Wolf; Frank Jean Sturm; Jack Gormley, Outdoor Advertising Inc., and Mr. Weiss. 


Newell Introduces Liqua-band 
Newell Pharmacal Corp., West 
Orange, plans to use radio, tv and 
newspapers to introduce its Liqua- 
band, a liquid antiseptic with a 
brush applicator, throughout the 
New England area. The agency 1s 
Boyan & Weatherly, New York. 


NORTH CAROLINA 


New Bern is the buying center of Craven 
| County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern's only news- 
paper will cooperate in building sales for 
you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 


Weill, Eby Split 
After 3 Years as 
Buffalo Agency 


Burra.o, March 5—Weill & Eby, 
formed in 1954 through the merger 
of two old-line Buffalo agencies, 
is being dissolved and its execu- 
tives have organized new compa- 
nies in the field. 

Armand S. Weill, president of 
Weill & Eby since its formation, 
said he and his son, Robert K. 
Weill, an exec vp of the company, 
are forming a new agency here, 
which also will have an office in 
Toronto. Weill & Eby now has an 
office in Toronto, and that com- 
pany name is being used tem- 
porarily, pending incorporation of 
the new company. 

Adam F. Eby, formerly an exec 
vp of Weill & Eby, said he has sold 
his interest in the company to)| 
Robert Weill. Mr. Eby has estab- | 
lished his own marketing, mer- | 
chandising and advertising con- 
cern, Adam F. Eby & Associates, 
with offices at the same location, 
170 Franklin St. 

Weill & Eby was formed with 
the merger of Armand S. Weill Co. 
and Adam F. Eby Advertising. e 


Food Clients Head Ziv TV 
Syndicated Film Users 

Ziv Television Programs, New 
York, syndicator of tv film, puts 
food advertisers in top place in its 
client list. The client list numbers 
2,800 advertisers of all types in 300 
U. S. markets, M. J. Rifkin, sales 
vp, said. 

Last year, while the company’s 
over-all sales increase was 46%, | 
sales to food advertisers increased | 
nearly 70%. Within the food area, | 
supermarket chains marketing 
their own brands and dairy com-| 
panies have shown marked in-| 
creases in the use of Ziv films, 
with dairy advertisers jumping 
60% in dollar volume and 75% in 
number over the past three sea- 
sons. 


91% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 
Gives you in The 
Haverhill ABC 
City Zone 


‘ 
» 
i 


G. McLaughlin 
Adv. Maer. 
No combination of outside papers 
will give adequate coverage 
1. Retail Sales—$51,926,000 a new high. 
2. Food Sales—$17,885,000 a new high. 

3. World Shoe making center. 

4. Western Electric Co., Mfg. center. 
The trading zone population of 
110,488 is panes j by the 
HAVERHILL GAZETTE 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


A GOOD AD CAMPAIGN 


DELIVERS PLENTY rat MEETS THE EYE 


... But good Merchandising at the to prove we can do the same for you. 


Point-of-Sale puts money in the till. 
And there's where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 
the desire to buy whatever service or 
merchandise they had to sell at the 
point-of-sale. Right now, we are ready 


If your present campaign is drib- 
bling along, our nation-wide organiza- 
tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion ...a year-around 
program for better Merchandising at 
the Point-of-Sale. 


Merchandising .: ae PER 


* Lithographed dispiays for ind and outa use ¢ Animated Displays 


® Cloth and Kanvet Fiber B sand P. ts © Mystik* Seif-Stik Displays 
* Mystik® Can and Bottie Holders « Mystik® Seif-Stik Labels * Squee-zei* 


* Econo Truck Signs ¢ Booklets and Foiders *« Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


Trademark Mystik Registered. 
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WSRS Seeks Public's Vote 
on Cleveland Bus Shelters 

To the Editor: Pursuant to the 
article on Page 32, ADVERTISING 
Ace, Feb. 11 issue, pertaining to 
a brewer sponsorship of bus stop 
shelters, I have the following in- 
formation for publication. 

WSRS has investigated this 
matter and for the past week has 
been editorializing, favoring the 
development of a climate in which 
something valuable to the citizens | 
could grow into fruition of the 
shelter idea originally proposed 
by the brewers of Gold Bond beer. | 
The opposition was too hastily | 
formed and it was not respectful- 
ly considered in light of the vol- 
ume of beer ads within the bus 
as well as outside exposures. Edi- 
torially, we suggested that the 
shelters should be erected regard- 
less of any excuses, and that if 
advertising was to be a consider- 
ation, this gift should not be de- 
nied in view of the 200 free 
aluminum shelters. 

WSRS editorialized on the sub- 
ject of advertising in terms of 
promoting some civic plan. The | 
various service clubs could par- 
ticipate with permanent panels 
revealing to the public little 
known facts of why these organ- 
izations are so valuable at the) 
grass roots level. For example, 
one panel would be the four-way 
test of Rotary or Kiwanis, Lions, 
Exchange, Optimists, and _ so 
forth, on an equal participation 
basis. Therefore, all the shouting 
is just so much phony politics. | 
The simple reason for resistance | 


to the bus stop shelter advertising | 1908 classic, “How to Bake Beans” | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


not bus shelters. Car cards expose 
the same public for a longer bus 
ride than the patrons have to 
wait; thus, the so-called obnoxious 
advertising is a phase of discrimi- 
nation against shelters because 
the franchise for “paid” advertis- 
ing with Mitchell, McCandless & | 
Klauss is for the Cleveland Trans- 
it System vehicles only. The bus 
stops, which are on the various 
properties of municipalities serv- 


|iced by the CTS, are not secured 


by formal arrangement which 
could provide an income for the 


|CTS and interested parties. 


WSRS editorialized on the point 
of extra income for the various | 
municipalities which could bene- | 
fit from any shelter advertising 
which might have to be arranged 
by Mitchell, McCandless & Klauss 
directly with each local govern- 
ment. In the meantime, WSRS, 
greater Cleveland’s No. 1 station, 
is campaigning for an expression 
by the people whether or not shel- 
ters, as proposed by the brewer, 
will be of interest to them, and 
service, which they obviously 
need. The postal cards and letters 


| of this campaign have been most 


gratifying thus far. The copy 
used on the air is enclosed for 
your convenience. Also a copy of 
the article referred to earlier on 
this same subject. 
S. R. Sague, 

President, Station WSRS, 

Cleveland. 
. ~ 


s 
Hopkins’ 1908 Reason-Why 
Gets This Reader's Vote 
To the Editor: Claude Hopkins’ 


|I’ve ever been exposed to that 
could actually motivate me to 
rush out—NOW—+to the nearest 
grocer for a can of Van Camp’s 
pork and beans. Possibly two 
cans, yet. I read every line—and 
drooled. And I know why my 
mother drooled and why we had 
| Van Camp’s often. And why, it 
|just occurred to me, we haven't 
| had any in my own home. (I read 
|the 1957 ad, but only today in 
James Woolf’s column.) 

Hopkins’ copy is undoubtedly 
the best reason-why copy I’ve 
ever read. It certainly answers 
the question posed by the very 
reading of it: what’s happened to 
reason-why copy today? Answer: 
it prdbably wasn’t slow-baked— 
or half-baked—by research. 

Would the 1908 ad have been 
better with a big picture? WHO 
CARES? Bring on those nutty, 
mealy, digestible, unbroken beans! 

Robert Brizzolara, 

Advertising Manager, North 

American Accident Insurance 

Co., Chicago. 


* 7 * 
‘Giant Quart’ Tops All 
on this Adman’s List | 

To the Editor: Some of the | 
things in this advertising world of | 
ours get so bad that, once in a 
while, even advertising men have | 
a right to complain. 

What is all this nonsense we are | 
having thrown at us lately? Two 
different breweries are talking! 
about “real beer,” a cigaret man-| 
}customer shouts, “real tobacco} 
|flavor.” What should a _ cigaret| 
| taste like? Salami on rye? 

Perhaps with all the synthetic | 


is the franchise for car cards, but | (AA, Feb. 18), is the ONLY copy | stuff that seems to be altering our | 


~~ 


3 


ILLINOIS’ 
Ry 20d BIG MARKET 


Woe al 


lives it’s nice to be reassured, now 
and then, that some things are still 
real. 

The payoff, though, is in the beer 
that comes in giant quarts. Even 
elementary, school kids know that 
a quart is a quart, is a quart, is 32 
ozs. You can’t qualify the size of a 
quart any more than you can alter 
the spending power of a dime by 
calling it a giant dime or a pygmy 
dime. 

I don’t blame the public who are 
our customers, the tv quiz whizzes 
who are confounding the most eru- 
dite advertising man, for making 
fun of us. 

Brother we are asking for it. And 
that is real. . . 32 ozs. to the quart. 

Edward Bozorth, 

Account Executive, St. Geor- 

ges & Keyes Inc., New York. 
* 


a J 
AA Is Read at Home 


To the Editor: Your campaign is 
paying off! Get ApvVERTISING AGE 
at home. 

Here’s a copy of AA being de- 


livered to a home in a residential 
district of Charleston. It’s not my 
home, as I live 15 miles from the 


|scene of the picture. 


The story begins when a reporter 
was assigned to cover the use of 
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mail carts by the Charleston post 
office. He got the story and ar- 
ranged to have a carrier photo- 
graphed. 

I knew nothing about the story 
until it appeared in the Daily Mail, 
but the sight of ADVERTISING AGE 
in full view reminded me of your 
promotion. 

Frank E. Shaffer, 

Promotion Manager, The Daily 

Mail, Charleston, W. Va. 

P.S. Yes, my AA is home de- 
livered to St. Albans, W. Va. 

* ao . 


There's No Coffee Break 
in a Computer's Day 

To the Editor: You are to be 
complimented on the fine series by 
E. B. Weiss. Electronic communica- 
tions (AA, Feb. 4-11-18) is cer- 
tainly a stimulating and thought- 
provoking subject. 

But can you imagine joining a 
“computer” for a coffee break... . 
or never knowing the comforting 
touch of a pretty secretary’s hand 
on a fevered brow (due, of course, 
to that nasty old client)! 

Quite seriously, it seems to the 
writer that the electronic revolu- 
tion is charged with implications 
greater even than Mr. Weiss could 
imagine. Yes, there’s plenty of food 
for thought for every marketer, 
producer, and creative man in this 


|exciting series. 


Murray M. Spitzer, 
Marketing and Merchandising 
Counsel, Brooklyn, N.Y. 
: « * 
Farm Wife Subscriber 
Sums Up Ads’ Usefulness 
To the Editor: This is to pass on 
to you a thought that hit me as I 
read a letter today from one of our 
own subscribers. 


It was a somewhat unusual letter 
|to begin with, not because it came 
\from a farm homemaker, but be- 
cause after telling us that she likes 


? |\Farm Journal (bless our readers, 


|a lot of them tell us that!) she went 
down the line and cited chapter 
and verse. 

But this was item two in her 
list of things she likes: 

“You have a large and wonderful 
variety of advertisements. Unless 
one saw it advertised, one would 
hardly know what was new on the 
market, and what even to ask for 
in the stores. I feel that this large 
variety of advertisements makes 


¥ 
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>, METROPOLITAN CONSUMER TOTAL 
a AREAS POPULATION | SPENDABLE RETAIL 
* (outside Chicago) INCOME SALES 
AS ist PEORIA 784,800 $516,870,000 | $386,231,000 
q 2nd DAVENPORT-ROCK 270,600 500,754,000 316,131,000 
ISLAND-MOLINE 
3rd ROCKFORD 178,200 364,718,000 240,656,000 
4th SPRINGFIELD 145,100 249,760,000 197,538,000 
Sth DECATUR 111,700 199,223,000 155,541,000 
(Standard Rates & Data estimates, 7/1/56) 


% Old Indian word for 
Peoria area meaning “land 


—and nationally, 
Peoria ranks 74th 
er spendable income .. . 65th i 


One newspaper saturates the 


out of 199 metropolitan areas, 
in population...71st in consum- 


n total retail sales. 
area... Peoria 


Journal Star with coverage of 98.0% ratio-to- 
homes. 100,000-plus circulation reaches a rich 


13-county area . 


. . low-premium R.O.P. full 


color 7 days a week, electric-eye controlled. 


Peoria Journal Star 


Ward-Griffith Co., National Reps. 


Outsells 


ALIFE 


(At newsstands) 


At the newsstand more men buy TRUE than buy LIFE... 
or LOOK magazine. Total newsstand sales averaging 
1,088,000 copies at 35¢ a throw! Greater dollar sales at 


newsstand than SEP. 


Never overlook the buying power of the men who read 


TRUE... 2,590,000 currently 


(and growing). Selling to men? 
goes to the top of 


Then TRU 
your list. 


TRUE 
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your magazine quite indispens- 
able.” 

This philosophy of advertising is 
not new, of course, and yet when- 
ever we encounter it, it strikes with 
fresh impact. Sometimes don’t we 
underestimate the desire—indeed, 
even demand—of the public to 
know what’s new and available; to 
know what products will do for 
them? 

It seems to me that this farm 
woman has stated one of the great 
truths of advertising, that should 
reaffirm our faith and confidence 
in the usefulness of what we do in 
creating, buying, selling, or pub- 
lishing advertising: 

“Unless one saw it advertised, 
one would hardly know what was 
new on the market.” 

Vernon Vine, 

Director of Editorial Relations, 

Farm Journal, Philadelphia. 

. 7 o 
Calls This ‘Sweet Flattery’ 

To the Editor: There are days 
in an advertising man’s life that 
are happy ones. 

Today was one for me. 

For I learned that not only does 
our client (Butter-Nut 


like our advertising ideas, layouts 
and copy, but apparently so do 


GET THIS TWIN SET OF 


Mis n Hers’ 


the roasters of competitive Cain’s 
Coffee. 

It all happened when I received 
the enclosed tear sheet of the 
Cain Coffee Co.’s advertisement 
from the Wichita Eagle of Jan. 24, 
1957. I compared it with one we 


: Guys n Ga 
CIGARETTE LIGHTERS 
$ meow CAN “yd 
Buller Sul 


had just previously run in the 
Los Angeles and San Diego papers 
during November, 1956. 

Not only are the ads almost 
identical as to premium offer and 
layout, but even the text matter 
is practically the same, word for 
word. 

What sweet flattery! 

If their agency had only let me 
know, we could have saved our 
clients money. I could have sold 
them the Butter-Nut plates (re- 
covering some of Butter-Nut’s 
cost) for considerably less than 
what their agency had in their 
art work and plates. The end re- 
sult, I think you'll agree, would 


Coffee) | 


have been identical. 
Charles Harding I, 


Buchanan-Thomas Advertis- 
ing Co., Omaha. 
- - 7 
Says ‘Prestige Ads’ Are 


Not tor Small Companies 

To the Editor: It appears to me 
that the pressures being placed on 
industrial advertising people by 
top management of many small 
companies, to produee-+ prestige- 
type advertising, is getting out of 
hand. The deluge of large-space 
ads glorifying unheard of compa- 
nies is becoming increasingly evi- 
dent in the trade press. 

I suggest those responsible for 
this wasteful advertising stand in 
front of a clean mirror and take a 
good long objective look at them- 
selves. I’m afraid they would see, 
much to their dismay, nothing 
more than a reflection of a very 
small individual carried away by 
his own importance. If these com- 
panies are vying for a share of the 
business to be had from the indus- 
trial giants, delusions of grandeur 


certainly won't help. 

I see nothing to be ashamed of 
in being small. The small company 
generally offers a special service 
or product which the large compa- 
nies need. Therefore, small com- 
pany advertising should clearly 
spell out specific product or service 
features. 

If through sound management, 
quality production, aggressive, 
creative selling and the grace of 
God, a small company does grow 
large, then expensive prestige ad- 
vertising might play an important 
role. 

Elliot Edrick, 

Advertising Manager, Alpha 

Metals Inc., Jersey City. 


. s + 
Weiss’ ‘Specialty Store’ 
to Be Reprinted 


To the Editor: We feel that the 
feature, “The Return of the Small 
Specialty Store,” appearing in the 
Jan. 28 issue of ADVERTISING AGE, 
would be of special interest to the 
readers of Retailer’s Review. 
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RR carries condensed versions of ; should prove most effective for the 


noteworthy articles appearing in 
the trade press. It is distributed bi- 
|monthly to more than 45,000 store 
owners and managers in the retail 
field. Enclosed you will find a copy 
of the last issue. 

May we have permission to use 
your article? The appropriate cred- 
| it line will be given to ADVERTISING 
| AcE and E. B. Weiss. Sample copies 
will be sent to you on publication, 

Nina Meicher, 

Editor, Retailer’s Review, 
| Madison, Wis. 


Praises Moebius Ad 

| To the Editor: A word of praise 
is in order for Donahue & Coe’s 
absorbing full-page advertisement 
in the Jan. 28 issue of ADVERTISING 
AcE. Headlined: “Ever See a Moe- 
bius Band?” the ad “sold” creative 
imagination and, itself, displayed 
such qualities. It was every inch 
a stopper and certainly had me 
pondering the phenomenon of a 
Moebius band. More of the same 


| agency. 


Albert Boyars, 
Public Relations Director, 
Transfilm Inc., New York. 


PEORIA 


Ist Metro. Market In Illinois 
Outside of Chicago 
JOURNAL STAR 


Lineage 
1956 Brochure on Request 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


in oll principal odvertising centers 


| 
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. U.S. PAT. OFF. 


to the trade. 


tering, art work, etc, 


ORLON and DACRON 


REG. U.S. PAT. OFF. 


Asa giant-size double-edged ax distinguishes Paul Bunyan, 
our trademarks distinguish the unique qualities and charac- 
teristics of our two modern-living fibers, “Orlon” dis- 
tinguishes our acrylic fiber; “Dacron”, our polyester fiber. 

As we use and protect these trademarks, they become 
more meaningful and valuable to both consumers and 


Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your ad- 
vertising and promotional material, 

Distinguish ‘‘Orlon”’ and ‘*Dacron’’ —Capitalize and 
use quotes or italics or otherwise distinguish by color, let- 


Describe them—Use the phrase “Orlon” acrylic fiber or 
“Dacron” polyester fiber at least once in any text, 


Designate them, in a footnote or otherwise, as “*Orlon’— 


are trademarks, too 


Du Pont’s trademark for its acrylic fiber,” and “**Dacron’ 
—Du Pont’s trademark for its polyester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section T-3, E. I. du Pont de Nemours & Co. (Inc.), Wil- 


mington 98, Delaware. 


TEXTILE FIBERS DEPARTMENT 


REG. U. 5. PAT. OFF 


BETTER THINGS FOR BETTER LIVING 
-+» THROUGH CHEMISTRY . 
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Rogers, Allen Plans Push 
for Imported Liquors 
Rogers, Allen & Co., Baltimore, 
importer of Carrington’s Canadian 
whisky and Beauquer liqueur, 
plans to promote the brands with 
an alternate-issue, year-long cam- | 
paign in The New Yorker. Strouse | 
& Co., Baltimore, is the agency. 


| 
| 
| 


CLIP THE CLIPPER” 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nol layouts that con be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Iilinois 


Virtue Bros. Plans Campaign 

Virtue Bros. Mfg. Co., Los An- 
geles, plans the largest consumer 
advertising schedule in its 26-year 
history, according to the company. 
The maker of metal dining furni-| 
ture has scheduled color and b&w | 
ads in seven consumer publications 
as well as in newspapers. The 
campaign kicks off with a color ad 
in the March House Beautiful. 
Neale Associates, Los Angeles, is} 
the agency. 


Stars National Expands 

Stars National, radio and tv rep- 
resentative, has opened a new of- 
fice in Dallas at 1000 Main St. 


. 
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KING-SIZE in 


westerners. 


KING-SIZE in POWER—KOA-Radio speaks to these 
Westerners with the 50,000 Watt voice they understand 
and have trusted for 32 years. 


KING-SIZE in AUDIENCE ACCEPTANCE — By programming 
in character with its area...and providing a strong 
lineup of NBC programs, 
audience leadership throughout the West. 


KING-SIZE in VALUE — KOA-Radio delivers more for your 
money, day and night, seven days a week. It’s your best 
buy in the RICH WESTERN MARKET. 


CALL NBC 
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KING- 


COVERAGE — 


counties in 12 states, reaches and sells over 3% million 


O 


DENVER 
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SIZE 


KOA-Radio blankets 302 


KOA-Radio has established 


SPOT SALES 


Kernahan 


CAMPAIGNERS—These members of 
business relations committee of the 


Weber Urquhart Wilner 


trial Advertisers Assn. met to discuss ways to sell 
business management on the importance of a well- 
balanced industrial ad program: W. C. Kernahan, 
Gulf Oil Corp.; Norton Weber, Marsteller, Rickard, 


Gebhardt & Reed; G. T. Urquhart, 
Durstine & Osborn; Charles F. Wiln 


Zimmerman Teifeld 


the public and 
National Indus- 


Batten, Barton, 
er, Vic Maitland 


Giles Vollmer Veckly Weimer 


& Associates; Eric Zimmerman, I.T.E. Circuit Break- 
er Co.; A. R. Teifeld, Copperweld Steel Co. and 
committee chairman; Ernest T. Giles, Ketchum, 
MacLeod & Grove; Paul F. Vollmer, Blaw-Knoz Co.; 
John Veckly, U.S. Steel Corp., and W. F. Weimer, 
Rockwell Mfg. Co. Members not in the photo are 
Torrence M. Hunt and Jay M. Sharp, Aluminum Co. 
of America, and Ralph Winslow, Koppers Co. 


Demand Hikes Cost 
of Early Morning 
Radio, Says Young 


New York, March 5—By insist- 
ing on early morning (7-9 a.m.) 
time in buying spot radio sched- 
ules, advertisers are forcing the 
cost of this period upward, Adam 
J. Young Jr., said here last week. 
Mr. Young, president of the sta- 
tion representative company which 
bears his name, issued this warn- 
ing in a speech before the Radio & 
Television Executives Society. 

Advertisers continue to demand 
this period even though other time 
periods might be better buys for 
their purposes, Mr. Young said. He 
said it would be to their interest, 
as well as to the interest of sta- 
tions, to distribute radio spots 
more evenly over the broadcast 
day. 

In discussing saturation tech- 
niques, Mr. Young said the most 
efficient approach for an advertis- 
er wishing to use up to 20 spots 
a week is to use one radio station 
per market. If an advertiser wants 
more than 20 spots a week, he 
should use more than one station, 
Mr. Young advised. 


® Another speaker, David Mahon- 
ey, president of the Good Humor 
Corp., credited his company’s 
strong sales position to the use of 
saturation radio spots. Within four 
years after it began using satura- 
tion spot radio in 1950, profits at 
Good Humor increased 60%, he 
noted. e 


Contest Promotions Hit 
All-Time High: Up 46% 

Contest promotions by manufac- 
turers increased 46% last year, 
according to the semi-annual con- 
test index appearing in the March 
Premium Practice. Canned and 
frozen food manufacturers ran the 
most contests, with tea and cof- 
fee manufacturers ranking second. 
Fats and dairy held third spot. In 
the non-food line, appliance man- 
ufacturers were the most frequent 
contest users. 

In the prize classifications, mer- 
chandise and cash were offered in 
54.4% of the contests; merchandise 
and trips in 30.3% and straight 
cash prizes in 15.4%. 


Ad Council Salutes NATO 

The Advertising Council, New 
York, this month begins a two- 
month salute to NATO, using 
posters, newspaper advertise- 
ments, and radio and tv announce- 
ments. The announcements invite 
the public to request its free book- 
let which details the history, 


function, operations and achieve- 


Business Dictionary Out 

The “American Business Dic- 
tionary,” by Harold Lazarus, as- 
sistant professor of management, 
division of business, Hofstra Col- 
lege, Hempstead, N. Y., has been 
published by Philosophical Li- 
brary Inc., New York. The 522- 
page reference covers terms, con- 
cepts, procedures, job titles, 
monetary units and abbreviations 
used in 28 areas of business. Price 
is $10. 


Kelly Joins Flying Tiger 

Dana P. Kelly has been ap- 
pointed director of public rela- 
tions of the Flying Tiger Line, 
with offices in New York. He will 
be in charge of the airline’s pr ac- 
tivities, including publicity and 
advertising, in the eastern part of 
the U. S. and in Europe. Mr. Kelly 
was formerly with Ellis & Kelly 
Associates, public relations com- 
pany, which is being continued as 
Paul F. Ellis Associates. 


~ - 


ments of NATO. 


SELL YOUR PRODUCTS OR SERVICES 
WITH 


Product, Personal 
Appearance 


From tires to tractors . 
machines to moccasins . 
your service, your sales story belongs in 
this outstanding merchandising medium. 
Here at the biggest Exposition in the East, 
a “live” audience of half a million custo- 
mers see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


oSition 


SEPTEMBER 14-22, 1957 
WEST SPRINGFIELD, 


. from milking 
.. your product, 


MASSACHUSETTS 
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Leveling Costs Will 
Stabilize Magazine 


Medium: Manheimer 


New York, March 5—Magazine | 
costs are starting to stabilize, while 
television talent and other costs | 
are skyrocketing, according to Irv- 
ing S. Manheimer, president of 
Macfadden Publications. 

Mr. Manheimer, who spoke be- 
fore the Advertising Men’s Post of 
the American Legion here yester- 
day, also said that “spiraling pa- 
per costs are beginning to level off, 
perhaps partly as a result of the 
fact that recent magazine casual- | 
ties have thrown more than 100,000 
tons of various types of magazine 
paper onto the market.” 


s “Tremendous progress” in the 
past few years in automation and 
mechanization were cited by Mr. 
Manheimer as the reason for the 
stabilization of magazine costs. 

Mr. Manheimer said, “There is 
room for all forms of mass com- 
munication” in the U.S. 

“Magazines,” he said, “through 
many years of experience, have 
developed a certain level, but they 
must continue to improve this 
level. Radio, for a short while, lost 
its level, but it is now coming 
back very strongly. Television has 
not yet found its level—and will 
continue to make many mistakes 
—but eventually it will find that 
level.” 


® He added that movies, “which 
really suffered from television, are 
making a terrific comeback.” Mr. 
Manheimer said that January, 
1957, box office figures show 
movies to be “doing better than at 
any time since 1949.” 

In reference to the recent sus- 
pension of a number of magazines, 
Mr. Manheimer said, “We are go- 
ing through a period of accelerated 
evolution in the fields of mass 
communication and marketing. 

“The folding of some maga- 
zines,” he went on, “made the 
headlines. But if you read the busi- 
ness papers, you are aware of the 
fact that some newspapers, televi- 
sion and radio stations—and even 
some advertising agencies—have 
folded. But their demises weren't 
as dramatic or newsworthy as the 
folding of a few national maga- 
zines. This only proves the sub- 
conscious hold that magazines 
have, and will have, on people. 

“A year from now, we will prob- 
ably all recognize that the spot- 
light of reappraisal which these 
magazine casualties threw on every 
part of the business was one of the 
healthiest things that could have 
happened—and long overdue.” e 


Geigy Dyestuffs Will Promote 
Mitin Mothproofer in Drive 
Geigy Dyestuffs, division of 
Geigy Chemical Corp., New York, 
will advertise Mitin, its durable 
mothproofer, in eight magazines 
this year in an expanded advertis- 
ing and publicity program. Start- 
ing in May, full and fractional 
pages will run monthly on a scat- 


tered schedule in Canadian Home 
Journal, Charm, Glamour, Good | 
Housekeeping, House & Garden, | 
Ladies’ Home Journal, ~— ama 
selle, Maclean’s and McCall’s. 

Each ad will feature one specific | 
type of Mitin-mothproofed mer-| 
chandise, including wearing ap-| 
parel, blankets, carpets, drapery 
and upholstery fabrics. Theme 
will be “No moth will ever damage 
this.” Each month Geigy’s mer-| 
chandise field representatives will 
help stores set up displays and 
sales training programs and will 
arrange for local publicity. The 
company’s documentary, “Insects 
Astray,” will again be distributed. 
Since last March the film has ap- 
peared on more than 400 tv pro- 
grams. Ellington & Co., New York, 
is the agency. 


Booth Joins Bib Corp. 

Al Booth, formerly sales man- 
ager of the Spartus Camera divi- 
sion, Herold Products Co., Chicago, 
has joined Bib Corp., Lakeland, 
Fla., as director of the new prod- 
ucts division. Bib cans orange juice 


‘and other fruit juices for the in- 


fant market. 


Gray Show Syndicated 

Sandy Howard Productions, ra- 
dio and tv packaging company, 
New York, plans to sell “The Bar- 
ry Gray Show,” now heard on 
WMCA, New York, on a syndicated 
basis in the U. S. and other Eng- 
lish-speaking countries. The inter- 
view show will be taped. 


DuMont Promotes Two 

Richard L. Geismar, assistant 
treasurer of DuMont Broadcasting 
Corp., New York, has been named 
executive assistant to the presi- 
dent. Jack Lynn, formerly film 
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%& Year around value 
%& Low regional rates 


Get details now! 


" . i Midwest Purchasing Agent 
buyer for WABD, New York, has The 


been named film buyer for both 
DuMont stations. 


647 Penton Bidg., Cleveland, Ohio 


Deadline: Mar. 20 


for Midwest Purchasing Agent's 
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%& Names, companies, addresses \ an 


%& Reference data for P.A.'s 
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Henck Opens PR Agency |of Campbell-Mithun, Minneapolis, 

Seymour Henck, formerly aj|has opened his own public rela- 
public relations officer of the | tions agency, Henck Associates, in 
Atomic Energy Commission and a| Atlanta, with offices in the 
public relations account executive| Rhodes-Haverty Bldg. 
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set in type PHOTOGRAPHICALLY 
by WARWICK 
improve the quality of advertising 


For more than five years, this 

largest photo typesetting organization 
in the United States has been 
supplying this outstanding service 

to advertisers ali over the country. 
Try Warwick Phototype on 

your next order... You're sure to be 


pleased with its superb quality. 


arwick 


TYPOGRAPHERS 


920 Washington Avenues St. Louis 1, Missouri 


@ Serving clients in 40 States, Canada, Mexico and Cuba 


‘Cedar Shingle | 
Bureau Coordinates 
Consumer, Trade Ads 


SEATTLE, March 5—Manufactur- | 
ers of red cedar shingles are con- | 
centrating their 1957 advertising | 
program on the merchant-builder | 
as a shortcut to the consumer 
market. The program laid out by 
the Red Cedar Shingle Bureau is 
designed to recognize the man 
who puts houses up to sell. 

“Of the homes being built today, 
75% are being built to sell, and 
instead of putting our limited 
budget into very costly consumer 
media, we are concentrating on 
the merchant-builder,” Robert H. 
Root, account executive at Bots- 
ford, Constantine & Gardner, the 
Shingle Bureau’s agency, ex- 
plained. Mr. Root spoke at a re- 
cent meeting of the Industrial 
Advertisers Council of Western 
Washington. 

Cedar shingles are produced al- 
most solely in British Columbia, 
Washington and Oregon. The Red 
Cedar Shingle Bureau is made up 
of 150 producing mills, for which 
the Bureau establishes standards, 
supplies grade marks, and does 
national advertising. 

The emergence of the mer- 
chant-builder since the war as 
the dominant builder of homes 
“makes the job a little easier for 
us,” Mr. Root said. He explained: 


® “Merchant-builders have be- 
come almost as strong a factor in 
the market as consumer maga- 
zines, because of model homes. 
Last year 30,000,000 people went 
through model homes. This takes 
a house out of the category of a 
pretty picture and gives people 
/something they can see and feel. 
| What the builder puts into these 
model homes goes a long way to- 
ward setting style in building.” 

| To reach the merchant-builder, 
|the Cedar Bureau uses American 
| Builder, Building Products, House 
|& Home, NAHB Correlator, and 
| Practical Builder with b&w pages 
|six to 12 times a year. 

To back the merchant-builder, 
|the bureau is using a color sched- 


ROID CORP. CAMBRIDEE, MASS. 


Here’s the premium that’s 


RED HOT! 


The only camera that delivers a 


finished print in 60 seconds! 


The fun and excitement of taking a pic- 
ture one minute and seeing it the next he 
made the Polaroid Land Camera one of the 


histories on th 
premium. 


Premium 
Polaroid Corp., Cambridge 39, Mass. 
Please send me more information, prices and 
e Polaroid Land 


teil I 


Sales Dept. $1019 


case 
Camera in use os a 


world’s most wanted gifts. ome 
as an incentive for salesmen and ; yi 

distributors, used as a dealer loader, a con- 

sumer contest prize or an award for display | Company 

placement, the Polaroid Land Camera really - 

gets action! Top companies have used this | “ 

camera with tremendous success. Write to- City 


day for case histories. 


—— ee ee ee ee ee ee ee me ee ee 


60-second PoLaroip Land CAMERA 
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sith a gennion harm aa tee gu mate, nateroily | National Transitads Sold 


| National Transitads Inc., New 


Cc ol DAR | York, transportation advertising 

| company serving a network of 10 

< E L LS | cities, has been sold by Chesapeake 
HOMES 


|Industries Inc. to Charles M. 
|Amory & Associates, New York. 
|Mr. Amory is president of Minott 
| TV, television film distributor. No 
change in the management of Na- 
tional Transitads’ nine regional of- 
hetuioahints |fices is contemplated and Joseph 
| Ryle, general manager, is expected 
to remain with the company. 


| Lucian Bloom Joins C4W 
- Lucian R. Bloom has_ been 
I-28 |named media department man- 
ager of Cunningham & Walsh, New 
5 | York. Mr. Bloom was formerly 
with Kenyon & Eckhardt. He will 
‘ be in charge of media department 
“NATURALLY” —Here is one of the ads | operations under Newman F. Mc- 
aimed at the merchant-builder by| Evoy, senior vp and media di- 

the Red Cedar Shingle Bureau. | rector. 


ule in Living for Young Home 
Makers, aimed at readers in the 
age group which has been buying 
90% of the merchant-built homes. 
In a second phase of the 1957 
promotion, the Shingle Bureau is 
continuing its promotion for shin- 
gles and shakes on custom-built 
homes. For this it is using b&w 
pages in Architectural Record and 
Progressive Architecture six to 12} 
times a year. To get wider dis-| 
tribution from a four-page full-| 
color magazine-size folder, the} 
Bureau uses this as an insert. | 
run in American Builder, Archi- | \ 
tectural Record, and Practical 
Builder. Similar use of an insert | 
for shingles is tentatively set for | 
the fall in Architectural Record | 
and House & Home. | 
To back up architects on cus-| 


® For cedar shakes, the insert will 


“The success of Cisco 
Kid is so outstanding it 
needs no further proof. 
Cisco has certainly sold 
a lot of bread and we 
are looking forward to 
continued increase of 
sales through this out- 
standing advertising 
vehicle.” 


tom-built homes, the bureau uses 
able only on newsstands: Home | 
Modernizing, House Beautiful’s | 
den’s Book of Building, and New 
Homes Guide. 
is directed toward the farm mar- we 
ket, the major outlet for second- | sou 
regarded as an economical buy for | - 4 
motion is carried in farm publi- 
cations of 10 midwest states and 
| 
RAB Adds 29 Members 
added to the membership of the 
York. New stations are: KDUB, | 
KTRH, Houston; KTSA, San An- Grosses $99,700,000 
tonio—all in Texas; KBOE, Oska- 
WWIN and WCAO, Baltimore; | 
KSD, St. Louis; KSIS, Sedalia; | INTERSTATE BAKERIES, 
sponsor of Cisco in markets 
WCNX, Middletown, and WKNB, | 
New Britain, Conn.; WDUN, 
Ga.; WJJD, Chicago, and WROK, 
Rockford, Ill.; WERE, Cleveland, | 
Loveland, Colo; WBLT, Bedford, 
Va.; WCOP, Boston; WLNA, Peeks- | 
WSJM, St. Joseph, Mich.; WSUN, 
St. Petersburg, Fla.; KRAK, Stock- 


shelter magazines that are avail- 
Building Manual, House & Gar- 

The third phase of the program | 
grade shingles. These shingles are 
roofs of farm out-buildings. Pro- 
the prairie provinces of Canada. | 

Twenty-nine stations have been | th 4 
Radio Advertising Bureau, New) ' 
Lubbock; KLIF, Dallas; KTHT and 

IN 1955 
loosa, and WDBQ, Dubuque, Ia.; 
KUSN, St. Joseph—all in Missouri; | , 
across the nation, states: 

Gainesville, and WROM, Rome, 
and WLMJ, Jackson, O.; KLOV, 
kill, N.Y.; WORX, Madison, Ind.;| 
ton, Cal., and WMPS, Memphis. 


Bruning Bros. Adds New Paint 
Bruning Bros. Paint Co. will in- 
troduce its newest paint product 
with a state-wide newspaper cam- 
paign in Florida. Also a series of 
ads in All Florida will promote 
the Bru-Tone vinyl-latex plastic 
wall paint. Newhoff-Blumberg, 
Baltimore, is the agency. 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


McClanahan to ‘Skyways’ 

Skyways, New York, has 
pointed Dick McClanahan 
vertising sales manager in the 
publication’s Chicago office. He 
formerly was midwestern sales- 
man of Popular Mechanics. 


ap-| 
ad- 
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P&G-Lever Pact Is ‘Break-Through’ 
for CBS in Product Protection Snarl 


(Continued from Page 1) 


(before and after a network show) 
from all the products competing 
with any of the sponsor’s products 
would be something of a collector’s 
item. 

But it has not been unusual for 
multi-faceted companies like Proc- 
ter & Gamble, Colgate-Palmolive 
Co., General Foods and Bristol- 
Myers to freeze their competitors 
in as many as four or more cate- 
gories out of a 90-minute block of 
tv’s best night time, merely by 
buying half an hour a week. 

The big companies have succeed- 
ed in blocking off several competi- 
tors at once by demanding—and 
getting—ABC, CBS and NBC to 
clear four or more products for a 
single show. 


® In most instances the advertiser 
does not schedule more than two 
items—three at the most—on the 
show simultaneously, but the prior 
clearance for multiple products as- 
sures the sponsor of flexibility of 
movement and enables him to shift 
his tv dollars around to meet the 
exigencies of the moment. 

It also puts his dual or single- 
line competitors at a tremendous 
disadvantage as far as network 
time clearances are concerned. 

But this kind of sprawling pro- 
tection, like blanket coverage, will 
become a thing of the past if the 
networks succeed in loosening the 
sale restrictions that have tied 
them up in knots. 

The first major break-through 
has been scored by CBS, which 
has chalked up a double triumph: 
(1) It has put those two arch ri- 
vals, P&G and Lever Bros., into 
adjacent time spots—a somewhat 
revolutionary accomplishment in 
itself; and (2) it has persuaded 
both of them to settle for product 
protection in only two categories. 


® P&G and Lever now occupy ad- 
joining time periods on alternate 
Tuesday nights. Some time ago 
P&G gave up its alternate week on 
“The Brothers” (Tuesdays at 8:30 
p.m., EST) to take Amana’s alter- 
nate-week spot on the “Phil Silvers 
Show” (Tuesdays at 8 p.m., EST). 

Last month Lever took over the 
former P&G berth on “The Broth- 
ers.” Since both are alternate-week 
schedules, the shows are set so 
that Lever is off the week P&G is 
on, and vice versa. But their com- 
mercials still turr. up in adjacent 
periods, since a co-sponsor gets one 
commercial even on the week he is 
“off” the telecast. 


® As of April 2, “The Brothers” 
will be faded in favor of “Private 
Secretary,” which has been can- 
celled by American Tobacco Co. 
As of that date, Lever will begin 
devoting its full time on the Tues- 
day night spot to Dove toilet bar 
(Ogilvy, Benson & Mather). This 
new beauty bar, which aims to 
make “soap old-fashioned,” was 
introduced about a year ago and is 
now pretty close to national distri- 
bution. The tv show represents 
Dove’s first big national advertis- 
ing push. In addition to bar soap, 
Lever has clearance for margarine 
on “Private Secretary.” 

On the adacent Phil Silvers 
comedy P&G has clearance of liq- 
uid and package detergents and 
shampoos. If either sponsor wishes 
to shift his attention to another 
product category, he must notify 
the network in writing well in ad- 
vance. P&G would have first option 
on a category shift since it has 
sponsor seniority. 


s CBS Television’s Merle Jones 
called the P&G-Lever Tuesday 
night agreements “quite a break- 
through” for the network. He told 


|gets Dave Garroway on “Today” 


Apvertisinc AcE he is delighted 
that these advertisers realize what 
a headache the multiple product 
spread has been for the network 
and have been willing to go along 
with CBS’ efforts to do something 
about it. 

Mr. Jones indicated that there 
has been no “fixed and firm pol- 
icy” laid down yet that would spe- 
cify that all sponsors can hence- 
forth expect absolute protection on 
two product categories only. 

However, it is clear that the 
head of the largest U.S. tv network 
hopes the P&G “break-through” 
will help set a pattern for the fu- 
ture that will give CBS freedom to 
operate and at the same time as- 
sure sponsors of equal treatment. 


® This pattern, when it evolves, 
probably will mean that sponsors 
will be confined to two or three 
categories for product clearance on 
a single nighttime show. An at- 
tempt also is being made to cut 
down on the protective areas on 
daytime shows, where the problem 
is even more acute because of par- 
ticipating sponsor jam-ups. 

This season ABC watched big 
chunks of “Mickey Mouse Club” 
go sustaining while its salesmen 
were barred from pitches to nu- 
merous potential buyers because of 
the omnibus protection given spon- 
sors like Carnation, which listed 10 
product clearances for one quar- 
ter-hour a week on the show. ABC 
will not write that kind of con- 
tract for the 1957-58 season. Gen- 
eral Mills, for example, has signed 
for alternate Wednesdays and Fri- 
days on the kids’ stanza and gets 
product protection on cereals only. 


® By the end of this month NBC 
may have an announcement on its 
plans, but meanwhile the net- 
work’s thinking is running along 
these lines: 


e 1. Protection will be on a prod- 
uct rather than a category basis. 


e 2. A reasonable limit should be 
set on the number of products 
cleared—for example, two per 
quarter-hour daytime and two (or 
three) per half-hour nighttime. 


e 3. Stars who handle the com- 
mercials on participating shows 
will not sell for competing prod- 
ucts. (Whether the advertiser who 


will pay more than the one who 
doesn’t remains to be seen; so far 
this has not been the case.) How- 
ever, competing products will be 
scheduled with someone else doing 
the commercial on different days 
of the week. 

This was the technique used 
when Kraft bought a big shopping 
day package of several Thursday | 
shows on NBC last year; Kraft gets | 
protection on Thursdays only and 
no star selling. 


= NBC executives are convinced | 
that a shift from categorical to) 
specific product clearance will give | 
them a great deal more sales free- 
dom. If a coffee manufacturer, for 
example, has protection against 
beverages—milk, soft drinks, beer, 
etc.—selling the periods next to 
him is a great deal more difficult 
than if he is merely protected 
against products—other coffees 
and maybe tea—that compete di- 
rectly with him. 

Another good example is the ap- 
pliance field, where one company 
could be cleared for refrigerators, 
stoves and washing machines and 
another for tv and radio sets. Or 
one manufacturer could be signed 
for small appliances and another 
for large appliances. 

This kind of sponsor co-exist- 
ence is working out peacefully Ser 
a small appliance maker, Sun-| 


JAMES W. SYKES has been appointed 

to the New York advertising sales 

staff of This Week Magazine. He 

formerly was national advertising 

manager of the New York Herald 
Tribune. 


beam, and a large appliance maker, 
RCA-Whirlpool; both currently 
back Perry Como. 

The most difficult area as far as 
arriving at a product definition is 
in the drug field. NBC has had its 
best research detectives out look- 
ing for a set of standards as to drug 
products and their functions. 


= They have tried the Food & 
Drug Act, proprietary associations 
and government sources—all with 
no success. They are now con- 
vinced that such information “just 
doesn’t exist.” As a result, the net- 
work will have to exercise its own 
judgment as to how to classify a 
medicine and its functions. 

It sounds like an assignment for 
a United Nations negotiator, but 
NBC wants to get drug sponsors to 
make up their minds whether they 
are selling a particular product as 
a headache remedy, cold cure or 
analgesic. “It’s a difficult problem, 
but we hope the advertisers will 
understand and realize that they 
can’t keep the competition out of 
television,” an NBC official said. 

It will be interesting to see what 
NBC decides. Does Bayer aspirin, 
which is primarily a headache 
remedy but which pitches itself 
as a cold relief during the cold sea- 
son, conflict with cold tablets? 
Does the pepper-upper Geritol 
conflict with body-building one-a- 
day vitamin pills? 


s NBC feels that in some indus- 
tries—automobiles, tobacco, pe- 
riodicals, writing instruments, etc. 
—the rule will still have to be 
categorical protection. 

NBC has discussed its proposals 
for clearing up the multiple prod- 
uct protection morass with several 
agencies and a few advertisers. 
How did they react? 

“They listened understandingly 
and seemed quite favorably in- 
clined,” an NBC man revealed. 
“But this doesn’t mean they won't 
fight when a specific proposal 


comes up that affects them per- | 


sonally.” ° 
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(Continued from Page 1) 
York, 42, or 26%, are members of 
ABP. 


@ The average executive of the 
company reads six business papers 
regularly. Of these six, 1.6 are 
members of ABP. “Thus,” Mr. 
Humphreys said, “although ABP 
members make up less than one- 
twelfth of total business publica- 
tions, they represent more than 
one-fourth of those read by US. 
Rubber people.” 

Nine out of ten company execu- 
tives agreed that business papers 
are useful sources of new ideas, 
and seven out of ten said these 
publications help build better hu- 
man relationships in business. 

Eight out of ten said that busi- 
ness papers report news fairly and 
impartially. Four out of ten said 
they read the editorials, but only 
one-fourth said these editorial 
opinions are reflected in their 
management thinking and policy. 

On the question of advertising 
in business publications there was 
agreement that the company ob- 
tains good sales results from busi- 
‘fame: paper advertising. 


| Types of articles liked best rated 
|as follows: (1) New products; (2) 
\statistical surveys pointing out 
| business trends; (3) case histories 
|about how a company successfully 
solved a difficult problem; (4) 
articles on marketing and selling 
techniques. 

On how business papers could be 
improved the answers were: (1) 
Briefer reporting; (2) more stories 
and shorter ones; (3) better writ- 
ing; (4) fewer papers. 

At panel sessions the matter of 
cooperative advertising highlighted 
the meeting of the salesmen’s 
group. Several case histories were 
cited where advertisers shifted 
business paper advertising funds to 
cooperative advertising. The latter, 
it was said, is spreading from de- 
partment stores to food chains. 
More editorial discussion of the 
problem was advocated, and also 
more aggressive sales efforts on 
the part of business papers indi- 
vidually and collectively. 


s At the sales management ses- 
sion several speakers emphasized 
the importance of new techniques 
in sales training and psychological 
testing to business papers if they 
are to meet the new problems that 
are arising in business and indus- 
try. 

George E. Pomeroy, director of 
sales training, McGraw-Hill Pub- 
lishing Co., stressed that business 
paper salesmen today have to be 
|more than advertising representa- 
tives. They have to know much 
|more than their own papers, he 
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i Cut valuable coupon below 
' f Take it to your yrocer’ é 
to on your purchase of 
two packages of fameua 


‘ , = BIRDS EYE PEAS ’ 


DIVIDEND—This coupon for General Foods Corp.’s Birds Eye peas, 

running in the current Life, is a new offer. It also will be pushed in 

New York metropolitan and suburban newspapers within the next 
few weeks. Young & Rubicam, New York, is the agency. 


‘Sell’ to Combat Ad Fund Diversion 
to Co-op, ABP Business Papers Urged 


said, because they have to know 
about an advertiser’s marketing 
problems as well as his products, 
and they also have to service both 
agencies and advertisers. 


® William K. Beard Jr., ABP pres- 
ident, outlined several so-called 
soft spots in the current business 
paper situation at the afternoon 
session. Among these he listed (1) 
that the business papers’ share of 
the media advertising pie is not 
growing and remains at about 5% 
of the total; (2) that business pa- 
pers are weak in recruiting and 
training competent young people; 
(3) that business papers are doing 
too little basic promotion of the 
business paper function; (4) that 
too many business papers are in- 
adequate and amateurish; (5) that 
business papers are plagued by the 
15% arithmetic of the advertising 
agencies, and (6) that too many 
business papers are understaffed 
and unable to meet the needs of 
changing markets. 


s ABP made its first business pa- 
per promotion awards at the pro- 
motion and research panel. First 
award winners were: 

Division 1—For advertising in 
publications other than own: 
Breskin Publications (Modern 
Plastics, Modern Packaging). 

Division 2—Advertising in own 
publication: Women’s Wear Daily. 

Division 3—Direct mail (publi- 
cation with gross billings under 
$500,000): Housewares Review. 

Division 4—Direct mail (publi- 
cations with gross billings over 
$500,000): House & Home. 

Division 5—Market data files: 
Chain Store Age (variety editions). 

Division 6—Salesmen’s selling 
aids: Chain Store Age. o 


All Business Paper 
Groups Gain Except 
Trade Group: ‘IM’ 


Cuicaco, March 8—Advertising 
volume in business papers con- 
tinued to show an increase for 1957 
during February. A gain of 4.5% 
(1,737 pages) was shown in Feb- 
ruary, and 5.7% (4,291 pages) for 
the first two months of 1957 over 
the corresponding 1956 periods. 
This was shown by the more than 
300 publications reporting in the 
March issue of Industrial Market- 
ing. 

Industrial publications increased 
7.2%, a gain of 1,794 pages, in 
February, and showed a gain of 
3,931 pages or 8.1% for the year to 
date. Export papers continued to 
show the greatest increase, both 
for the month, 16.4% (156 pages), 
and the two-month total, 16.0% 
(340 pages). The product news 
group increased 1.6% (51 units) 
in February, and 1.1% (69 pages) 
for the year to date. 

Trade publications again showed 
a slight loss, 4.6%, or 289 pages for 
the month, and 2.8% or 337 pages 
for the two-month total. The group 
of class publications was up 25 
pages (0.8%) for February, and 
4.9% (288 pages) for the first two 
months of 1957. e 


Martin Janis Adds Office 

Martin E. Janis Co., Chicago 
public relations company, has 
opened a Washington office on 
Connecticut Ave. The company al- 
so has a New York office. 


ARF Adds 3 Subscribers 

The Advertising Research Foun- 
dation has added three new sub- 
scribers. They are Ross Roy Inc., 


California Packing Corp. dnd In- 
diana University. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


Advertising Agency 
RADIO-TYV Salesman 
Experience in servicing and some selling 
of accounts essential. Must be good idea 

man and know Radio-TV thoroughly 
Will direct work of TV copywriter and 
work with top notch artist 
Agency pleasantly situated in upstate New 
York. Salary open. Future limited only by 
your ability to service accounts effective- 
ly, prepare and present proposals for new 
and increased business 

good chance to go places in a growing 
department of a well-established agency. 
Write fully, enclosing photo if you have 
one. 

Box 9346, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

Writer - Employee Communications 
Business consultant firm in Chicago area 
needs man with demonstrated creative 
ability for Employee Communications 
Dept. Will prepare printed and visual 
material for leading companies on pen- 
sions, profit sharing, and other benefits. 

d pay, opportunity for growth, pleas- 

ant working conditions in suburban area 
north of Chicago. Write, giving experi- 


ence, approximate salary range 
Box 9376, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State st., Ha 17-1991 Chicago 


THE RATH PACKING COMPANY 
BLACK HAWK MEATS 
Excellent growth opportunity for young 
market research man. Two to three years 
experience in consumer goods. The man 
we need is 25-30. He is looking for a 

challenge 

Our Company is a rapidly progressing 
firm which has had substantial growth for 
over 60 years. Our quality line of product 
is nationally advertised. 

Write, giving qualifications and complete 
resume to Box 9369, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ASSISTANT EDITOR for growing na- 


tional trade magazine. Must write fast 
crisp copy; know magazine layout and 
production. Interest in photography and 


retailing helpful. 
ditions in small 
resume to: 
Box 9379, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois. 


JOB MARKET 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An %-4424 
Bankers Bldg. Chicago 3 


Excellent working con- 
midwestern city. Send 


“COPYWRITER 
Retail, mail order experience, ready for 
executive advertising position leading to 
5-figure income. Must be strong on sales 
romotion in hard lines, auto supplies, 
ardware, with ability to organize and 
direct layout and copy preparation for 
cataloging for large mail order company. 
Exceptional opportunity, superior bene- 
fits, excellent working conditions. State 
age, salary, experience first letter. Write 
Box 9400, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COMMERCIAL ARTIST 
Excellent opportunity with growing agen- 
cy located 90 miles west of Chicago.— 
Wonderful community to live in—all the 
satisfaction of working with national ac- 
counts—strong creative ability preferred. 
State background in reply 

Box 9401, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE SPACE SALESMAN 
Sells services, ideas. Now assistant 
to publisher 5 years. Sales UP 45% 
in monthly magazine to consumer, 
trade. Sales UP 145% in yearly di- 
rectory. Prepares market surveys, 
circulars, sales letters, advertise- 
ments. Directs production of maga- 
zine. Former Account Executive, 
Advertising Manager. Earnings $12,- 
000. Good reason for wanting to 
move UP. You'll want to talk with 
this young executive. Box 484 AD- 
VERTISING AGE, 200 E. Illinois St., 


Chicago 11, Illinois 


MARKET RESEARCH DIRECTOR 
Faust growing national manufacturer of 
household products through grocery out- 
lets seeking qualified man to head up 
Market Research Department. He will 
work closely with company president on 
problems involving surveys at consumer, 
retailer, wholesaler levels. - sales analysis, 
new product potentials, etc. He will have 


| sufficient academic background and broad 


practical experience to assume full re- 
sponsibility, - from field work to final 
report. Familiarity with all the facets of 
research involving soap, household waxes, 
synthetic sponges, etc. would be helpful. 
Location: uthern City. Age: Under 50. 
Include past and expected earnings in 
confidence 
Box 9397, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALESMEN 
Liberal arrangement and bright future 
for aggressive salesmen with contacts in 
New York, Chicago, West Coast, South 
or Midwest territories. Expanding na- 
tional publication with almost 200,000 con- 
trolled monthly circulation. Unusual sales 
appeal, unlimited medium for advertising. 
Backed by sales aids, promotion cam- 
paign. Send complete background sum. 
mary to: Reem 311, 1300 Connecticut Ave. 
N. W. Washington 6, D.C. 


WRITER 
Do you have solid experience in writing 
for the sales promotion department of a 
large or medium sized company? Long 
established marketing and sales promo- 
tion firm n Ss man now writing pro- 
motional material for salesmen, custom- 
ers and prospects. Must be capable of 
creating new copy, of editing and re- 
writing. Opportunity to work on national 
promotions of prestige accounts. Salary 
open. Chicago location. Our staff knows 
about this ad. Write: 
Box 9398, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


ADVERTISING EXECUTIVE SECRETARY 

available. 10 yrs. experience. Top refer- 

ences. Box 9402, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER-ASSISTANT 
Young man, age 27, desires association 
with progressive, established industrial 
manufacturer who offers growing future 
in marketing field. 5 years experience in 
industrial advertising and promotion, both 
with agency and as head of adv., dept., 
for well-known national manufacturer. 

Box 9403, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 10 years exp., Chi- 
cago area, married, age 39, good record, 
25% travel, wants future. 
Box 9404, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BOSTON - VICINITY ADV. MANAGERS 
Professional assistance in preparation of 
Annual Reports, Catalogs, Folders, Pack- 
age Designs, etc., for hire by the hour, 
month or job. For no obligation discus- 
ston of + seo, type or finished art 
teen ~ wri 
Box 9405, 6. ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 


MANAGEMENT CALIBER HELP from a 
28 yr. old adv. exec. with 6 yrs. solid 
advertising and promotion exper., now 
employed. Box 9406, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


DIRECTOR OF PUBLICATIONS 
Build or rebuild your publications pro- 
gram on solid editorial, circulation, sales 
basis; 9 years executive experience on 
newspaper, magazine, plus PR counseling, 
journalism teaching, knowledge educa- 
tional publishing. M.S. journalism. Age 35. 

Box 9407, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION MGR.-BUSINESS PAPER 
15 yrs. know how, —— a promotion, 
en Prefer Chica 
x 9408, ADVERTISING AGE 
200 E. *Mlinols St., Chicago 11, Illinois 


ADVERTISING WOMAN—sound Agency, 
Jobber, Retail experience as Ad Manager 
and Copy Chief, seeks challenging job. 
Present employer is placing this ad in 
appreciation of her capabilities and serv- 
ice. Needs more scope. 
Box 9409, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MANAGEMENT TRAINEES 

The St. Petersburg Times has several op- 
portunities for young men dedicated to 
newspapering. 

Its training program exposes trainees to 
all departments. This year's candidates 
must have experience and have finished 
military service. The St. Petersburg Times 
has rigid tests and standards but the op- 
portunity for management training is 
worth it. 

Write full details of educational and pro- 
fessional background in first letter, Ad- 
dress “Management Trainee,” St. Peters- 
burg Times, St. Petersburg, Florida. 


SEASONED COPYWRITER WANTED 
by well-financed smaller agency serving 
wide range of consumer and industrial 
accounts. Location is in medium-sized 
city with many good-living advantages. 
Good starting salary too—with a real 
ground-floor opportunity to go ahead 
with a fast-growing organization. — 
complete resume with salary requ 
ments to: Box 9399, ADVERTISING AGE 

200 E. Mlinols St., Chicago 11, Illinois 


ADVERTISING COPY WRITER: Excel- 
lent opportunity for right man. Wide. ad- 
vertising experience in preparing result- 
producing business paper advertising, 
direct mail and sales letters essential. 
Agency exprience preferred. Must like 
hard work, be a prolific writer with 
ability to develop, execute and follow 
through on complete campaigns. Some 
client contact required. All our personnel 
know of this opening. All replies kept 
strictly confidential. Apply for appoint- 
ment by phone or letter. Ask for Mr. 
Kelly or Mrs. Lamb. Kelly and Lamb 
Advertising Agency, 897 Higgs Ave., Co- 
lumbus, Ohio -AXminister 4-3583 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


dising production. 


extremel 


industry's best benefit program. 


requirements. 


ie direct mail answers to corres 
sales, will develop a direct mai 
with market research, and will assist in other areas of merchan- 


ASSISTANT TO MERCHANDISING 
PRODUCTION MANAGER 


For Major Appliance Manufacturer 


ake vee merchandising production department requires a top 
t young man to work with direct mail. He will be responsible 


Publishing house or advertising department experience would be 
valuable. Knowledge of the appliance industry and of 
sales techniques also would be helpful. 


Excellent advancement opportunities with a real growth company 
located in a small midwest resort town near metropolitan centers. 
Salary commensurate with experience and the security of the 


Send a complete resume including age, references, and salary 


Box 488 ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Hlinois 


ndence on subjects dealing with 
selling program in coordination 


NEED A GOOD COPYWRITER? 
4 yrs. 4A mail order agency exp., all 
media. Versatile, fast. Now employed. 
Seeks agcy. with genl. consumer accts. 
Box 9410, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Advertising space salesman or publishers 
representative. 18 yrs in consumer 
trade magazines. N.Y. area preferred. 
Box 9395, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CALIFORNIA REP 
Well established space salesman will rep 
one or two publications on commission 
basis. Robert Arnell, 6316 W. Olympic 
Bivd., L.A. 48, Calif. 


BUSINESS OPPORTUNITIES 


TRADE PUBLICATIONS 
Want to buy? Want to sell? Write me 
fully. Confidence respected. No “ped- 
dling” of your proposition. Excellent con- 
tacts. Chas. > einberg, Broker, Box 
1036, Newark 1, N.J. 


MERGER? 
Estab. Chicago agency, financially strong, 


with billings over 3/4 million, will dis- 


cuss merger with agency of similar size 
or smaller. Write for exploratory discus- 
sion meeting. 
Box 9414, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Small advertising agency adequately fi- 
manced an fully recognized has room 
and facilities for lone operator interested 
in freeing his mind of details and financ- 
ing, leaving him free to develop as rapid- 
ly as he wishes. Replies confidential. 

Box 9415, ADVERTISING AGE 

200 E. Mlineis St., Chicago 11, Mlinois 


ADVERTISING SALESMEN NEEDED 


Several advertising salesmen needed to 
offer unique new radio and TV commercia! 
service to small agenciés and local adver- 
tisers. Perfect for salesmen now calling 
on these people. Liberal commission. Ex- 
clusive territories in many parts of the 
country. Send rés to: 
Box 486 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
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OMNISCIENT AD-MAN 
There’s a youthful, energetic 
forty-plus available who of- 
fers you a solid 21 year back- 
ground of practical training 
in advertising—including 
copy, layout, production, sales 
promotion, publicity, news- 
paper, trade journal, contact 
and administration. He’s cre- 
ative, inquiring and merchan- 
dising-minded. He combines 
ingenuity and common sense. 

As a present agency owner, 
he’s a real “find” for a medi- 
um-sized agency or manufac- 
turer who desperately needs 
an executive with “do-it- 
himself” abilities to direct 
others. 

As a time-tempered ad- 
man, he can single-handedly 
develop and direct a complete 
advertising and promotion 
program without forgetting 
the objective: to sell the prod- 
uct. Requirements: a chal- 
lenge and a modest five figure 
offer. Will relocate. 

Box 482 Advertising Age 

480 Lexington Ave., 
New York 17, N. Y. 


Our 46th Year 
ADV. MGR., hard-sell retail 


fashion. Print & TV-radio $12,000 
RESEARCH, Project mer., agcy. $10,000 
COPY, Print & TV-radio $9,500 
COPY, indust. collateral! $9,000 
LAYOUT, hard-sell fashion $9,000 
COPY, indust. collateral to $8,500 


GLADER CORPORATION 
“The Agency's Agency”’ 
Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


CONSUMER AND OPINION RESEARCH 
One year top experience. Now ready to 
launch top career. Vet, 25, married. 

Box 9411, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


QUALITY TV/RADIO SPOTS ON 
MODEST BUDGETS 
Major ad agency producer and copywrit- 
er, major network producer-director, us- 
ing New York production facilities on 
cost-cutting freelance basis, will create 
and produce commercials for your prod- 
uct in your market. Reply 
Box 9412, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


TECHNICAL COPY WRITER, FREE 
LANCE, extended engineering back- 
ground, 20 yrs industrial advertising & 
selling experience. Creates sound, crisp 
campaigns, industrial copy, catalogs, man- 
uals; complex mechanical or chemical 
assignments invited 
Box 9413, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Any One For... 
Engineering Editing? 


The American Society for 
Metals has several good 
openings for editors and 
writers in the following de- 
partments: 


Metal A Thee (engineering 
monthl 

Transactions (scientific quarterly) 

Book Department (text books 

Metals Engineering Institute 
correspondence school) 

A.S.M. Handbook (reference 
library) 


If you are an engineer with 
special knowledge of metals 
and alloys or any phase of 
their processing, fabrication, 
design or application, and 

e If you have confidence 

in your ability to write 
and peer knowledge of 


e If you have done tech- 


nical or engineering 
writing .. . or 
e If you are an engineer- 
ing editor . 
Then —this may be your 
opportunity. Write a brief 


letter stating your age, col- 
lege and degree(s) and em- 
ployment record. Write in 
a Roos 


pos . 3 fone _ Metals 
7301 Euclid Ave. Cleveland 3, Ohio 


ART DIRECTOR 


Does the thought of taking an ordi- 
nary photo and making it dramatic 
by cropping excite you? Can you use 
simple A i faces to create an arrest- 
ing headline? Is even the lowliest 
trade ad a challenge to your ability? 
Are you wee? to put your individual 
mark on all the work of this agency? 
Then you might be interested in our 
offer: A top salary with bonus ar- 
rangement. A free hand in running 
your art department. Sensitive asso- 
ciates who appreciate and can sell 
exciting advertising. This is a new 
job in this medium size growing 
agency: Write in confidence. 


Box 480 ADVERTISING AGE 
480 a Ave., 
New York 17, New York 


2 COPYWRITERS 


wanted by Chicago 
advertising agency 


We're enlarging our copy staff, and look- 

ing for: 

* A copywriter with five or six years’ 
agency or ad department experience— 
& man ready to assume group head 
responsibilities in a short time. 

°A poemitstns junior writer, with one 
or two years’ experience. 


These are unusual opportunities to join a 

medium-size, growing agency with the 
highest creative standards . to write 
for all media on an interesting variety of 
accounts. Salaries open 
Call Creative Director, DElaware 17-6367, 
ae or writ d 

489. ADVERTISING AGE 

500. E. Illinois Street, Chicago 11, Illinois. 


CAN YOU WRITE COPY 
—and THINK? 

If you can write good, sound in- 
dustrial copy, = al ply horse 
sense to the job, you'll move u 
to better things fast! Hard wor 
in peak-load Dv mong will help. 
Medium-size Chicago 4A agency. 
Good salary; age, 30-35. Suc- 
cessful experience will count 
heavily. Write fully about your- 
self, jobs held, salary received. 
Send late examples o copy YOU 
wrote, and photo if available. 
Box 487, Advertising Age, 200 E. 
Illinois Street, Chicago 11, Ill. 


SALES PROMOTION JUNIOR 
Wonderful opportunity for be- 
ginner or near beginner with 
the leader in the growing ma- 
rine industry. Primary duties in 
dealer advertising activities. Age 
22-26. Call Waukegan, Illinois, 
Ontario 2-6200 for appointment. 


MARKETING 
and RESEARCH 


U.S.News & World Report has 

an important opening for a man on 
its advertising marketing and 
research staff in Washington, D.C. 
in the planning and execution of 
practical research. 

The right person has a sound 
background of experience in 
conducting public opinion and 
market research. He is able 
personally to plan and execute 
research studies in detail and can 
work effectively with other members 
of the staff. He knows from 
practical experience the values of 
research in solving marketing 
problems. 

No travel required, Send complete 
resume, including salary desired, to 
Director of Research and Marketing, 
U.S.News & World Report, 24th 
and N Streets, N.W., 


Washington 7, D.C. 


FLY IT > FLY IT > FLY IT > 


(TRADE Marx) 


TRIAL BOX $1.29 

6 letterheads, 24 envelopes, 12 labels 
HARRY BLOOM & SONS 

121 No. 7th St., Minneapolis 3, Minn. 


BUY & USE This Modern Rag Content ! 


AIR MAILSTATIONERY | 


ADVERTISING MANAGER 


A large West Coast apparel manufac- 
turer distributing well-known 
branded products nationally is looking 
for a topflight man to head its Adver- 


tising Department. 

You may be the man if 
—are familiar with fashion problems. 
—have a flair for cre and 


idea development. 

—have the ability— 

« to organize and administer the 
Advertising Department. 

* to work closely with your asso- 
ciates. 

« to maintain an excellent and 
effective relationship with the 
Advertising Agency. 

* to design and engineer store 
promotions. 

+ to secure maximum advertising 
value for the money spent. 
—have had several years experi- 
ence as an Account Executive 
with a medium te large size 

agency. 

—and (or) several years e “ys 
in supervising an sing de- 
partment. 

This progressive company is ae 
the salary open in order to secure the 
right man. 


Box 477, Advertising Age 
200 E. Minois St., Chicago 11, IMinois 
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WHERE ARE THE GUYS 
WHO WANT TO WRITE? 


Where are the young writers work- 
ing on small accounts with a wistful 
eye on the big ones? The “comers” 
whose already solid industrial copy 
could achieve brilliance under cap- 
able coaching that’s missing now? 
The men willing to put their crea- 
tive development a notch ahead of 
the dollar sign? 

We don’t expect to hit uranium at 
the first swing of the pick. We do 
hope to hear a few clicks and see 
the needle flicker when we look at 
your samples. In return, we'll spot 
you a long lead toward five figures, 
the satisfaction of joining a “Top 
Twenty” agency, a place on a young 
and ambitious team serving fore- 
most national accounts, where your 
abilities can flourish. 

Sound interesting? Then fire along 
your samples, resume and a photo 
as a first step toward the personal 
interview. Box 483, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING 
ASSISTANT 


Well known producer of house- 
hold consumer products has 
opening for young man to assist 
Advertising and Sales Promotion 
Manager. Should have two to 
four years general advertising 
experience as well as some 
background in epee 9 pro- 
duction, copywriting, and layout 
of consumer product items. Age 
28 to 35 preferred. Degree in 
Business Administration or Lib- 
eral Arts desirable. Excellent 
opportunity to grow and develop 
with progressive, expanding or- 
ganization. All replies confiden- 
tial. Please provide complete 
resume including present salary. 
Write Box 481, ADVERTISING 


AGE, 200 E. Illinois St., Chicago 
11, Illinois. 


0-CEDAR 
INDUSTRIAL 
SALES 


EXECUTIVE 


National progressive manufac- 
turer has unusual opportunity 
for sales executive with success- 
ful experience in the sale of 
brush ware to industrial and in- 
stitutional customers. The indi- 
vidual we are looking for may 
be the “Number One” or “Num- 
ber Two” man in a small com- 
pany or a regional sales manager 
capable of handling the respon- 
sibility of sales administrative 
work. All replies strictly confi- 
dential. Please give complete 
information about your experi- 
ence, training, background, and 
present earnings. Write Person- 
nel Manager. American-Marietta 
Company, 101 East Ontario St., 
Chicago 11, Illinois. 


CREATIVE DIRECTOR 


Medium size agency in New York 
has grown to point where a “top 
man” is needed to coordinate picture 
and word. This is a rare opportunity 
for someone who is ready to make 
a permanent connection. Salary is 
high—and an interest in the business 
available—to the right man. Inter- 
ested only in someone who is un- 
afraid of the new and different— 
dramatic photography—fresh use of 
old words . .. but must also be 
sound as hell! 


Box 479 ADVERTISING AGE 


480 Lexington Ave. 
New York 17, New York 


DRAKE PERSONNEL 


Confidential - Rapid - Nationwide 


MARKET RESEARCH $10-12,000 
Manufacturer automotive & electrical 
equip. Highly rated co., exc. potential. 
Midwest. 


Ge EY bs ns on 000% cacaee $12-13,000 
Creative industrial. bkgd., super- 
vise and develop writers. Agency 
exp. Midwest. 


ACCOUNT EXECUTIVE ....... $ 9-14,000 
Client contact. Ability to stimulate 
sales at dealer-distributor levels, 
bidg. materials. 


ACCOUNT EXECUTIVE ........ $12-13,000 
Appliance bkgd. for top level agency 
in capeien program. Exc. company 
benefits. 


PUBLIC RELATIONS .......... 8-9, 
Prefer Engineering degree, writin 
and editing, Trade Publ. bkgd. 35 
years exp. 


B. L. Ciem 
220 S. State + Chicago + HA 7-8600 


Old Gold Sets 
National Drive 
for New Package 


(Continued from Page 3) 
This will be followed shortly 
thereafter by announcements on 
the Jackie Gleason tv show, which 
Lorillard co-sponsors on CBS-TV 
Saturday evenings. 

National advertising will appear 
probably within the next six weeks 
to two months. 

The Old Gold filter is the same 
cigaret first introduced in 1955, 
when the Old Gold brand became 
the first “three-way” cigaret— 
regular, king-size and filter. But 
the pack and carton have been re- 
designed. The new pack is white 
with red and gold lettering, 
striped with red near the base 
and sporting a big gold “V” sup- 
porting a gold “OG” surmounted 
by a gold coronet. 


s In his recent report to stock- 
holders, Lewis Gruber, who be- 
came president of Lorillard last 
summer (AA, July 30), empha- 
sized the importance of advertis- 
ing in the company’s current fight 
to maintain sales. 

“Ours is an industry,” Mr. Gru- 
ber said, “where products are 
largely pre-sold through adver- 
tising. The consumer generally 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


knows, in advance of his trip to 
the sales outlet, just what brand 


of cigarets he is going to buy. | 


Therefore, the true measure of the 
effectiveness of cigaret advertis- 
ing can be gauged from the sales 
volume it engenders. 

“In order to make certain that 
our advertising was doing its job 


effectively and that we were get- | 


ting the maximum return for the 
monies expended, certain changes 
in advertising strategy were made 
during 1956 (AA, Aug. 6). 

“To move our products from 
shelf to user, it is necessary,” Mr. 


Gruber said, “to slant our appeals | 


so that all groups are attracted— 
both young adults who, in their 
formative days of life, are setting 
their future patterns, and the 
more mature clientele whose con- 


fidence in the product’s quality | 


must be maintained. 


s “The print and illustrations of 
newspapers and magazines, the 
sight and sound of television and 
the spoken word of radio—all go 
to make up this pattern. All are 
needed.” 

On the matter of packaging, Mr. 
Gruber pointed out that “new 
packaging is constantly being 
studied, developed and in some 


instances given trial runs in mar- 


ket acceptance tests. 

“As the year 1956 drew to a 
close,” he added, “plans were for- 
mulated for redesign of the Old 
Gold filter label. Through consum- 
er opinion surveys a variety of 


SYDNEY A. SKILLMAN has been elected 
vp and general sales manager of 
Studebaker-Packard Corp., South 
| Bend, Ind. Most recently assistant 
general sales manager, he joined 
Studebaker Corp. 30 years ago. 


Car Makers 
‘Made Money in 


| 


“56—but Less of It 


(Continued from Page 2) 
of sales) to $19,952,969 (0.75% of 
| sales) in ’56. 
Unit sales of Chrysler cars and 
| trucks fell from 1,580,000 units in 
|’55 to 1,078,000 last year. This was 


new packages were extensively | part of an all-industry decline, 
tested, and the one that proved | however: Chrysler’s share of the 
most attractive to consumers fi- | new car market fell only slightly— 
nally was selected. from 17.1% to 16.3%. 

“Current plans,’ Mr. Gruber! Chrysler Corp. of Canada sold 
said, “call for nationwide distri-| 107,463 cars and trucks in 1956— 
bution of this new Old Gold filter | only a little less than 1955’s record 


SALES PROMOTION 
idea Man 


Producer of leading grocery 
store item offers exceptional op- 
portunity for experienced sales 
romotion “idea” man. Must 
cove solid background in pro- 
motion and merchandising of 
food store items, and be capable 
of developing new, workable 
ideas that will move product off 
the shelves. Field work with 
sales personnel and franchises 
required. Will work with top 
management through Advertis- 
ing Director. Exceptional oppor- 
tunity for individual who can 
bring a new concept of grocery 
store merchandising to company 
that is the leader in its field. Lo- 
cation Southern New England. 
Salary $10,000 to start. Submit 
complete resume with first let- 
ter. Box 485 ADVERTISING 
AGE, 480 Lexington Ave., New 
York 17, N. Y. 


PACKAGING 
CONSUMER RESEARCHER 


WANTED FOR 
CALIFORNIA 


The experienced man with an imagina- 
tive approach to consumer packaging 
problems is invited to investigate this 
position in the newly formed Package 
Development Center of a large and 
integrated West Coast manufacturer 
of paperboard packaging. 

While several years of background in 
packaging research are required, 
emphasis will be placed on the ability 
to relate psychological and sociolog- 
ical factors of consumer preference to 
practical problems of package design 
and development. Creative design ex- 
perience is secondary to training and 
ability in utilizing the basic tech- 
niques of motivational research. 
This opening, created by the com- 
pany's long range expansion program, 
will provide outstanding challenge 
and opportunity to the qualified in- 
dividual. Please write to present your 
qualifications and receive further in- 
formation. 


PERSONNEL MANAGER 
P.O. Box 3611 
San Francisco 6, Calif. 


package to be accomplished by 
mid-1957.” 

It now appears that the newly 
packaged Old Gold filters will 
achieve national distribution be- 
fore that time. e 


Railroad Abolishes PR 


The Missouri-Kansas-Texas 
Lines, with headquarters in St. 
Louis, has abolished its public re- 
lations department as an economy 
move, a spokesman for the com- 
pany said. The company’s house 
organ, “Katy Magazine,” will also 
be discontinued. M. R. Cring, di- 
rector of public relations, remains 
with the railroad; four other mem- 
bers of the department have been 
dismissed. 


110,000. Its share of the Canadian 
;market increased from 22.9% to 
23.8% during the year. 
General Motors Corp. reported 
isales of $10,796,000,000—second 
|only to the record 1955 sales and 
| 13% below that year. Net income 
|of $847,000,000 also ranked second 
only to 1955’s record $1.190 billion. 
Earnings in 1956 came to 7.8% of 
sales, compared with 9.6% in ’55. 
GM indicated that it again 
showed an increase in share of 
market last year. It said that sales 
of more than 3,500,000 cars and 
trucks produced in U.S. plants 
represented a 22% decline from 
1955, and compared this with a 
25% decline for the auto industry 
as a whole. e 


As they say on the Avenue, “Let's up- 
riscope and look around.” And the 
arther up you periscope in Central Ohio, 
the more listeners you'll find tuned to 
WBNS Radio. With $2,739,749,000 to 
spend, they, along with Pulse, place us 
first in any Monday-thru-Friday quarter- 
hour, day or night. Ask John Blair. 


WBNS RADIO 
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| EMA Publishes New Annual, 
‘Exhibitors Supply Guide’ 

Exhibitors Supply Guide, a new 
| annual published by Exposition 
| Management Assn., New York, is 
being mailed to EMA members, 
managers of leading trade shows 
and trade show exhibitors. The 
initial issue is 10,000. The new 
publication is standard magazine 
|size and carries 164% pages of ad- 
vertising in a folio of 32 pages. 
Base advertising rate for a b&w 
page is $250. William C. Copp, 
Wm. C. Copp & Son Associates, 
is publisher. 

The purpose of the new annual, 
according to Rudolph Lang, presi- 
dent of EMA, is to improve rela- 
tions between industry and the 
exposition field, and to provide 
exhibitors with information to in- 
crease the effectiveness of their 
exhibits. 


Fred Jones & Son Moves 

Fred R. Jones & Son, advertising 
representative, has moved into 
larger quarters at 205 W. Wacker 
Dr., Chicago. 


John HART 
Lon CHANEY 


Py 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye's 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you fo it. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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Bob Watson Is R&R’s New Chairman ?** Prospered in 
as Paul Watson, Barry Ryan Retire 


(Continued from Page 1) 
committee, had been in charge of 
Chicago operations for the last nine 
months. 

Along with the management 
changes, ADVERTISING AcE learned 
that R&R is pulling out of Seattle. 
All the agency’s accounts, plus its 
office and office 
equipment, have 
been turned over 
to F. G. (Moon) 
Mullins, R&R’s 
northwest man- 
ager for the past 
17 years. 

Mr. Mullins 
will organize his 
own agency— 
F. G. Mullins Co. 
—on April 1. The 
new agency will 
continue the present staff and 
maintain its offices in the North- 
ern Life Tower. 


F. G. Mullins 


8s Paul Watson, who is 71, will 
retain his stock in the agency and 
continue as a member of the board 
of directors. Close friends told AA 
that Mr. Watson, who is known for 
his activity, will probably go 
into some kind of business—but 
not advertising. Mr. Watson was 
in St. Luke’s Hospital, Chicago, 
this week for a medical checkup. 
It has been well known in ad- 
vertising circles for some time 
that Barry Ryan wanted to retire. 
Friends predicted that he will 
probably retire to his home in 
Florida where he might teach 
marketing or advertising at a 
Florida college. He will continue 
as a board member and as a con- 
sultant on specific assignments. 


® R&R’s decision to pull out of 
Seattle, where it had maintained 
an office for 20 years, was prompt- 
ed by the fact that the agency has 
not done better than a break-even 
business for some time. 

“Our present clients do not re- 
quire the specialized service that 
was needed when the agency had 
accounts like Dodge,” AA was 
told. 

The new Mullins agency will 


later the three-man committee. 
As part of the streamlining pro- 
gram started by Ken Beirn, R&R 
quietly closed its Hollywood office 
about four months ago, and con- 
solidated its facilities with the Los 
Angeles branch. 


s With these changes in the 45- 
year-old agency’s structure, a 
number of new directors and vps 
were named: 

James B. Briggs, recently named 
a vp, became a director (he was 
creative director of Geare-Mars- 
ton, merged with R&R in Decem- 
ber); Charles F. Willis Jr., named 
a vp and a director (he had been 
a special assistant to president 
Beirn, previously was an assistant 
to C. E. Wilson, chairman of W. 
R. Grace & Co., and before that 
was a White House assistant). 
Delbert J. Cook, elected a vp 
(he has been account supervisor 
on Bon Ami, and joined R&R last 
September as a special assistant 
to Mr. Beirn on packaged accounts, 


R&R Box Score 


(16 Directors) 
Robert M. Watson, chairman of 
the board, succeeding Paul Watson 
F. Kenneth Beirn, president 
Paul E. Watson, retired board 
chairman 


as chairman of executive commit- 
tee April 1 

Roswell W. Metzger, exec vp and 
chairman of the executive commit- 
tee, succeeding Ryan 

Tod Reed, exec vp in Detroit 
Haakon B. Groseth, exec vp in 
charge of the Chicago office 

W. P. Littell, senior vp in Chi- 
cago 

Kenneth D. Stewart, senior vp in 
Chicago 

J. Lewis Ames, vp, secretary, 


F. B. (Barry) Ryan Jr., retiring 


Adversity; Struck 
Snags in Good Times 


New York, March 7—The story 
of Ruthrauff & Ryan is the story 
of a hard-boiled agency that ad- 
versity made, and prosperity near- 
ly dissolved. Its bad years were 
1946 and 1952. 

It was founded on $2,000 in| 
1912 by the late F. B. (Fritz) Ryan 
and Wilbur Ruthrauff, who died 
in 1941. They made it into a mail 
order agency, then an agency un- 
usually proficient on tough prod- 
ucts. It stuck to a concept of a 
mass agency—“Y&R for the class- 
es, R&R for the masses,” its new | 
business men said vigorously. It | 
put photo murals into its office | 
lobbies—photomurals of crowds, 
a sea of indistinguishable faces. 
The murals were topped with an 
unofficial credo: “This is your 


market—to sell them you must | 


know them.” 


sell copy, and it grew fastest dur- 
ing the depression. By the end of 


billings rate. 


® The agency was long on experi- 
ence; Cal J. McCarthy, exec vp 
and treasurer, had been aboard 
since 1932; Paul E. Watson, 


since 1921. 

In 1946, the preferred stock of 
the agency was held by the Ruth- 
rauff and Ryan families, but the 
common stock—which carried vot- 
ing privileges—was widely held, 
and in that year there were five 
executives who held as much com- 
mon stock as Fritz Ryan. 

During the war years, a meet- 
ing of R&R stockholders had re- 
sulted in the formation of a voting 
trust. It was understood that the 
voting trust ultimately would place 
control of the agency in the hands 
of executives who were major 


treasurer, attorney and former FBI 
agent 
F. Bourne Ruthrauff, vp and ac- 
count executive and son of one of 
R&R’s founders 

Wilson J. Main, vp and research 
director 


have as clients the Seattle First 
National Bank, Pacific Northwest 


Co. and Brown-Forman Distillers | 


Corp. regionally. These accounts 
billed an estimated $450,000 last 
year. The bank is the major ac- 
count. 

Just four and one half years ago, 
R&R strengthened its position in 
Seattle by acquiring Strang & 
Prosser, 40-year-old Seattle agen- 
cy (AA, Aug. 11, °52). Strang & 
Prosser was billing about $500,000 
yearly at the time. The merger 
made R&R the largest agency in 
the state of Washington. 


s The retirements, promotions 
and the decision to abandon the 
Seattle operation were first an- 
nounced at the annual meeting of 
the agency’s board of directors 
Feb. 25. 

Along with these decisions came 
a shift in responsibilities. The title 
of western manager, which was 
held by Paul Watson before his 
promotion to board chairman, has 
been eliminated. 

The branch offices in Los An- 
geles and San Francisco, which 
previously reported to Paul Wat- 
son and later to a committee com- 
posed of Mr. Groseth, Mr. Metzger 
and William Watson, now will be 
under Ken Beirn and the New 
York office. 

In addition to heading the Chi- 
cago office, Mr. Groseth will be 
responsible for the branches in St. 
Louis and St. Paul, 
branches in Cincinnati, Dallas and 
Houston will report directly to Mr. 
Metzger. All these offices previ- 


while the 


William D. Watson, vp for client 
service, Chicago 

Jack E. Fleisch, vp and account 
executive, Chicago 

James E. Briggs, R&R vp and 
creative director of Geare-Marston 

Cc. F. Willis Jr., vp and former 
administrative aid to Mr. Beirn 


and previously was with Young & 
Rubicam and McCann-Erickson), 
and Spafford Link, elected vp in 
charge of business administration 
for the Chicago office (he joined 
R&R in 1932 in Detroit, was De- 
troit office manager in 1941, and 
shifted to Chicago in January, ’57). 


s The general feeling at R&R now 
is that in Ken Beirn the agency 
now has the leadership that it has 
lacked for ten years. People also 
feel that the internal fighting is 
over—as one top exec at the agen- 
icy told AA, “R&R has expended 
more creative energy internally 
than it has fighting competition 
for new accounts, all to the agen- 
cy’s detriment”’—and that the 
agency is finally headed in the 
right direction—the goal being to 
regain the business and prestige 
that it has lost since 1952. 

The executive pagoda has been 
reshaped, and R&R men hope it’s 
final. The indications are that 
the agency is only 
in branches where 


ously reported to Paul Watson, and 


total billing. 


interested 
it can at- 
tract clients—hence the purchase 
of Geare-Marston in Philadelphia| Ryan agency rocked along. When 
and M. B. Scott Inc. in Los Ange-| it celebrated its 40th anniversary 
les, two additions which are sup-| in February, 1952, it could boast it 
posed to tack on $6-$8,000,000 in| had gained billings in each suc- 
e| cessive year, that it had 710 em- 


stockholders and who already ex- 
}ercised considerable account con- 
| trol. 

| The second generation of Ruth- 
|rauffs and Ryans was in service. 
| When F. B. (Barry) Ryan Jr. re- 
turned from the navy 
been executive officer on a de- 
| Stroyer escort) he was installed 
| as president of the agency. 

| Right or wrong, some of the 
participants in the voting trust 
| felt they had been doublecrossed. 
| The principal rebel was Raymond 
|F. Sullivan. A major stockholder, 


| companies, befor 
| 1940 as manager of the San Fran- 
|cisco office. 


| moved east in 1946 as a vp and was | 
|promoted to exec vp in 1952. In 


It was a savagely competitive | 
shop, full of buckeye art and hard | 


the war, it had hit a $32,000,000 | 


in | 
charge of Chicago and the west- | 
ern offices, had been with R&R | 


(he had | 


e Robert Morris 
Watson worked 
at numerous 
jobs, including 
newspaper re- 
porter, 
bile salesman,| 
advertising copy-| 
writer and ad- 
vertising manag- 
er for several 
e joining R&R in 


| 


After building up that office, he 


February, 1955, he became the 
first president of the agency who 
was not either a Ruthrauff or a 
Ryan. 


automo-| | 
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Who in R&R Exec Shuffle 


part of that time as an arranger 
for Paul Whiteman. 


e F. B. (Barry) 
Ryan Jr., who 
joined R&R in 


1928, became a 
vp in 1936, and 
president in 1946 
after returning 
from naval serv- 
ice. He moved up 
to board chair- 
man when Rob- 
ert M. Watson 
was elected president in 1955, 
and became chairman of the ex- 
ecutive committee in 1956, when 
F. K. Beirn was elected president. 


e Haakon B. 
Groseth joined 


e Paul Watson 
has been a fix- 
ture on the Chi- 
cago scene and a| 
power in the 
agency since he 
joined R&R in 
1921 to head up 
the temporary 
Chicago office. 

As the story 
goes, the name of 
the agency did not appear on its 
office doors for 15 years. The Chi- 
cago “branch” has grown in bill- 
ings from virtually nothing to 
nearly $20,000,000 yearly under 
his management. Personnel in that 
office has jumped from four to 
more than 135. 


ome @ Roswell 
mm Metzger came to 


came a vp in 
1942, a director 
in 1948, and a 
member of the 
executive com- 
mittee in 1950. 
He was boosted 
to exec vp last 
year and named 
three-man committee to 


to a 
| head up the western operation. He 
| spent 12 years in the entertainment 
business before joining the agency, 


w. 


R&R in 1933, be-| 


R&R in 1939 as 
an assistant ac- 
count executive, 
became an ac- 
count supervisor, 
and was elected 
a vp in 1944. He 
was named to 
the board of di- 
rectors in 1953, 
and to the executive commit- 
tee in 1954. He also was named 
exec vp and western committee 
member last year. 

Before joining R&R Mr. Groseth 
was merchandising director of 
Knox Reeves Advertising in Min- 
neapolis, and earlier was advertis- 
ing manager of George A. Hormel 
& Co., Austin, Minn. 


| 
| 


* William D. 
Watson, Paul 
Watson’s son, 
came to R&R in 
1939. He was 
promoted to vp 
in 1953, a mem- 
ber of the board 
of directors in 
1955, and to the 
western opera- 
tion committee 
He is one of R&R'’s 
contacts with Brown- 


| 


| 


last year. 
principal 
Forman Distillers, Louisville, one 


of the agency’s most 
accounts. 


important 


| ployes in 12 offices, and that it 
was moving at a $50,000,000 clip. 

Ironically, that was the year the 
roof fell in. In March, Chrysler 
pulled out the $9,000,000 Dodge 
account, which had been handled 
by R&R for 18 years. 

In the fall, Lever Bros. lifted 


_he supervised a group of drug ac-|Spry and Rinso (AA, Oct. 6, ’52) 
counts within the agency and had | —a total loss of about $6,000,000. 


|}a formidable reputation as a drug | Spry hurt most, because R&R had 


and package goods merchandising | been its agency since the intro- 


man. 


® In mid-1946, Mr. Sullivan 
pulled out of the agency, an- 
nouncing the creation of a new 
| shop—Sullivan, Stauffer (for Don- 
ald Stauffer, R&R vp in broad- 
casting), Colwell (Robert T. Col- 
well moved over from J. Walter 
Thompson, where he was plans 
board chairman) & Bayles (Hea- 
gan Bayles was also a broadcast- 
ing vp at R&R) 

The new SSC&B agency sput- 
tered briefly as it struggled for 
office space and telephone lines 
and then caught fire. In six weeks 
it hit the $5,000,000 rate; in 14 
months it passed the $10,000,000 
mark. Last year its $36,100,000 
billing was less than $3,000,000 
away from R&R’s total. It became 
the hottest of the postwar agen- 
cies, and its drain on R&R talent 
land its close contact with R&R 
clients was painfully evident in 
| the years to come. 

Nevertheless, the Ruthrauff & 


| duction of the product in 1932. At 
that point, R&R retained only the 
Canadian business (which left last 
year when R&R closed up in Can- 
ada) and Lipton’s Frostee. In that 
year R&R bought Melamed-Hobbs, 
strengthening itself in Minneapo- 
lis and Chicago, and Strang & 
Prosser, in Seattle. 


® In the next four years, nothing 
went right. It failed to replace 
the Lever business. It replaced 
Dodge with Packard, but Packard 
went into the independent tail- 
spin, and R&R was without an 
automobile account again after a 
year. 

It picked up Motorola after a 
vigorous, no-holds-barred com- 
petitive and speculative presenta- 
tion which the client demanded, 
but Motorola left at the end of 
1954. 

It picked up Sun Oil Co., the 
National Guard and then the Air 
Force. But 
moved out, in the wake of C. L. 


his account group with him to 
Lennen & Newell. At the same 
time, the agency was forced to de- 
fend (successfully, to this date) a 


American Ajrlines 


Smith, R&R vp, who took most of 


suit by P. P. (Pete) Willis, one- 
time R&R vp, who charged he was 
entitled under a contract to a per- 
centage of commissions on the 
American Airlines account (AA, 
Feb. 14, 55 et seq.) which he had 
brought to the agency. The case is 
being appealed. 

In 1955, the agency elected Rob- 
ert M. Watson president. He was 
the first to be neither a Ruthrauff 
nor a Ryan, and while his uncle 
is Paul Watson, longtime Chicago 
boss of R&R, the agency began to 
take on a slightly new look. 

Barry Ryan moved up to chair- 
man of the board. At 53 he still 
shows the powerful frame and 
agile grace which enabled him to 
earn three letters at Yale, and (as 
late as 1947) win the national rac- 
quets title. 


® In December, 1955, Fritz Ryan 
died in Florida. Early in 1956, 
Quincy G. Ryan, who had been a 
vp and account executive, left the 
agency because of illness in his 
family. 

Meantime a steady trickle of ac- 
counts kept moving out—Palm 
Beach Co., Corn Products’ Bosco, 
Kentile, Arthur Murray School of 
Dancing (an R&R client since 
1924), Reddi-Wip. Its biggest ad- 
dition was Bon Ami. 

With the breakup of the Biow 
Co., R&R was able to hire F. Ken- 
neth Beirn, who resigned as pres- 
ident of Biow-Beirn-Toigo just 
before the agency hit its final dis- 
integrating spasms. Mr. Beirn 
came in as exec vp; in a few 
months he was president (AA, 
Oct. 29, ’56). 


ae a a Ee PECs cate ede te ee ee ee a) ee rc em 2 a ee, ee) ee, i ee ae c.g, ego 
Sop Se le ie oases, Puta aes ee ee : eee fe. See Ste» as ee a nt ge ee ee a ee | Lee 
ony Se ee. Caer: Se a. Ce eS ae ete aie ea ee eee ae : yc ake ‘ ee ae ROP Go = ean Game es Ne 
Des te A | Sig nee. dpe oR oe “ ae Po th a SL a he : eae ee ae nee ee eee ae ae 
Tae oe RRR SEE ET ERE 9 5 ar eed ee) eee I ee i 2 se a yl a a Nee, sau 
la ie on : Pee tips ek es ee i oe ae . Berrie en” oa. 2 ee ee Ba gee i ty as e “a b an Bete edie " = x : © 3 4 Ere 7 . a melt agi = 
- Eee c § 
eee if 
c= - 98 ee 
ae 
ee ‘ : 
ie, 
ees 0 $ 
Sia m 
Tes | 
en 
Cee 
ie ? 
Sete Z 
ee a 
coe 
ee a 
‘72 cal . » 5 Bs * % i“ 
3 il ing Ve — ~_ - 
ee . 
St ne “td q 
fae 
| he ' 
ee é 
Ss ae 3 
eS : 
“ogee 
oie. we : 
Pe on a ‘ 
Suge 2 
8 Bae ae : 
=i "3 
as Aid id) 
Se ea ; 
tek > 
ae pe s 
ae Pi 
ae 2 
4-4 ig rae 
i nite C 
; Be ee rr ee 
is ase : 
ee : 
ee ie 4 
a > ee a 
Ra seek = 
ph op * 
ma woe a 
a Pail C set - 
wd . 4 
ei * | 
ae 7 i 
cu ee 
5 ne 
eer i : 
Pr, =. = ze 
Eh ary ay i ¥ - 
eae : 
Ve . - 
bar ae ——e : 
eee ee _ f 
ah ee " ” 
a! anes § 
foes ‘ 
mee 
OS eae - 
Gel Be 
ieee 
SSD : 
Po | 
init th : 
eek : 
5, , 
viene ay! 
a. 
sgl es 
7 a hl a ee . 
is steal : 
PAL : 
r P| 
ae Seas 
Se at 
ert 
eo 
= oa 
RES 
ee. 
<a 
= a 
ee 
AS > x. me hie ‘ ue = a are ‘ . , : : “ Fa, : : r ; = ee 
vrai giles eases git Oss al wn A Beis bel XA L% , pe eae ee ee 5s lan et ag a ae tore ie ee wie 
yy «ibe Sa sotingtemee Deane * ee eg oe So eas sore Ea Bey Bh a ae ot ; Lae He ot, OG ene em : ce f ‘ : Beka sy sa eee [ae Neate Ge kee Cade Soe 
on : 4 : 52 gh) 5 : ; 1 al i iS, Gaee, irae ’ - ltd ba cs * SN ee ee eee gee he - vos 
ee Wea ae Seaasoerier! 2085. os Me Ke eh fete aor: ‘iu tiers co ae. Da oo a ee pss See ea cote 
S| gaat? Las ns ere i 2 eae: 2 . : ne, ; ee ee ee a eee TG ane ee ee ee was WL ee eta eget ig Oe eet men ake ieee wma 
Aue a ee eS nt ea geri aah eres oe Atheth Sie gage Reta cg ge see irom es ea ae Ce) Big Fae ee ene gear ON PE Ge A oA ee Meare hi Pee te ay, eee Mele amg Fo OL ae 
saat * % z Nai dig P ae 7 el ; ; 


Advertising Age, March 11, 1957 


U.S. Postal Plan: 1st Class Up 1¢, 
dnd Class 15% a Year, 3rd Class 242¢ 


(Continued from Page 1) 

was whittled down from the $654,- 
000,000 total anticipated in the 
Presidential budget message last 
January to a maximum of ap- 
proximately $462,000,000 for the 
first year, and an ultimate of 
$527,500,000 when rates are fully 
effective. 

The decision to stick to a 4¢ 
letter rate reportedly was de- 
manded by congressional leaders 
who found the 5¢ rate highly ob- 
jectionable to a large percentage 
of the public covered by a recent 
Gallup Poll. The same poll showed 
a 4¢ letter rate acceptable to 
slightly more than 50%. 


s The proposal to slap four suc- 
cessive 15% increases on second- 
class compares with a series of 
two successive annual 15% in- 
creases proposed by the depart- 
ment last year. 

In a move to neutralize powerful 
sources of opposition, the plan re- 
tains existing rates for newspapers 
with circulations under 5,000 and 
for publications of non-profit or- 
ganizations. | 

The two-step hike to 2%¢ for | 
bulk third-class substitutes for a 
2¢ bulk rate requested by the de-| 
partment in several recent unsuc- | 
cessful postal rate increase efforts. 

Other changes in third class 
rates include a hike from 14¢ to)! 
16¢ in the bulk pound rate and an | 
increase from 2¢ to 3¢ in the piece 
rate for individually mailed third 
class items. 


s While the four 15% increases 
in second class represent a much 
harsher bill than the department 
sponsored last year, Postmaster 
General Arthur Summerfield re- 
portedly has promised House 
leaders he will support even larg- 


er second class increases if the 
House post office committee | 
wants to propose them. 

Last year Mr. Summerfield went | 
along with the committee after it 
worked out a plan raising rates on 
editorial portions of periodicals by 
30%, and advertising portions by 
120% over a five-year period. And 
he is said to have indicated he 
would find a similar formula ac- 
ceptable again this year. 

Increased airmail rates were 
strongly supported in last year’s 
bill, but the plan for a 3¢ post- 
card proposed for the first time 
this year is expected to encounter 
strong opposition from House 
members who regard the post 
card as “the poor man’s letter.” 


® As a result of its decision to 
keep the first class rate down to 
4¢, the department also abandoned 
its plan to propose that all first 
class mail move by “most expedi- 
tious transportation,” including 
airplane. While this forces offi- 
cials to scrap extensive plans 
which had been considered to 
speed the movement of mail, it 
prevents the rate bill from en- 
countering substantial opposition 
from railroads and railway postal 
workers, who were fearful that 
most long-haul first class mail 
would be diverted from rail to air. 

The 4¢ letter rate would still be 
the big money raiser in the bill, 
accounting for more than $300,- 
000,000 of the total revenue. The 
high third class rate would be 
the second most important item, 
raising roughly $128,000,000. Each 
15% hike in second class would 
bring in about $8,000,000, assum- 
ing no reduction in volume. 


s While ranking members of the 
post office committees in both the 
House and the Senate agreed to 
introduce the bills, there was no 
immediate indication of their fate. 


Meanwhile the Post Office De- 


partment today tried to dispose of 
one of the controversial issues 
which clouded rate hearings in 
earlier years by supporting H.R. 
5206, a bill which would reimburse 
the department for a group of 
“subsidies” which are given to 
special groups of mail users under 
rates specified by Congress. 


s The total, which includes most 
of the “subsidy” items which have 
been mentioned in previous rate 
hearings, added up to only $26,- 
400,000 of revenue for the depart- 
ment. 

This included approximately 
$15,000,000 representing the loss 
of revenue because of special rates 
for books, films and related edu- 
cational material; $6,000,000 rep- 
resenting losses incurred because 
of the special 1¢ bulk rate al- 
lowed for third class mailings by 
non-profit organizations; $2,300,- 
000 for losses incurred under spe- 
cial second class rates for non- 
profit organizations; approximate- 
ly $1,000,000 each for mail for 
blind and free in-county distribu- 
tion of newspapers; $1,100,000 for 
special expense incurred in trans- 
porting mail by foreign air car- 
riers; and a number of smaller 


items covering postage for the Pan | 


American Union and widows of 
Presidents. - 


Mickey Mouse Club 
Toddlers Take Mama 
to Store, ABC Says 


New York, March 7—By an odd 
coincidence, now that ABC-TV 
salesmen are busily pitching the 
“Mickey Mouse Club” to prospec- 
tive sponsors for 1957-58, the net- 
work has finally gotten around to 
releasing the results of its “Study 
of Products and Programs,” which 
was completed last July. 

The study examined the rela- 
tionship between viewing and us- 
age of the sponsor’s brand by the 
regular viewing and non-viewing 
household, and found that in 81% 
of homes with children that watch 
“Mickey Mouse” regularly a child 
accompanies the mother shopping. 
On the other hand, in only 69% 
of the homes with children that 
are not viewers of the show does a 
child accompany the mother shop- 
ping. 

The study also noted that of the 
homes with children watching 
“Mickey Mouse” 53% sent their 


children shopping, while in non- | 


Mickey Mouse-viewing homes only 
44% sent their children shopping.e 


Alcoa Plans ‘57 Push 

A Lenten and Easter theme will 
be featured in the first of a four- 
part 1957 ad program for Alcoa 
wrap by Aluminum Co. of Amer- 
ica. The campaign features foods 
prepared with Alcoa wrap and will 
run in newspapers, radio, maga- 
zines and network tv. Details of 
the remaining three 1957 cam- 
paigns have not been released. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Lennen & Newell Names Two 

Mary Wells, formerly copy 
group head of McCann-Erickson, 
and Marcella Free, previously as- 
sociate supervisor of Kenyon & 
Eckhardt, have joined the copy 
department of Lennen & Newell, 
New York. 


Austin Joins Roche, Williams 

Sam Austin, who resigned last 
month as vp and account executive 
on pr accounts at Bozell & Jacobs, 
Chicago, has joined Roche, Wil- 
liams & Cleary, Chicago, to work 
on pr projects. 


Last Minute News Flashes 


Oak Farm Dairies Appoints D'Arcy 


DA.LLas, March 8—Oak Farm Dairies Inc. has named D’Arcy Adver- 
tising Co. to handle its advertising, effective immediately. Oak Farm, 
which is the largest independent milk processor in Texas, has set an 
expanded advertising campaign in newspapers, outdoor, radio, tv and 
point of purchase this year. D’Arcy will handle the account in its local 
and Houston offices. Oak Farm formerly was a direct advertiser. 


Haire Succeeds Blackburn on ABC Board 


Pam Beacu, March 8—Thomas B. Haire, president of Haire Pub- 
| lishing Co., New York, has been elected a director of Audit Bureau of 
| Circulations. He fills the vacancy created by the resignation of James 
E. Blackburn Jr., former vp of McGraw-Hill Publishing Co., who re- 
signed Jan. 1 (AA, Dec. 24, 56). Mr. Haire, a former chairman of As- 
| sociated Business Publications, has been active in the business paper 
publishing company founded by his father, the late Andrew J. Haire, 
since 1938. 


GE’s Silicone Unit Moves to BSF&D 


New York, March 8—General Electric Co.’s silicone products depart- 
ment, Waterford, N. Y., has appointed Brooke, Smith, French & Dor- 
rance to handle its national advertising. Benton & Bowles was the for- 
mer agency. BSF&D’s Detroit office will continue to handle GE’s Car- 
boloy department in Detroit. 


Cadbury-Fry, British Chocolate Maker, Names Hoyt 

New York, March 8—The American division of Cadbury-Fry, Eng- 
lish chocolate manufacturer, has named Charles W. Hoyt Co. to han- 
dle its U.S. advertising for English chocolates and chocolate products. 
The company is a new national advertiser in the U.S. Previously it 
placed some regional ads through Pace Advertising. 


_GOA's Sales in 1956 Reach $33,426,896 
Cuicaco, March 8—General Outdoor Advertising Co.’s sales last year 
hit $33,426,896, a gain over 1955 sales of $31,678,312. Net profits in 


| with 1955 profits of $2,386,044, or $3.78 per share. There also was an 
additional net profit last year of $526,045 derived from sale of GOA’s 
stock interest in Central Outdoor Advertising Co., Cleveland. 


Crowell-Collier VP Joins Clinton E. Frank 


Curicaco, March 8—William A. Sittig, formerly vp and western man- 
ager of Crowell-Collier Publishing Co., will join Clinton E. Frank 
| Inc., effective March 18, as a vp of the agency. Although no specific 
title was announced, it is understood he will head the marketing divi- 
sion. 


Kolor-Bak Moves to Kastor, Farrell 


Cuicaco, March 8—Consolidated Royal Chemical Corp. has appointed 
Kastor, Farrell, Chesley & Clifford, New York, to handle advertising for 
Kolor-Bak, a color restorative for gray hair. Kastor, Farrell already 
handles Hypercin for Consolidated. Illinois Simmonds & Simmonds, 
Chicago, is the previous agency of record. 


Consumer Spending to Stay at ‘56 Level, FRB Says 


WASHINGTON, March 8—First results from Federal Reserve Board’s 
12th annual survey of consumer finances showed today that consumers 
are optimistic about the future but that they intend to hold major ex- 
penditures to last year’s level. Results showed 41% with income over 
$5,000, compared with 36% in 1955 and 26% in 1952. The percentage 
planning to buy new or used cars was unchanged at 16%. A slightly 
smaller number planned to buy new or existing houses while there was 
little change in plans to purchase furniture or household appliances. 


WWL-TV Gets Green Light from FCC 


WASHINGTON, March 8—FCC today authorized Loyola University to 
go ahead with the construction of WWL-TV on Channel 4, New Or- 
leans. Loyola’s construction permit had been issued last summer but 
was suspended, pending consideration of a proposal to move Channel 
4 out of the New Orleans area. 


Sykes Is Ad Manager of Oklahoma City Dailies 

OKLAHOMA City, March 8—William F. Sykes has resigned as director 
of advertising of the Atlanta Journal and Constitution to become adver- 
tising manager of the Oklahoma City Times and Oklahoman, a new 
post under Charles M. Neel, director of advertising. His successor at 
the Journal and Constitution has not been appointed. 


Longman Joins JWT as Operating Head of Research 

New York, March 8—Dr. Donald R. Longman, manager of market- 
ing operations for the Atlantic Refining Co., will join J. Walter Thomp- 
son Co. April 1 as director of research in the New York office, a new 
position. Arno H. Johnson has been named vp-senior economist, and 
Dr. Vergil D. Reed has been named vp-economist. The moves make 
Dr. Longman operating head of Thompson research and allow Messrs. 
Johnson and Reed to continue specialization in their respective fields. 


Morson Leaves Burdick, Becker; Joins Vick Unit 


New York, March 8—Dr. W. Gerald Morson has resigned as a prin- 
cipal of Burdick, Becker & Fitzsimmons, ethical drug agency formed 
last November, to join the international division of Vick Chemical Co. 


DuMont Buys WNEW; Other Late News 


e Announcement of the sale of WNEW, New York, to DuMont Broad- 
casting Corp. is expected momentarily, at an estimated price of more 
than $7,000,000—a record high for a radio station. Negotiations were 
in the final stage at press time. The station was sold in 1955 for $4,000,- 
000; in 1954, it brought $2,100,000. 


e American Aviation Publications, Washington, will issue Air Cargo 


Subscription price is $10 a year. Advertising rates will not be available 
for about ten days. William H. Pearson, advertising director of Amer- 
ican Aviation, is handling the new magazine. American Aviation Pub- 
lications also has taken over publication of “Aircraft Year Book” and 
“Aviation Facts & Figures,” official publications of the Aircraft Indus- 
try Assn., formerly published by Lincoln Press. 


1956 amounted to $2,503,936, or $4.28 per common share, as compared | 


Guide, new monthly, in July, with a paid circulation of about 9,000. | 


Curtis Integrates 
Newly Acquired 
Lentheric Unit 


(Continued from Page 1) 
last October, Curtis has sold the 
New Jersey plant which Lentheric 
occupied only last August, moved 
production to Chicago and re- 
placed all top marketing officials. 

The Lentheric sales organization 
headed by Raymond K. Myerson, 
general sales manager, is essen- 
tially unchanged by reshuffle. J. J. 
Galietto, formerly with Toni, has 
been brought in as assistant to Mr. 
Myerson and Miss Lynd Boland 
has been advanced to brand man- 
ager for Lentheric. 

Grant Advertising, New York, 
has already been displaced by 
three Chicago agencies—Gordon 
Best Co., Earle Ludgin & Co. and 
Edward H. Weiss & Co.—on the 
Lentheric account. 


® Park & Tilford announced today 
that Jack Mohr, formerly general 
manager of Len- 
theric, has been 
appointed head 
of its toiletries 
and dyestuffs di- 
vision, which 
markets products 
under the Tintex 
and Park & Til- 
ford names. 

Mr. Mohr is 
bringing three of 
his Lentheric 
aides with him to 
P&T, which is a Schenley subsid- 
iary. Frederic Swackhamer, for- 
merly advertising manager of Len- 
theric, Wiley F. Patton, formerly 
assistant marketing director, and 
Carl Miller, formerly national 
field sales manager, are all joining 
P&T. 


Jack Mohr 


® Mr. Swackhamer will be adver- 
tising and promotion manager, the 
first ad manager the P&T division 
has had. Mr. Mohr told AA that 
the division will be doing more ad- 
vertising in the future. Emil Mogul 
Co. handles the account. 

Mr. Mohr has been with Len- 
theric since 1952. At one time, he 
operated an advertising agency un- 
der his own name. He and Mr. 
Patton had also been with Richard 
Hudnut. 

At the P&T division, Mr. Mohr 
is replacing Henry Bernard, who 
has retired. Mitchell Lynch, for- 
merly sales manager of the divi- 
sion, has resigned. 


® AA also learned that William G. 
Ohme, formerly director of mar- 
keting for Lentheric, has joined 
Harold F. Ritchie Inc., Clifton, 
N. J., as director of marketing. 
Ritchie markets Brylcreem, Scott's 
Emulsion and Eno antacid. 

Annette Green, heretofore direc- 
tor of Lentheric’s pr, has been 
named director of pr for all of 
Helene Curtis, with the title direc- 
tor of consumer publicity. 

In another appointment, mean- 
while, Curtis has named James 
Hubbard brand manager of its 
Kings Men products. e 


Overesch Joins McCann 

Frederic W. Overesch has been 
named a vp of McCann-Erickson 
and Detroit group head on the 
Chrysler division account. He for- 
merly was a vp and assistant to the 
president of Ross Roy Inc., and be- 
fore that was a vp and director of 
Maxon Inc. 


Sheep Council Names Gomolak 
The American Sheep Producer 
Council, Denver, has appointed 
| Ted M. Gomolak advertising di- 
rector. Mr. Gomolak formerly was 
advertising manager of the Mont- 
|'gomery Ward store in Denver. 
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McGehee, ‘PI’ Part 

Francis N. McGehee, New York, 
sales and operating counsel to 
magazine, business paper and 
newspaper publishers, has discon- 
tinued service to Printers’ Ink 
Publishing Co. 


How To Break 
Direct Mail Rules 
Successfully 


You hear all the time about the rules 
you should follow to attain direct 
mail success. But here’s a story in 
the March issue of ADVERTISING 
REQUIREMENTS that tells how 
Gold-Dec-It’s unorthodox direct mail 
approach creates a special breed of 
loyal customers—and results in an 
ever-increasing flood of those all- 
important reorders. 

t's amental-stimulator. A prompt- 
er to start you dreaming up new 
and different direct mail techniques! 

To get the March issue and a year’s 
(12 issues) trial of AR, just clip this 
ad, attach $3, and mail today. Your 
money back if you're not delighted 
in every way with this most unusual 
publication that covers everything an 
adman must do except buy time or 
space. 

Advertising Requirements 

The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


Sanitized Sets 
2-Year Tie-in Push 
for Bacteriostatic 


(Continued from Page 2) 
during the two-year campaign. 
The ad drive began with a page 
in the February Parents’ Maga- 
zine, a page in the Feb. 25 Life 
and a half-page in the March 5 
Look. A cartoon series is also set 
for The New Yorker. Later on, 
insertions will run in the New 
York Times Magazine and in the 
Chicago Tribune and other daily 
newspapers. 


s Business publications get a 
heavy play in the campaign. Sani- 
tized Sales is scheduling space in 
business papers which cover the 
field of each new licensee. Among 
the publications already on the 
insertion list are Apparel Manu- 
facturer, Boys Outfitter, Corset & 
Underwear Review, Curtain & 
Draperies, Hosiery Weekly, Mod- 
ern Plastics, Today’s Health and 
Women’s Wear. 

Sanitized licensees include Ideal 
Toy, which is adding Sanitized to 
all its ads for plush toys, and J. C. 
Penney, which carries Sanitized in 
22 lines of apparel. Penney uses 
newspaper ads and a booklet about 
Sanitized. 

Other companies—all with con- 
sumer and business paper sched- 
ules—that use Sanitized include 
General Shoe, J. P. Stevens, Spring 
Mills, Celanese Corp. of Canada, 


Again Available... 
The National Newspaper Promotion Assn’s. 


A Report of What Newspapers 
Are Doing to Encourage 
Youth Readership. 


Teen Scene is a 55-page book which 


contains 


detailed instructions for 


carrying out more than 150 ideas now 
being used successfully by 53 Ameri- 
can newspapers to create, build and 
maintain readership among young 


readers. 


More than 150 Proven, 


Workable 


Ideas in These Categories: 
Youth Features, Pages, Columns 


Current Events 
School Participation 
In-Plant Services 


Contests 
Supplements 
Use of Other Media 


Scholarships and Awards 


——n—e—NK—e—n- sntiattiae ste aeons emanate 


To Opder 


Send $1.65 (including postage) to 
Clarence W. Harding, NNPA Director, 
South Bend Tribune, South Bend 26, Ind. 


' 
! 
! 
1 
' 
' 
' 
' 
' 
i 
| 
! 
! 
4 


yg 
! 
| 
! 
' 
' 
! 
' 
! 
! 
! 
' 
! 
' 
' 
! 
! 
| 
| 
! 
! 
' 
1 
! 
' 
' 
| 
| 
| 
| 
' 
i 


paign kicks off 


beautiful goft dosed sets or 5S indivndual proces, 


INTRODUCTORY SPECIAL! agp 


(geet Sov epee 
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“FOR OLD-FASHIONED FLAVOR’—This half-page is part of a new cam- 
paign for Ekco Products Co.’s stainless steel Flint-Ware. The cam- 
in Sunday supplements, 
Fitzgerald-Sample, Chicago, is the agency. 


March 10. Dancer- 


United Van Lines, General Tire & 
Rubber, Pepperell and about 100 
additional mills and product man- 
ufacturers. 


® Sterling Advertising is handling 
the Sanitized Sales’ end of the 
campaign, which will use such 
themes as “Give your family 
‘Freshness protection’” and “Make 
sure the fabrics, apparel and home 
furnishings you buy are Sani- 
tized.” . 


‘Competitive Era’ 
Led Cement Assn. 
to JWT’s Offices 


(Continued from Page 2) 
Williams, he added. 

The “competitive new era” fac- 
ing cement these days refers to 
the mammoth new federal road 
building program now getting un- 
der way and the strong play being 
made for that market by the as- 
phalt business, concrete’s biggest 
competitor in road surfacing. The 
Asphalt Institute entered into na- 
tional advertising for the first time 
last spring and spent $600,000 last 
year in print and radio ads through 
McCann-Erickson. 


® Movement of the Portland Ce- 
ment account brings into JWT’s 
shop an account that both Roche, 
Williams and JWT describe as 
complex. The association does na- 
tional advertising for the whole 
membership, while at the same 


time each of the association’s 32 
district offices does regional ad- 
vertising of its own. 

“From the standpoint of the ad 
agency,” a Roche, Williams ex- 
ecutive said, “each district is a 
separate account with an appro- 
priation ranging from $1,500 to 
$30,000 annually.” In addition, 
each of the five technical bureaus 
of the association has its own 
highly specialized story to be told; 
so when you add it all together the 
Portland Cement Assn. involves 
about 40 little accounts. The whole 
affair bills about $1,000,000 an- 
nually. 

Transfer of the account is ex- 
pected to take the rest of this year 
to complete. Expectation is that 
the change-over will be made by 
categories of advertising—roads, 


farms, home building, trade and) 


professional. Roche, Williams says 
it will probably still be billing 
on Portland Cement as late as De- 
cember. ° 


Kircher, Helton Says ‘56 
Billings Were $3,410,502 

Kircher, Helton & Collett, Day- 
ton, O., billed $3,410,502 in 1956, 
not the $1,433,642 reported in Ap- 
VERTISING AGE Feb. 25. 

The agency reported only space 
and time billings, Carter B. Helton, 
treasurer, told AA. The correct fig- 
ure for 1956 would be $1,433,642 
for space and time, and $1,976,859 
for preparation, collateral services 
and fees, for a total of $3,410,502. 
Comparable figures for 1955 were 
$827,853 and $1,976,133. 


DAY and NIGHT 
Agency Serwice 
(712 FEDERAL ST., CHICAGO © WAbash 2-8816 


Advertising Age, March 11, 1957 
Frenchmen Spent 


$3 Billion on 
Drink in 1955 


(Continued from Page 3) 
a billion and a half bottles of fruit 
juice went down the hatch in the 
year covered by the survey. 

38% of the Frenchman’s income 
is spent on food, the survey con- 
tinues. Next comes housing (15%), 
clothing (13%), drink (9.5%), 
health and hygiene (8%), trans- 
portation (6.5%), miscellaneous 
expenditure (6%) and finally hob- 
bies and leisure pursuits (4%). 

Another survey, carried out on 
a nationwide scale by the French 
National Institute of Statistics, 
deals with living conditions and 
standards of comfort in French 
homes. Only 10.4% of all French 
homes have bathrooms; in some 
départements the proportion is as 
low as 2.9%; in some parts of 
northeastern France it is much 
higher—the city of Strasbourg 
holds the record with 38% of bath- 
room-equipped houses or apart- 
ments. Only 18% of homes in the 
Paris area have bath or shower 
facilities. 


® The 2,830,160 people living with- 
in the Paris city limits occupy a 
total of 1,092,540 apartments, two- 
thirds of which do not have more 
than two rooms. 20% of these city 
dwellers do not have running wa- 
ter in the apartment itself; 54% 
|do not have their own toilet, and 
84% have no bathroom. 167,960 
Parisian families of two or more 
persons live in one-room apart- 
ments. 

For France as a whole, only 
58.4% of homes have running wa- 
ter, 93% have electricity, and 
10.2% have central heating. Even 
|in urban concentrations, the pro- 
|portion of homes with central 
heating does not exceed 15.3%. 

Sales of new automobiles in 
France are on the decline since 
the introduction of gasoline re- 
strictions. In October, 1956, 49,246 
new cars were sold; the figure 
dropped to 40,735 in November 
and to 39,300 in December. Cor- 
responding figures for used car 
sales in these months were, re- 
spectively, 80,604, 110,394 and 88,- 
000. 


Total sales of new vehicles— 
including commercial vehicles, 
trucks and buses—during 1956, 
amounted to 503,660, as compared 
with the total of 440,100 in 1955. e 


Foster & Kleiser Names 
Anderson, Inman to New Posts 
Foster & Kleiser Co., San Fran- 
cisco, a division of W. R. Grace 
& Co., in a realignment of sales 
and promotion functions, has ap- 
pointed Merritt F. Anderson di- 


Merritt F. Anderson Howard C. 


rector of sales promotion and mer- 
chandising and Howard C. Inman 
general sales manager. 

Mr. Anderson, with the com- 
pany since 1942, has been direc- 
tor of sales since July of last year. 
He now will direct the sales pro- 
motion, merchandising, art and 
photographic departments. Mr. In- 
man has been exec vp and general 
manager of California Outdoor 
Advertising Co. since 1945. He 
will have charge of all sales activ- 
ities in direct assistance to the vp 
of sales, N. F. Lawler. 
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Take a good look at the heavy 
part of home building! 


Sure,housing starts have dropped from their 1955 peak...but did you 


actually increased? And that the proportion of home building now classi- 
fied as heavy construction has grown from 18% in ’51 to an expected 
43% in ’57? 


The planning, designing, financing, construction and maintenance 
of mass home building projects... require the whole range of construction 
“know-how.” Contractors, consultants, owners and government all influ- 
ence the selection of methods, materials and equipment used in these big 
residential construction projects. 


That’s why this market must be sold the same way other areas of 
construction are sold... by reaching all buying levels. Companies who are 
not aware of the trend to “heaviness” in home building...who think of all 
home building as “carpentry jobs”...and whose approach is to the “one 
man buyer” ...may be missing opportunities to broaden their selling base. 


Engineering News-Record is the basic magazine of the construction 
industry. It is the one best advertising buy to cover all levels of construc- 
tion. Best testimony to this is the fact that about twice as many advertis- 
ing dollars are invested in EN-R as in any other publication in the field. 


In building and construction .. . If you’re important, you either read 


ENGINEERING [Ky 
NEWS-RECORD [i 


or you advertise in it, or both 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET * NEW YORK 36, N. Y. 


IS THERE A HOUSING SLUMP? 


know that housing starts which are part of large scale projects have » 


, end. ll gall 


_ 
ny a NET eine * ~ 


TYPICAL HOME BUILDING PROJECTS TODAY are out in 
the country where they must be started from “scratch” 
...and where practically every aspect of construction 
is involved from site development and road building to 
water supply, sewage disposal, schools, shopping, etc. 
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